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HATEVER the final result may be on govern- 
ment control of prices, the electrical appliance 


industry has demonstrated its price policy. For 
since June 30 the price line on appliances and radio has 
been held. There was an apparently instant decision by the 
manufacturers, passed at once to distributors and retailers. 

The fact that the distributing trades concurred in this 
wise policy is particularly impressive. OPA insistence on 
cost absorption by distributors has been unjust and oppres- 
sive, but in spite of restricted margins the public has not 
been asked to pay the fair increase necessary to compensate 
for distributing expenses. 

The sound thinking behind this action on the part of so 
many different business men is based on a regard for the 
future. 

The appliance industry serves a mass market. Its prod- 
ucts are a daily necessity to the health and comfort of a 
majority of the homes and people of this country. Right 
now appliances are scarce and would easily command prem- 
ium prices. But that condition doesn’t influence industry 
thinking. In a few months production will reach 1941 lev- 
els. A few more and we will have a great stream of all 
kinds of appliance and radio merchandise pouring into the 
market. It is this situation that the industry must keep in 
mind and which the action of the past weeks shows it does 
keep in mind. 


RICE changes will have to come. They would have been 
forced under OPA. Some relief on margins is cer- 
tainly due. But appliance price changes will only follow 
a general price trend in consumer durable goods. 
Prices always, in the long run, find a level suitable to 
the market and the future level will in all probability be 


higher than pre-war prices. Appliance average prices will 
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be justifiably higher for one reason: because appliance de- 
sign has advanced—more automatic operation and auto- 
matic features for one example, more demand for larger 
capacity refrigerators for another. And there will be new 
appliances at fair prices to create new demand. 

The principal price trend upon appliances therefore, will 
be through providing plus values and this will also be true 
of radio merchandise, television, FM, phonograph com- 
binations. 


E can be sure that our merchandise will continue to 

bear a favorable relation to general price levels. This 
is a good time to remind our own trade of a past record 
in price and value that is an achievement few industries 
can match: in the years 1929 to 1940 average refrigerator 
prices were reduced nearly 50 percent and efficiency was 
doubled ; average washer prices were reduced 36 percent 
in the same period and value steadily increased. And this 
price record was made in the face of increasing labor costs ; 
hourly wage rates in manufacturing (Bureau of Labor 
Index) went from 100 to 118. 

Not that I think we are going to see reductions like this 
in the next decade. But it is an example of this industry 
being acutely aware of both price and value. We all know 
that electricity is the cheapest service the American family 
buys. Let us also keep in mind that the appliances this 


energy puts to use are dollar for dollar the family’s best 
investment. 
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Radio 


Beller VSTYLE 2:TONE 3:PERFORMANCE 4-VALUE 


Model 506—Phonoradio with automatic 
record changer. Plastic tuning panel 
against rare woods. A marvel of tone and 
performance. 


Model 505 — AC-DC three way Portable, 3 


_times the power of pre-war radio. Lightweight 
and weather resisting. 


COMPACTS + PORTABLES 
PHONORADIOS + POCKET RADIO 
RECORDERS + TELEVISION 


The Ever Widening Sweep of Emerson 4-Point Quality is a Sure 


Omen of Enduring Dealer Success 


The background and foundation of Emerson Radio of a radio-hungry public has settled down to normal. 


are MILLIONS OF EMERSONS rendering de- The wise radio dealer is taking this inexorable busi- 


R pendable service in countless homes. ness fact into consideration. He recognizes 


Here is a reputation — built up over the 


Emerson Radio as his “‘ INDISPENSABLE 


years—that will live after the flush deman |! Bi i LINE” in any competitive situation. 
Television 


EMERSON RADIO AND PHONOGRAPH CORPORATION, NEW YORK 11, N.Y. 
World’s Largest Maker of Small Radio 
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WHEREIN WE SIGNALIZE THE FIRST ANNIVERSARY OF THE 
ATOMIC AGE, CONSIDER THE ALTERNATIVES INHERENT 
IN BOTH GOOD AND EVIL POTENTIALITIES OF NUCLEAR 
FISSION, THEN VENTURE A GLIMPSE INTO THE FUTURE 


YEAR AGO, July 16,1945, at Alamogordo, New Mexico, 
A man created the first atomic explosion. Most impres- 
sive events diminish in stature as they recede in time. 
This one grows bigger with each passing day. It truly 
marked the beginning of a new age. 

As Year 1 of the Atomic Age ends and Year 2 begins, 
we are engaged in three portentous projects. 

At Bikini Atoll we are detonating the fourth and, pos- 
sibly, the fifth atomic explosions in the history of the 
world. 

At Oak Ridge, Tennessee, we are building the first 
atomic energy plant for peaceful purposes. 

Most important, in New York we and all the other 
United Nations are engaged in the first attempt to sub- 
ject atomic energy to international control. Literally, 
the fate of the world hangs on this attempt. 

As this introduction is written, the United Nations 
Atomic Energy Commission has just begun its work. 
People everywhere pray for its success—for their own 
sake, but even more for their children and for their 
grandchildren. If this Commission fails let everyone 
everywhere be warned: the world has taken a step to- 
ward destruction. 

As we enter the second year of the Atomic Age, the 
nations of the earth are embarked on an atomic arma- 
ments race. There is no blinking that fact. We have had 
official notice served on us. Therefore, we must under- 
stand that unless the United Nations Commission can 


arrest the drift of events, we are moving toward a hor- 
rible war. The Commission must succeed. 

The American delegate, Mr. Baruch, has brought to 
the Commission an ably thought out plan. It would in- 
ternationalize nuclear science, and release for man- 
kind the beneficent applications of atomic energy. But 
it would “control” atomic bombs only to the extent of 
giving the world brief warning of any nation’s prepara- 
tion to use them, so that we might have foreknowledge 
of disaster. 

Therefore, the real and enormous task before the 
world becomes clear. We must end war. No other control 
of atomic weapons exists. If war comes, atomic weapons 
will be used. If they are used, our children who survive 
will curse their fathers. Understanding the consequences 
of failure, we must succeed. 

Because we cannot succeed without knowledge, I have 
asked my associates at McGraw-Hill to condense into the 
following pages what we know at the close of Year 1 
about this great new atomic force — its basic science, its 
possible uses and its political repercussions. 


President. McGraw-Hill Publishing Co.. Ine. 
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1 ORE TO U235 
Only 0.7% of natural uranium 
is U235 


URANIUM ORE 


92 ELECTRON 
PLANETS 


NUCLEUS 


U235 ATOM 


2 CHAIN REACTION 
Fragments from earlier nuclear 
explosions smash other nucleii 


OOKING BACK twelve months to the birth 
L of Year 1, Atomic Age, we begin to 
sense the majestic import of the atomic 
bomb that blasted the naked desert at 
Alamogordo, N. M., on July 16, 1945. 
There man first shattered atoms in an 
explosive fast-chain reaction. Then came 
Hiroshima and Nagasaki. 

In every case the fateful atom was either 
uranium 235 (U235), or plutonium de- 
rived from the action of U235 on U238. 
Every pound of U235 atoms split in these 
unprecedented blasts yielded the energy 
of 11.4 million kilowatt-hours, or 1400 
tons of coal — slightly more for plutonium. 

No matter where one mines uranium 
ore, the purified natural uranium (Fig. 1) 
always contains 99.3% of the “garden” 
variety U238, and a mere 0.7% of the 
precious U235. 

An atom is like our solar system. The 
central sun is the nucleus—a bunched 
mass of protons and neutrons, each weigh- 
ing one unit. The planets are electrons. 
Each proton has one plus electrical charge 
— each electron an equal negative charge. 
There must be as many negative electron 
planets as positive protons in the nucleus. 
This is also the “number” of the atom. 
Neutrons have no charge, but add weight. 

The atomic number of uranium is 92 
because the uranium atom always has 92 
nuclear protons and 92 electron planets. 
The isotopes U238 and U235 differ only in 
the number of neutrons; U238 has 146 
neutrons, and weighs 92 + 146 = 238 
units. U235 has 143 neutrons, and weighs 
92 + 143 = 235 units. 

Ordinary chemical reactions, such as 
TNT explosions, release only a fraction of 


3 WHY BOMB EXPLODES 
When block of rapidly assem- 
bled U235 passes secret critical 
size it explodes spontaneously 


HARMLESS 


ttttttt 


the modest energy of the whirling elec- 
trons in the outer atom. Nuclear reactions 
unlock the immensely greater energies 
which bind together the nucleus. 

Even the gentle tap of a slow-moving 
neutron bullet will split the atom of U235 
or of man-made plutonium into two me- 
dium-weight atoms, yielding also one to 
three spare neutrons plus energy. Thus 
these fissionable materials supply both 
their own bullets and a highly sensitive 
lot of high-explosive targets — a perfect 
setup for a chain reaction (Fig. 2). 

Chain reactions work like chain letters. 
Neutrons from one nuclear explosion hit 
and explode other nuclei. But, since atoms 
are mostly open spaces a chain started in 
a small block of U235 or plutonium quick- 
ly dies out because most of the released 
neutrons escape from the block. 

The bigger the block, the smaller will 
be the percentage of escaping neutrons, 
and the more left to split other nuclei. 
When the block is rapidly built up beyond 
a certain secret size the fragments of 1000 
nuclear fissions split many more than 1000 
additional nuclei. Then fissions multiply 
geometrically, and the block disintegrates 
with explosive speed and violence — as in 
a bomb (Fig. 3). 

This bomb explosion is a fast-neutron 
chain. For economy and ease of control, 
uranium piles for the gradual release of 
nuclear energy for commercial purposes 
will normally use a lean fuel —that is 
U235 or plutonium diluted with U238, 
thorium or other less costly materials. 

To maintain a chain reaction such piles 
must be large and artificially stimulated 
by using carbon blocks or some other 
moderator (Fig. 4) to slow many of the 
neutrons. Slow neutrons make more hits 
than fast neutrons because there is more 
time for them to be swerved from a 
straight path by the attraction of nearby 
nuclei, as shown below. 


4 SLOW NEUTRONS 
MAKE MORE HITS 
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HE FATEFUL U235 ATOM can serve man 
Ts a new, compact source of heat energy 
for power generation, comfort heating or 
industrial processing. Peacetime applica- 
tions of atomic energy will use dilute 
U235 or plutonium as a “fuel,” mixed with 
carbon or some other moderator to slow 
some of the neutrons and thus keep the 
chain reaction going. 

The diluting agent may be either U238 
or thorium, or both. These will do double 
duty, because neutron bullets convert 
U238 into the energy-yielding plutonium, 
and thorium into U233, which may prove 
equally serviceable. 

Thus the commercial piles of the future 
will “burn” U235 to make other atomic 
fuels, plutonium and possibly U233, which 
in turn will deliver heat energy to the pile. 
In that way it will be possible to get from 
the pile far more heat than the equivalent 
of 1400 tons of coal for each pound of 
U235 split. This highly attractive prospect 
will speed the day when nuclear energy 
can compete with coal. 

While already mechanically obsolete, 
the piles making plutonium for bombs at 
Hanford, Wash. (Fig. 1) reveal the basic 
principle on which future piles for power 
and heat will operate. The heat now wast- 
ed in vast quantities will be put to work. 
The plutonium, now removed for bomb 
manufacture, will be returned to the pile 
(or left in) as supplementary fuel. 


ATOMIC POWER 


The possible everyday applications of 
nuclear heat pictured in Fig. 2 have been 
recognized from the very first day of the 
Atomic Age. Year 2 will see the building 
of the world’s first atomic power plant (a 
pilot plant) at Oak Ridge, Tenn. 

Beyond question such installations will 
produce power, but it may be years or 
decades before they prove economical. To 
compete with conventional plants the piles 
must first be redesigned to run at tempera- 
tures high enough for good power-plant 
efficiency. Also the techniques of operat- 
ing piles by remote control through the 
heavy radiation screens must be radically 
streamlined. 

The Hanford piles run on natural ura- 
nium containing only 0.7% of U235. The 
typical commercial atomic power plant of 
the future will use more than 0.7% of 
U235 or plutonium, but less than 50%. 
This will avoid both the low efficiency of 
the too-lean mixture and the excessive 
fuel cost of the rich mixture. It will permit 
piles of moderate size and take maximum 
advantage of U238 and thorium as poten- 
tial sources of plutonium and U233. 

One should not expect U235 to replace 
coal generally in this generation, although 
a few central power siations and ships will 


try it out before Year 10 of the Atomic 
Age. Plants far from traditional sources 
of fuels may turn much sooner to uranium 
and thorium as concentrated heat sources, 
that may easily be transported even to 
remote corners of the earth. 

Atomic power, in forms now known, is 
impracticable for automobiles and small 
airplanes, because of the large initial in- 
vestment in uranium and the need to carry 
50 tons of shielding to protect riders and 
pedestrians against the deadly radioac- 
tivity accompanying nuclear fission. 


RADIOACTIVE ISOTOPES 

More immediately important than the 
heat and power applications of nuclear 
energy are the services that the radioac- 
tive byproducts of pile operation can ren- 
der. Because these materials act chemic- 
ally like their ordinary non-radioactive 
cousins, but can be followed and detected 
easily, they are expected to play tremen- 
dously vital parts in medicine and biology. 
For more details, see the last page of this 
section. 


1 SLOW-NEUTRON PILE 


Can make plutonium for bombs—or heat for power, process 


and comfort 


RODS OF NATURAL 
URANIUM 


NEW U 235 
+ U238 MIXTURE 


PLUTONIUM 


URANIUM MIXED 
WITH PLUTONIUM 

AND FISSION PROD- 
UCTS (MEDIUM ATOMS) 


CARBON 
MODERATOR 


RETURN TO PILES 


URANIUM 


<— | DISSOLVED IN ACID 
CHEMICALLY 
FISSION PRODUCTS 
REMOVED 


2 PRACTICAL APPLICATIONS 


include steam for turbines, process and comfort heating—also heat 


for qas turbines 


TURBINE GENERATOR 


GAS 


COMPRESSOR 


PILE 


HEAT TRANSFER FLUID 


ELECTRIC 
GENERATOR 


AIR HEATER 


OUTPUT 


RADIOACTIVE 
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RANIUM 235 and plutonium are now 
U man’s slaves. They will build or de- 
stroy as he orders. Man dreads this vast 
force only because he distrusts himself. 
War is proof that man in the mass has 
never achieved self-control. He has always 
sought better weapons; yet the perfect 
weapon now brings him no satisfaction for 
he sees in the atom bomb his own destruc- 
tion as well as that of his enemy. 


The ultimate benefits of nuclear energy 
may well surpass its present terrors, but 
the terrors are here now in awful dimen- 
sion. and man must face them. He must 
pay this price for unlocking the wealth of 
the inner atom. 


ATOMIC BOMB 


This page, then, is about the atomic 
bomb. Nothing will be said here that is 
not either a certified scientific fact or a 
conclusion shared by the majority of the 
leading scientists, engineers and states- 
men who have studied the matter. 

As already explained, an explosive nu- 
clear chain reaction spontaneously sweeps 
through a block of U235 or plutonium 
when the block is rapidly enlarged beyond 
a certain “critical” weight X. That weight 
is still a military secret; the official Smyth 


There is no known 
defense againstthe 
atomic rocket at- 
tacking at mile- 
per-second speed 


report vaguely suggests that it is more 
than 4 lb and less than 200 lb. Each piece 
of U235 in the dormant bomb must weigh 
less than X. At the desired instant of ex- 
plosion the bomb mechanism assembles 
these pieces rapidly into a single piece 
considerably heavier than X. 

The explosion itself drives the U235 
pieces apart, thereby quenching the atom- 
ic conflagration before all the atoms are 
split, so the bomb efficiency is far less than 
100%. For each pound of U235 (or pluton- 
ium) atoms actually split, the bomb re- 
leases the energy of 1400 tons of coal. 

This explosion is mainly ordinary heat 
at work in unprecedented concentration. 
Bomb metals become incandescent vapor 
millions of degrees hot. This, and the en- 
veloping sphere of glowing air, radiate a 
blinding flash that chars human flesh at 
half a mile and blisters at over a mile. 
There is a destructive shock wave (sound) 
and a second-long hurricane of unimagin- 
able force — the outrushing of the expand- 
ing heated air. Deadly neutrons and 
gamma rays speed out from the bomb. 

A single atomic bomb killed about 100.- 
000 at Hiroshima. Fewer died at Nagasaki 
only because the circle of potential de- 
struction included much vacant land. 
Bombs ten times more powerful can be 
made by the thousands in any major in- 
dustrial country with the plants and the 
know-how. One bomb could saturate Min- 
neapolis or downtown Manhattan. 

Many experts estimate that a complete 
set of American atomic “secrets” and 
blueprints might save a foreign power two 
to three years at best in its race for 
atomic arms. With no help at all from us, 
any advanced industrial nation can, in five 
to ten years, acquire the raw materials, 
the plants, the know-how and enough 
bombs to knock out the big cities of any 
other country overnight. In Year 2 of the 
Atomic Age this arms race is already on. 

It will not fail for lack of raw materials; 
every country has lean ores worth working 
for bombs. 


THE CHEAPEST DEATH 
Cost need not deter, for the atomic bomb 
is by far the cheapest method of destruc- 
tion ever devised. General H. H. Arnold 
estimates that atomic bombs can be manu- 


A single improved atomic bomb can 
devastate ten square miles of city 


factured and delivered for less than $500,- 
000 per square mile of destruction. 
Don’t be misled by the two billion dol- 
lars America spent on a project that 
dropped only two bombs on the enemy. 
New plants can be built at a fraction of 
wartime cost, and the investment spread 
over thousands of bombs, not just two. 
NO DEFENSE 


So the bombs can be made in ample 
quantity and paid for, but can they be 
delivered? The answer is: “Yes; by the 
time the bombs are ready they can be de- 
livered anywhere and overnight.” If the 
defenses of the target country are weak, 
piloted planes can get through in ample 
number. Ten percent would be enough. 

For more effective delivery radio-steered 
pilotless planes and rockets can carry the 
atom bombs faster than sound. Such weap- 
ons will be almost untouchable by either 
antiaircraft artillery or manflown fighters. 

Greatest threat of all will be the trans- 
oceanic rockets. The German V-2 rocket, 
which never once was stopped by Britain’s 
defenders, points one way. It needs only 
transatlantic range (with atomic propul- 
sion) and an atomic bomb in the nose. 
Forty-six feet long, loaded with 7500 Ib 
of alcohol fuel and 11,000 Ib of liquid 
oxygen, the V-2 of World War II rose 60 
miles in the air and arced 200 miles in five 
minutes to deposit one ton of TNT in 
London. 

Seeing so many strange things come to 
pass. the man in the street cannot distin- 
guish between possible miracles and the 
impossible variety. From the very start of 
the Atomic Age he has been hoping for a 
“ray” that will explode the atom bomb far 
off. Competent scientists and engineers say 
that cannot be. 
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The only way to bring down a 3500- 
mile-per-hour rocket at a safe distance is 
to chase it with your own 4000-mph rocket. 
You can’t win at this game often enough 
to establish ironclad protection. 

The only specific defense against the 
atomic rocket known in Year 2 of the 
Atomic Age is to disperse all cities and 
put key industries underground. This 
would be very costly in time, money and 
national morale. 


MORE AND BETTER BOMBS? 
Some will ask whether the U.S., as the 


most powerful industrial nation, could not 
build more and better bombs and carriers 
than any other nation. Probably yes, but 
there is still no real security. If the “weak” 


HE NUMBERED statements that follow in 
| ocho logical pattern are too fateful 
to be accepted on anybody’s say-so. Every 
reader should test them in the light of his 
own information and understanding. 

The points below sum up the conclu- 
sions of the previous article — and these in 
turn reflect a great mass of thought and 
discussion among leading scientists, engi- 
neers and statesmen close to the problem. 
To an amazing degree they concur on both 
facts and conclusions. For authoritative 
statements of their line of thought, in de- 
tail not possible here, the reader should 
see the recent book, One World or None. 


opponent has enough atomic weapons to 
destroy us once, what advantage is there 
in being able to destroy him twice? 

Shooting first could protect us now, but 
not after the world is atomically armed. 
If we were to destroy the enemy’s cities, 
we would probably miss his well-concealed 
and protected bomb magazines and rocket 
launchers. A few minutes later he could 
return the atomic fire. In brutal simplic- 
ity, that is the picture of future atomic 
war. Everybody loses. 

At this point one grasps at another 
straw: “If everybody is to lose who would 
be so foolish as to start an atomic war? 
And didn’t the Germans refrain from us- 
ing gas for a similar reason?” Possibly 
yes. It may work that way. But in a world 


atomically armed to the teeth some ner- 
vous finger may pull the fatal trigger. 


ONLY ONE WAY OUT 


Throughout history each new offensive 
weapon has called out its appropriate de- 
fense. But now the offense leaps centuries 
ahead in a single bound and the defense 
lies almost helpless everywhere, umless 
some technical protection, unknown as 
Year 2 begins, can be devised. 

The situation is extremely dangerous. 
There is no clear way out except through 
some sort of international action first to 
stop the atomic arms race and, before it 
is too late, to hobble war itself. 

Can it be done? Perhaps not, but there 
is no alternative except atomic chaos. 


THE DILEMMA 


Nations must either face the probability of an atomic World War 
Ill, which would surely be the most deadly in history . . . 


Or, the experts propose, yield both atomic weapons and war po- 
tential to international authority backed by superior force. 


What the Experts Say 


1. In five to ten years any major in- 
dustrial nation can make enough atom 
bombs to destroy all the major cities of 
any other country overnight. 


2. This assumes no “secret” information 
or other help from us. 


3. The necessary uranium ores will be 
at hand. 


4. The cost will not be too high. 


5. The bombs produced can then be ear- 
ried thousands of miles by bombers, or 
by atomically powered guided missiles 
moving faster than sound. 


6. There will probably be no effective 
military defense against such weapons. 


7. Dispersing cities, and putting key in- 
dustries deep underground, will give 
some protection if accomplished in time, 


but at incredible cost in money and 
human discomfort. 


8. In a world atomically armed, nations 
ean probably protect their bomb stocks 
and rocket launchers from enemy assault. 


9. If so, nation A can destroy the cities 
of any other nation B, after which B’s 
rockets will destroy the cities of A. 
Shooting first will not win an atomic war. 


10. This knowledge may not restrain the 
trigger finger of a suspicious power. 


ll. Having more and better atomic 
weapons than the other fellow won't help 
much if he has enough to destroy us. No 
use to kill a man twice or rebomb urban 
ruins. 

12. Every nation is vulnerable in the 
Atomic Age, including the U. S. A. 

13. National security will be impossible 
without (first) international control of 
atomic arms and (not too long there- 


In this atomic age no nation can be safe through its own unaided might * 


after) international control of all war 
potential, both backed by superior physi- 
cal power. 


14. If action to this end is long delayed, 
it may become impossible to halt the 
atomic arms race already started. 


15. At best, the necessary degree of in- 
ternational control, with some real dele- 
gation of national sovereignty, will be a 
revolution in human affairs, It may prove 
to be h ly unobtainable at this time: 
If so, men and women everywhere must 
face the probability of an atomic third 
world war—by far the most destructive 
in all history, 
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TOM YEAR | has probably been marked 
by more debate on a single subject 
than any other twelve months in the 
world’s history. Social, economic and poli- 
tical as well as purely technical issues 
have been pressing for realistic solution. 
Let us look at these issues and see where 
we stand: 


CIVILIAN VS. MILITARY 


Because the atomic bomb is the world’s 
greatest weapon, the armed forces would 
like to control it. But because atomic 
energy can also be used for peaceful, 
beneficial purposes, civilian control seems 
equally essential. These conflicting view- 
points had their strong proponents before 
the Congress which finally reached a fair- 
ly satisfactory compromise in the Atomic 
Energy Bill of 1946, setting up a com- 
petent civil board with which the armed 
forces will have continuing liaison. As we 
go to press, just before Year 2 of the 
Atomic Age begins, this bill has passed 
the Senate, but there is still a question 
how rapidly it will be enacted into law. 


PRIVATE VS. PUBLIC 


Atomic energy is “too big” and “too 
hot” to be handled privately. It must be 
nationalized a_. internationalized. The 
questions are how and to what extent. 
Fortunately, as the “boxes” on these pages 
show, there are means that may attain 
reasonable safety against misuse of the 
atom, and still do so without public con- 
trok of many “non-dangerous” applica- 
tions, 


SECRECY VS. FREE SCIENCE 


Throughout the first year of the Atomic 
Age hot debate has raged around “keep- 
ing the secret of the bomb.” To prevent 
potential enemies from making atom 
bombs some have urged a complete black- 


out of all phases of atomic energy — even 
of the scientific fundamentals of nuclear 
physics. Others have sought a 
and complete disclosure of all bomb “ 
crets,” both scientific and 
These have held that such information 
cannot be effectively hidden, that secrecy 
blocks progress and breeds wars. 

A year of debate has brought the great 
mass of vocal opinion to this middle 
ground: (1) Ease restrictions on the ex- 
change of basic physical knowledge. (2) 
Release for industry’s benefit many of the 
devices and methods developed for the 
bomb project. (3) Hold tight to special- 
ized information on atomic bombs and 
bomb-material production until interna- 
tional safeguards are fully operative. 


Policy. Declares it the policy of the 
U. S. to develop and utilize atomic en- 
ergy to improve the public welfare, 
increase living standards, strengthen 
competitive enterprise and promote 
world peace. 


Organization. Establishes the Atomic 
Energy Commission (AEC) of five ad- 
ministrators to direct four divisions on 
research, production, engineering, and 
military applications—to work in liaison 
with three committees from (1) the 
armed forces, (2) outstanding civilians, 
and (3) joint Congressional representa- 
tives. 


Production. AEC to own and operate 
(under management contracts with in- 
dustry if deemed desirable) all facili- 
ties for the production of fissionable 
materials, such products to be distrib- 
uted with their radioactive byproducts 
under license for private industrial and 
medical research. 


Military Application. AEC to engage 
in development work and produce 
atomic bombs as directed by the Presi- 
dent, to be delivered only on his order 
to the Armed Forces. 


DOMESTIC CONTROL AS PLANNED IN 
THE ATOMIC ENERGY BILL OF 1946 


McMahon Committee Bill contains the following provisions. 


Industrial Utilization. Permits AEC 
to conduct research, design and manu- 
facture equipment for atomic-energy 
utilization, license its use, produce and 
sell power obtained as a byproduct in 
the production of fissionable materials. 
Directs AEC to give widest safe scope 
to private initiative. 


Control of Information. AEC to en- 
force a ban on the dissemination of re- 
stricted data that might be used to in- 
jure the U. S. or secure advantage to a 
foreign nation, yet to provide leeway 
for ultimately relaxing restrictions as 
future conditions warrant. 


Patents and Inventions. No private 
patents permitted for production of fis- 
sionable materials or their utilization 
for military weapons, but AEC will 
justly compensate for such inveations, 
when made by private citizens. Patents 
for non-military applications may be 
purchased or condemned by the AEC 
only when public interest is affected. 


Appropriations. “Such sums as may 
be necessary and appropriate to carry 
out the purposes and provisions of the - 
act” plus unexpended funds of the 
Manhattan Engineer District. 
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NATIONAL VS. INTERNATIONAL 


Born of nationalism, the Atomic Age 
began when three nations discovered a 
weapon that today gives them the great- 
est military power on earth. The prime 
question is: Shall the atom remain the 


servant of its conqueror, nationalism? 
During Year 1 of the Atomic Age the 
Truman-Atlee-King declaration, the mas- 
terly report of the State Department’s 
atomic consultants, and the U.S. represen- 
tative on the United Nations Atomic 
Energy Commission, have all called for 
international control of atomic energy. 
Year 2 will start with no such control. 
This failure to decide and act is in part a 
natural result of the extreme difficulty of 
the problem and the obvious dangers of 
unwise decisions. Nations everywhere face 
a triple dilemma in this Atomic Year 2: 
the dangers of nationalism, the dangers 
of internationalism, the supreme danger 
of not being able to make any decision in 
time to meet the atomic bomb threat. 


The Plan. The U.S. has proposed that 
all nations band together to outlaw the 
use of atomic energy for war and to 
promote and harness its development 
for the benefit of mankind. To this end 
an International Atomic Development 
Authority would be set up, and to it 
the U.S. would turn over, at various 
stages of its organization, all atomic 
bombs, know-how, raw materials, facili- 
ties, and stockpiles of fissionable mate- 
rial. Thus IADA eventually would 
supersede national authorities on some 
matters and supplement them on 
others. 


Owner and Operator. IADA would 
take over from national authorities or 
private ownership full management and 
control of all atomic energy matters 
that afford a possible threat to World 
security. These include: 


1. Raw Materials—Supplies of ura- 
nium and thorium to be inventoried, 
controlled, and developed by IADA. 
2. Facilities—IADA to control and 
operate plants producing fissionable 
materials and to own and control 
their products. 

3. Research—IADA to undertake re- 
search and development on all as- 
pects of atomic energy and to possess 
exclusive right of research on atomic 
explosives. 


INTERNATIONAL CONTROL AS PROPOSED 
BY THE U.S. TO U.N. ATOMIC COMMISSION 


Baruch statement follows constructive path laid out by Atomic 
Consultants in ‘*Acheson-Lilienthal Report."’ 


~ 


Private Initiative, Will have its 
chance to push forward the use of 
atomic energy for peacetime (non-dan- 
gerous) purposes. With IADA provid- 
ing raw materials and carrying out 
necessary inspection, national and 
private enterprise may operate “safe” 
power piles, and produce and use radio- 
active isotopes for research, clinical 
and other applications. Radioactive 
isotopes produced by IADA also can 
be distributed for peacetime use. 


The Mechanics of Safety. No plan 
is a certain guarantee against future 
atomic war. This plan should, however, 
prevent surprise attack with atomic 
weapons; for IADA is to buttress posi- 
tive ownership or management controls 
with wide powers of inspection. Obvi- 
ously, successful inspection rests on 
complete freedom of access or egress 
in any area. 


Sanctions. At the heart of the plan 
lies the problem of penalty for viola- 
tion — a matter for profound statecraft. 
To the U.S., one aspect of sanctions 
appears crystal clear: Here is an area 
where the veto right now held by the 
five great Powers must be redefined if 
it is not to be incompatible with the 
meaning and purpose of the proposed 
control. 


Leading industrial nations can pro- 
duce atomic bombs in five years, com- 
petent scientists announced after 
Hiroshima. Already one year of the 
precious five has been consumed in 
debate without international action. 
Soon it may be too late to check the 
growing momentum of the atomic 
arms race. 


TIMETABLE— ATOM YEAR 1 


1. July 16, 1945. World’s first 
atomic bomb detonated in New 
Mexico. 


2. July 26, 1945. President Tru- 
man and Prime Minister 
Churchill issue Potsdam ulti- 
matum threatening Japan’s de- 
struction if she continues. 


3. August 6, 1945. Atomic bomb 
dropped on Hiroshima. 

4. August 9, 1945. Atomic bomb 
hits Nagasaki. 

5. August 11, 1945. Army releases 
Smyth Report on “Atomic En- 
ergy for Military Purposes.” 

6. August 14, 1945. Japan accepts 
terms of Potsdam declaration. 

7. November 15, 1945. Truman- 
Atlee-King issue declaration of 
intention and procedures look- 
ing toward international con- 
trol of atomic energy by 
United Nations. 


8. March 28, 1946. State Depart- 
ment issues Acheson-Lilienthal 
Report on the “International 
Control of Atomic Energy.” 


9. April 12, 1946. Manhattan En- 
gineer District announces pro- 
gram for experimental devel- 
opment of atomic power. 


10. June 1, 1946. “Atomic Energy 
Bill of 1946” passes Senate 
unanimously, is referred to 
House of Representatives. 


ll. June 14, 1946. First meeting of 
United Nations Atomic Energy 
Commission (Bernard Baruch 
as American member). Manhat- 
tan District announces availa- 
bility of radioactive isotopes for 
research use. 

July 1946. Joint Army-Navy 
tests of atomic bombs at Bikini. 
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TOM YEAR 1 has probably been marked 
by more debate on a single subject 
than any other twelve months in the 
world’s history. Social, economic and poli- 
tical as well as purely technical issues 
have been pressing for realistic solution. 
Let us look at these issues and see where 
we stand: 


CIVILIAN VS. MILITARY 


Because the atomic bomb is the world’s 
greatest weapon, the armed forces would 
like to control it. But because atomic 
energy can also be used for peaceful, 
beneficial purposes, civilian control seems 
equally essential. These conflicting view- 
points had their strong proponents before 
the Congress which finally reached a fair- 
ly satisfactory compromise in the Atomic 
Energy Bill of 1946, setting up a com- 
petent civil board with which the armed 
forces will have continuing liaison. As we 
go to press, just before Year 2 of the 
Atomic Age begins, this bill has passed 
the Senate, but there is still a question 
how rapidly it will be enacted into law. 


PRIVATE VS. PUBLIC 


Atomic energy is “too big” and “too 
hot” to be handled privately. It must be 
nationalized internationalized. The 
questions are how and to what extent. 
Fortunately, as the “boxes” on these pages 
show, there are means that may attain 
reasonable safety against misuse of the 
atom, and still do so without public con- 
trokh of many “non-dangerous” applica- 
tions, 


SECRECY VS. FREE SCIENCE 


Throughout the first year of the Atomic 
Age hot debate has raged around “keep- 
ing the secret of the bomb.” To prevent 
potential enemies from making atom 
bombs some have urged a complete black- 


out of all phases of atomic energy — even 
of the scientific fundamentals of nuclear 
physics. Others have sought immediate 
and complete disclosure of all bomb “se- 
crets,” both scientific and technological. 
These have held that such information 
cannot be effectively hidden, that secrecy 
blocks progress and breeds wars. 

A year of debate has brought the great 
mass of vocal opinion to this middle 
ground: (1) Ease restrictions on the ex- 
change of basic physical knowledge. (2) 
Release for industry’s benefit many of the 
devices and methods developed for the 
bomb project. (3) Hold tight to special- 
ized information on atomic bombs and 
bomb-material production until interna- 
tional safeguards are fully operative. 


Policy. Declares it the policy of the 
U. S. to develop and utilize atomic en- 
ergy to improve the public welfare, 
increase living standards, strengthen 
competitive enterprise and promote 
world peace. 


Organization. Establishes the Atomic 
Energy Commission (AEC) of five ad- 
ministrators to direct four divisions on 
research, production, engineering, and 
military applications—to work in liaison 
with three committees from (1) the 
armed forces, (2) outstanding civilians, 
and (3) joint Congressional representa- 
tives. 


Production. AEC to own and operate 
(under management contracts with in- 
dustry if deemed desirable) all facili- 
ties for the production of fissionable 
materials, such products to be distrib- 
uted with their radioactive byproducts 
under license for private industrial and 
medical research. 


Military Application. AEC to engage 
in development work and produce 
atomic bombs as directed by the Presi- 
dent, to be delivered only on his order 
to the Armed Forces. 


DOMESTIC CONTROL AS PLANNED IN a 
THE ATOMIC ENERGY BILL OF 1946 


McMahon Committee Bill contains the following provisions. 


Industrial Utilization. Permits AEC 
to conduct research, design and manu- 
facture equipment for atomic-energy 
utilization, license its use, produce and 
sell power obtained as a byproduct in 
the production of fissionable materials, 
Directs AEC to give widest safe scope 
to private initiative. 


Control of Information. AEC to en- 
force a ban on the dissemination of re- 
stricted data that might be used to in- 
jure the U. S. or secure advantage to a 
foreign nation, yet to provide leeway 
for ultimately relaxing restrictions as 
future conditions warrant. 


Patents and Inventions. No private 
patents permitted for production of fis- 
sionable materials or their utilization 
for military weapons, but AEC will 
justly compensate for such inveations, 
when made by private citizens. Patents 
for non-military applications may be 
purchased or condemned by the AEC 
only when public interest is affected. 


Appropriations. “Such sums as may 
be necessary and appropriate to carry 
out the purposes and provisions of the - 
act” plus unexpended funds of the 
Manhattan Engineer District. 
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NATIONAL VS. INTERNATIONAL 


Born of nationalism, the Atomic Age 
began when three nations discovered a 
weapon that today gives them the great- 
est military power on earth. The prime 
question is: Shall the atom remain the 


servant of its conqueror, nationalism? 
During Year 1 of the Atomic Age the 
Truman-Atlee-King declaration, the mas- 
terly report of the State Department's 
atomic consultants, and the U.S. represen- 
tative on the United Nations Atomic 
Energy Commission, have all called for 
international control of atomic energy. 
Year 2 will start with no such control. 
This failure to decide and act is in part a 
natural result of the extreme difficulty of 
the problem and the obvious dangers of 
unwise decisions. Nations everywhere face 
a triple dilemma in this Atomic Year 2: 
the dangers of nationalism, the dangers 
of internationalism, the supreme danger 
of not being able to make any decision in 
time to meet the atomic bomb threat. 


The Plan. The U.S. has proposed that 
all nations band together to outlaw the 
use of atomic energy for war and to 
promote and harness its development 
for the benefit of mankind. To this end 
an International Atomic Development 
Authority would be set up, and to it 
the U.S. would turn over, at various 
stages of its organization, all atomic 
bombs, know-how, raw materials, facili- 
ties, and stockpiles of fissionable mate- 
rial. Thus IADA eventually would 
supersede national authorities on some 
matters and supplement them on 
others. 


Owner and Operator. IADA would 
take over from national authorities or 
private ownership full management and 
control of all atomic energy matters 
that afford a possible threat to World 
security. These include: 

1. Raw Materials—Supplies of ura- 

nium and thorium to be inventoried, 

controlled, and developed by IADA. 


2. Facilities—IADA to control and 
operate plants producing fissionable 
materials and to own and control 
their products. 

3. Research—IADA to undertake re- 
search and development on all as- 
pects of atomic energy and to possess 
exclusive right of research on atomic 
explosives. 


INTERNATIONAL CONTROL AS PROPOSED 
BY THE U.S. TO U.N. ATOMIC COMMISSION 


Baruch statement follows constructive path laid out by Atomic 
Consultants in “*Acheson-Lilienthal Report." 


‘complete freedom of access or egress 


~ 


Private Initiative, Will have its 
chance to push forward the use of 
atomic energy for peacetime (non-dan- 
gerous) purposes. With IADA provid- 
ing raw materials and carrying out 
necessary inspection, national and 
private enterprise may operate “safe” 
power piles, and produce and use radio- 
active isotopes for research, clinical 
and other applications. Radioactive 
isotopes produced by IADA also can 
be distributed for peacetime use. 


The Mechanics of Safety. No plan 
is a certain guarantee against future 
atomic war. This plan should, however, 
prevent surprise attack with atomic 
weapons; for IADA is to buttress posi- 
tive ownership or management controls 
with wide powers of inspection. Obvi- 
ously, successful inspection rests on 


in any area. 


Sanctions. At the heart of the plan 
lies the problem of penalty for viola- 
tion — a matter for profound statecraft. 
To the U.S., one aspect of sanctions 
appears crystal clear: Here is an area 
where the veto right now held by the 
five great Powers must be redefined if 
it is not to be incompatible with the 
meaning and purpose of the proposed 
control. 


Leading industrial nations can pro- 
duce atomic bombs in five years, com- 
petent scientists announced after 
Hiroshima. Already one year of the 
precious five has been consumed in 
debate without international action. 
Soon it may be too late to check the 
growing momentum of the atomic 
arms race. 


TIMETABLE—ATOM YEAR 1 


1. July 16, 1945. World’s first 
atomic bomb detonated in New 
Mexico. 

2. July 26, 1945. President Tru- 
man and Prime Minister 
Churchill issue Potsdam ulti- 
matum threatening Japan’s de- 
struction if she continues. 


3. August 6, 1945. Atomic bomb 
dropped on Hiroshima. 

4. August 9, 1945. Atomic bomb 
hits Nagasaki. 

5. August 11, 1945, Army releases 
Smyth Report on “Atomic En- 
ergy for Military Purposes.” 

6. August 14, 1945. Japan accepts 
terms of Potsdam declaration. 

7. November 15, 1945, Truman- 
Atlee-King issue declaration of 
intention and procedures look- 
ing toward international con- 
trol of atomic energy by 
United Nations. 


8. March 28, 1946. State Depart- 
ment issues Acheson-Lilienthal 
Report on the “International 
Control of Atomic Energy.” 


9. April 12, 1946. Manhattan En- 
gineer District announces pro- 
gram for experimental devel- 
opment of atomic power. 


10. June 1, 1946. “Atomic Energy 
Bill of 1946” passes Senate 
unanimously, is referred to 
House of Representatives. 


11. June 14, 1946. First meeting of 
United Nations Atomic Energy 
Commission (Bernard Baruch 
as American member). Manhat- 
tan District announces availa- 
bility of radioactive isotopes for 
research use. 

July 1946. Joint Army-Navy 
tests of atomic bombs at Bikini. 
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F MUTUAL DESTRUCTION by the atomic 
bomb can be avoided, the first century 
of the atomic age will bring immense ad- 
vances in scientific knowledge, health and 
living standards. Already many prospec- 
tive benefits can be outlined, but those we 
can neither foresee nor suspect may be 
even more important. 

This prediction is grounded in scientific 
experience; the most fundamental discov- 
eries have always been the most fruitful. 
The study of molecules gave us chemistry. 
Faraday’s experiments with electricity 
and magnetism are the foundation stones 
of the great electrical industry. Can one 
expect any less from an understanding of 
the heart of every atom? 


BENEFITS 


Atom-splitting benefits clearly visible 
today fall mainly in three classes: (1) 
heat and power applications of the ura- 
nium piles; (2) general industrial applica- 
tions of equipment and methods originally 
developed for the bomb project; (3) chem- 
ical, biological and medical uses of the 
“tagged atoms” (radioactive isotopes) 
now abundantly available from pile opera- 
tion. 

It is now evident that the energy yield 
of the U235 in an atomic pile can be 
multiplied many times by returning to (or 
leaving in) the pile the plutonium and 
possibly the U233 produced respectively 
from the U238 and the thorium in the pile. 
This is an indirect way to “burn” inex- 
pensive U238 and thorium, and thus 
greatly extend the supply and reduce the 
cost of atomic fuels. 


POWER APPLICATIONS 


Although present piles run at low tem- 
peratures, it is certain that temperatures 
high enough for the efficient operation of 
steam and gas turbines will be attained. 
Already an experimental atomic power 
plant has been ordered. Atomic power for 
certain remote installations (say, for heat- 
ing Arctic airports) may not be far off. 


In five or ten years uranium piles will 
be ariving a few experimental ships and 
submarines. In 20 or 30 years uranium 
may begin to compete widely with coal as 
a fuel for suitably situated large central 
heating and power plants. The 50-ton min- 
imum weight of shielding rules out nu- 
clear power for automobiles and small 
piloted planes. 


SPECIAL USES 


Some day ultra-high temperatures from 
splitting atoms will be used for special 
industrial operations on metals and other 
materials. Even the dread atomic bomb 
might easily serve peaceful ends ~ blast- 
ing lakes in deserts, changing the course 
of rivers, leveling mountains. 


INDUSTRIAL BYPRODUCTS 


The special industrial equipment and 
methods developed for the bomb project 
will find hundreds of important uses — 
mostly for purposes unrelated to atomic 
energy. These developments include 
pumps with neither seals nor leaks, leak 
detectors of amazing sensitivity, ultratight 
welding, a portable mass spectograph for 
quick and automatic gas analysis, new 
ways of handling corrosive and poisonous 
materials, new diffusion barriers for the 
separation of gases and of petroleum 
products. 


TAGGED ATOMS 


Yet more important than any of these, 
in the long run, will be the hundreds of 
radioactive isotopes now available as by- 
products of pile operation. Chemically in- 
distinguishable from the ordinary forms 
of the elements, these isotopes serve as 
tagged atoms or “spies” if mixed with 
common stable atoms of the same species. 
They “fly with the flock,” and can later 
be identified as surely as banded birds. 
With these amazing tools of research, the 
course of any element or compound may 
be traced through the bodies of men, ani- 
mals and plants. Similarly, tagged atoms 


may be used in studying the course of 
many kinds of industrial and chemical 
operations. 


BIOLOGY AND MEDICINE 

A suspected hyperthyroid condition can 
be diagnosed by feeding the patient a 
minute measured dmount of radioactive 
iodine. The click of a “Geiger” counter 
placed on the patient’s neck will tell (1) 
what percentage of the swallowed iodine 
concentrates in the thyroid cells and (2) 
how rapidly that concentration is ac- 
complished — giving a definite indication 
of the state of the gland. 

In similar fashion the radioactive iso- 
topes of hydrogen, oxygen and carbon 
will trace out the intricate transformations 
of carbohydrates and proteins in the hu- 
man body. Radioactive phosphorus will 
explore the bones. Radioactive iron will 
show how and where blood cells are 
formed. Radioactive sodium will time the 
circulation of blood. 


USES IN INDUSTRY 

In chemistry the radioactive isotopes 
will speed the understanding of metal- 
lurgical and organic reactions. In industry 
they will measure flow, detect leaks, and 
do other useful work. 

Meanwhile the uranium piles will be 
manufacturing certain radioactive isotopes 
that can serve as cheap but effective sub- 
stitutes for high-cost medical radium. 


KNOWLEDGE COMES FIRST 
It is already clear that the chief benefits 
of atom splitting will come first as new 
scientific knowledge rather than as new 
engines and gadgets. But in the long run 
man’s new understanding of the inner 
atom will enrich the whole range of 
human activity. This has always been the 
case with less fundamental discoveries 
in science. It can hardly be less with 

this most fundamental discovery. 


ATOM SPLITTING WILL SERVE MAN IN: 


CENTRAL POWER PLANTS iy j GIANT BLASTING OPERATIONS (MEDICAL DIAGNOSIS AND TREATMENT) (— naw 
FUNDAMENTAL 
KNOWLEDGE 


BETTER INDUSTRIAL reocests 


> 


TECHNIQUES 
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"The tone quality and performance of 
these sets is outstanding. 


We are very 
optimistic about the consumer acceptance 
of ECA in this territory." 


*Excerpts from a few of the bun- 
dreds of letters from ECA Radio 
dealers. Names on request. 


ECA Radio dealers are enthusiastically hailing the 
merits of Model 108—the new ECA Radio plastic 
wonder! Equipped with 7 tubes—including rectifiers 
—Model 108 provides console quality reception . . . 
with the rich tone, volume and power usually found 


only in big sets. And this is typical of the outstanding 
qualities of all ECA Radios! 


®@ Sold direct to dealers 

® Freight paid to your city 
@ Protected dealer profits 
@ Exclusive ECA Radio DI-FUSA-TONE 


®@ Informative Warranty Tag of Ac- 
curate Performance Rating 


A few franchises still open. 
Write for details today. 


ELECTROMIC CORP. OF AMERICA steeer srooxivw ¥ 


RADIOS + RADIO PHONOGRAPHS + PORTABLES + FM * TELEVISION * RECORD PLAYERS 
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Their interest aroused by the opening advertisements covering the new Arrobar— 
a teaser campaign leading to a full-page smash describing this novel record bar— 
Murray Park and Betty Shepperd enthusiastically head for Arrow Electric. 


Passing through the radio and appliance divisions, Murray and Betty stroll into the 


recerd department, 26 by 50 feet, where they will find th hy Imost 


pletely 


PAGE 42 


surrounded by attractive displays of single records and colorful albu 


com- 


At this novel RECORD BA2.l..... 


Push-Butto 


in a new approach to automatic record merchan- 3 a 
dising, Arrow Electric, large radio and appliance a 
outlet in Passaic, N. J., introduces a novel record < 
bar at which each individual customer's finger-tip ~~ 
control greatly accelerates Self-Selection sales . 

tune 


By LANSDELL ANDERSON 


new twist in self-service merchan- 
A dising of records is highlighted 
by a novel record bar at Arrow 

Electric, large radio and appliance out- 
let in Passaic, N. J. This unique record 
bar automatically serves a dozen com- 
fortably-seated customers at once. 

Called the Arrobar (patent pending), 
it invites self-listening, accelerates self- 
selection, and simplifies self-ordering— 
meanwhile setting the customers up 
ideally for aggressive suggestive sell- 
ing. The net result: greatly increased 
sales volume in the record department. 

Spaced along the Arrobar are 12 sep- 
arate push-button control units, one in 
front of each chair, providing indi- 
vidual self-listening, at the customer’s 
touch, to the day’s fastest-moving discs. 
No one customer’s operation of his con- 
trol unit in any way affects the others. 
By simply maintaining finger-tip pres- 
sure on the proper push button, he can 
listen through ear phones—for as long, 
or briefly, as he desires—to any of the 
recordings listed on the illuminated in- 
dicator board above the bar. Thus one, 
several, or all persons at the bar, for 
instance, can tune in on the same re- 
cording at the same time, or each can 
listen to a different disc, without any 
one of them disturbing the others. 


Individual Push-Button Control 


A customer also may listen, in like 
fashion, to any other single records or 
albums stocked in the department, even 
though not listed on the day’s menu 
posted over the bar. He merely has to 
ask the clerk to place them on one of 
the two turntables inside the bar re- 
served exclusively for request play. 

Self-ordering of records at the Arro- 
bar is most convenient. The customer 
simply notes his choices on the order 
pad lying near his control unit by 
penciling a check-mark opposite the 
numbers of the recordings. 

Suggestive selling tactics then may 
be employed profitably by the clerk be- 
hind the Arrobar. Forearmed with an 
analysis of the customer’s self-selection 
purchases, he is in an excellent position 
to engage in personalized selling. En 


route through the department, from en- 
trance to bar at far end of room, as wel 
as on the return to the wrapping coun The 
ter adjoining entrance, the customer 4 sacs 
also is exposed to the attractive dis. 


plays presented on wall and floor fr- a 
tures. Finally, the cashier also ca liste 


boost sales through suggestive selling 
Entirely an Arrow Product 


Al Levine, president of Arrow Elec: 
tric, sparked this novel idea, ther 
roughed out the general design. Jame 
L. Deane, Arrow service manager 
engineered the many electrical prob 
lems involved in hooking up the | 
players to the 12 control stations, 
specified by Levine for this installation 
and then proceeded to build it. Using 
the same basic hook-up, it easily would 
be possible to increase, say to 20 or 25 
the number of turntables which coul 
be similarly controlled at any numb 
of push-button stations desired, thu 
offering the customer a wider assort 
ment of recordings for self-listening be 
fore he calls one of the request player 
into special use. 

Aside from the features of the Arro 
bar detailed in the foregoing and illus 
trated by the accompanying pictures 
Levine lists further important adv: 
tages of this record bar as follows: 

It has the promotional magnetis 
which draws consumer attention. Ad 
stress its cool comfort and relax 
convenience, as contrasted with stuff 
old-fashioned listening booths; th 
automatic operation of the only 
paratus of its kind in the world, wit 
no more dependence on salesmen t 
show the records; no obligation to bu 
—instead, listen to many recordings 
then select only those really wanted 
and no danger of buying long-use 
demonstration records—get them fres 
out of new stock. 

It overcomes the inhibitions of timi 
customers who ordinarily shrink fro 
asking for more than a couple ° 


records to play in a listening booth. 
actually can listen to ten times as mat be 
recordings in any given time allotte - 

(Continued on page 44) N 
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- 3 gaze up at the day's record menu, an 


ontrol the Discs 


Seated at bar at far end of room, they 


indicator panel located above stock 
shelving. This 20-foot bar comfortably 
seats 12 customers, each having an in- 
dividual push-button control panel be- 
fore him. A customer's use of his own 
control panel does not affect operation 
of any other one. Each thus may listen 
to a different selection or all may 
tune in on same record at same time. 


> 


The brilliantly-illuminated menu lists 10 


open for the play of recordings “re- 
quested" by customers. Lighted num- 
bers indicate players carrying records 
listed opposite now are in operation. 


b When any player is not in operation—the number on menu thus not illuminated— 
© any customer at bar can start it automatically by momentarily stabbing the proper 
button in upper row on panel before him. To listen to any recording listed on menu, 
merely maintain finger-tip pressure on proper button in lower row. Listening to 
No. 9, Betty already has selected records No. 3, 6 and 8, as noted on order pad. 
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Sold on number 9? in 20 seconds, Betty notes it on pad, then glances at menu... 
while Murray asks for an album. This is placed on one of the “request” players 
holding up to 10 records. Any time during play he can stop any record in the 
series, the player then automatically changing to next one, simply by flicking proper 
button in upper row on his control panel. Others at bar may listen to his album. 
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After picking out a batch of records not listed on the bar menu, 
Gladys Kurtz plays them at one of the two listening boxes 
located in corner of room—without disturbing others there. 


for shopping and buying. Since the 
springs in the push buttons are rather 
stiff, the customer rarely listens 
long, often rejecting or buying a record 
in ten seconds, then passing along to 
the next one. The springs, however, 
are not so stiff that the listener ever 
is consciously aware of any physical 
distress in his finger. Rather, the tend- 
ency is to move the finger to the next 
button, to rest it, meanwhile making a 
decision about buying the record. 

The strong forces of psychological 
selling are apparent whenever any cus- 
tomer asks for a request recording. 
Others at the bar, unobtrusively tune 
in on it—and some, through this stimu- 
lation, by it on impulse. This leads to 
friendliness all along the bar. 

The Arrobar is so designed that cus- 
tomers conveniently can rest the 
heavier 12-inch albums on it, turning 
the records without danger of 


too 


over 
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Interested in learning how the device works, Murray is shown 
behind the bar by James L. Deane, Arrow service manager, who 
ironed out electronic end after Al Levine suggested basic idea. 


breaking them. None are “mislaid.” 

Individualistic listening is preferred 
by the average customer. The words 
of vocal recordings register clearer 
through ear phones. With virtually all 
noise in the department eliminated, 
customers and clerks are relaxed. Since 
the customers face the clerk—alwavs 
the better position for suggestive sell- 
ing—it’s an ideal set-up for an aggres- 
sive salesman. Slow moving discs al- 
ways can be placed on the day’s menu 
hoard to reduce inventory in a hurry. 

Deane equipped each player with an 
individual amplifier, using the latest 
type miniature tube to reduce micro- 
phonic noise and hum to a minimum. 
The two turn tables reserved for play 
numbers record 
changers which have been converted 
to operate through the Arrobar’s 
switching arrangement. In rear of bar, 
below each player, are two knobs. One 


of request 


chases through suggestive selling. 
taken excellent care of this merchandising angle. 


| 


pel "cae 
a 


While their orders, as noted on bar pads, are being filled, Betty and Murray circulate around the 
island display racks on floor, then look at the albums along the walls, thereby exp th 
to both self-selective purchasing and suggestive selling by some member of department ‘staff, 


Lined up at the wrapping counter where the cashier has a final opportunity to swell their pur- 
Meanwhile, however, the department manager probably has 
But Arrobar automatically sells the bulk. 


controls the volume of that particular 
player, a necessity since pops and clas- 
sicals are recorded at different inten- 
sities. The other knob governs the 
volume of all 12 players simultaneously 
so the clerk can control volume of 
entire set from any point behind bar. 

Each section of bar, five feet long 
and with three control units, seats 
three persons. Design can be curved, 
or horseshoe, as well as straight. Hav- 
ing accepted orders for Arrobars from 
a number of record merchandisers who 
have visited this outlet, Arrow now is 
designing and constructing them to suit 
varied store conditions. Improvements 
include low swivel chairs and ear 
phones which won’t disarrange a smart 
hair-do. 


11 


is the man who sparked this unusual 
automatic merchandising idea. 
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Al Levine, Arrow Electric president, 


E 
1946—ELECTRICAL MERCHANDISING 


wiring 
some 


ants enj 
gotten t 
Now 
fR. H 
as evide 
ing the | 
has deli 
of his 1 
sines: 
“Vac 
been rt 
over tl 
Mercu 
have or 


think t! 


work 
trayin; 
his ent 
SO | 
ble to 


Nea: 
Bre ect 
entertz 
family 
n gol 
eir 1 
Som 
an ele 
he ci 
doesn’! 
sult of 
Mey tc 
Mr. 
hat e 
elp h 
A mor 
‘and 

the jo 
dit 


LEC 


; 
| 
|. 
PASTY 4 
{ 
= 


Get Wiring on a Business Basis 


Arkansas Plantation Finds 
It Reduces Vacancies from 
30 to 2 Percent with Wiring 


und the 


— 
omselves 


Cabins like this one of Pearlie Green dot Arkansas. It cost her about $1.25 a month for electricity. 


WNERS during the past decade 
(and that includes insurance com- 
panies) have too often viewed farm 
wiring as simply a way for sinking 
some money, without return. In every 
rea of rural electrification there has 
always been a tendency to bypass the 
ented farm. The idea of helping ten- 
ants enjoy “a more abundant life” has 
gotten the raspberry. 

Now comes the 3,000 acre plantation 
fR. H. Alexander, near Scotts, Ark., 
as evidence that the pendulum is swing- 
ing the other way. For Mr. Alexander 
has deliberately wired the cabins of 78 
of his negro tenants, and done it for 
wsiness, not philanthropic reasons. 
“Vacancies on tenant farms have 
been running as high as 30 percent 
over the state,” he told ELECTRICAL 
MercHANDISING. “On our place they 
have only amounted to 2 percent. We 
think this is due to electricity.” 

The negro tenant, when the day’s Big factor in keeping colored tenants happy is the radio. 
work is done, has a great habit of to listen to it and hence don't wander away. 

traying around visiting. Sometimes 
his entertainment picked up hither and 
yon so wears him out that he is scarcely 
ble to work the next day. 


R. H. Alexander, looks over his 3,000 acre plantation 
near Scotts, Ark. Electricity is the cheapest thing 
we have, he says. 


veir pur- 


ably has 


Entertainment via Radio 


Nearly all of the Alexander cabins 
Bre equipped with small radios. Free 
entertainment via radio keeps the 
family entranced and when sleep comes 
m golden wings they’re home and get 
eir rest. 
Some 25 watt lamps and occasionally 
an electric iron completes the setup. 
he cost to the tenant for electricity 
spoesn’t run over $1.25 per month. Re- 
Bult of greater happiness is the tend- 
mey to stay put in one place. 
Mr. Alexander, incidentally, thinks 
hat electricity is about the cheapest 
elp he can get. “It doesn’t cost us $20 
‘’and that includes electricity for all 
he jobs we have around in the various Few city people are able to appreciate what a marvel a 40 watt light bulb Next improvement in the Pearlie Green cabin is going 
buildings.” is to these southern negroes. to be an electric iron, to end ironing by hand. 
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The younger generation in America's upper middle class brackets takes 
to the mechanization of the home, Stephens College Survey Shows 


LK VERYBODY knows that Ameri- 


can families in the upper income 

brackets have been thoroughly 
saturated with appliances. About to 
come into its own is the younger gen- 
eration from these well-to-do homes. 
What is their reaction to the electric 
appliances that surrounded them as 
they were growing up? What do they 
like about them—what do they dislike? 
What items will they want in their 
homes when they get married? 


Experiment at Stephens 


The answer can probably as well be 
covered on the campus of Stephens 
College at Columbia, Mo., as anywhere 
else. For here is a girl’s school whose 
president, Dr. James M. Wood, realized 
that training in social graces and tea 
cup balancing was not enough. He is 
a man who shot his students across the 
country in special trains to witness im- 
portant events and visit big factories. 

Here is an institution whose Dr. 
Henry A. Bowman set up a Division of 
Home and Family Living, and taught 
girls that it was as important for them 
to look their best as to be able to parse 
Greek verbs. Realizing that how to 
make a living, marriage and home mak- 
ing are the most important things in 
the life of a girl, Stephens organized 
a division for study of home and the 
family. It had 1,800 enrollments last 
year. Classes were directed primarily 
toward the needs of students who will 
some day be wives, mothers and home 
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iiakers. Into the collegiate scene came 
such subjects as the education of the 
consumer. Girls learned whether to 
rent or buy a house; to plan and care 
for clothes; to study the planning and 
purchasing of food. It is realized at 
Stephens that young women will have 
in their hands the handling of the 
major part of the salaries of the natior 
some day. They are taught the pre 
liminaries of marriage, the courtship 
process, the choice of a mate, the influ 
ence of social change, personality 
adjustment in marriage and the use of 
leisure time. 

Inasmuch as a large percentage ot 
Stephens graduates are married within 
five years after they leave school, it 
has been found that this sort of educa- 
tion in living pays off. 


Home Mechanization 


A glance at the student directory of 
Stephens reveals that the girls come 
from all over the continent. Tuition is 
$1,250 per year and it costs the girl 
about $1,800 to go there. Dr. Bowman, 
who has published a book on marriage 
and the family, appreciates that there 
is going on a gradual mechanization of 
the home through the infiltration of 
electrical appliances. He is aware 
that there is a change taking place in 
the daughter of the well-to-do families 
in her attitude toward the job of run- 
ning a home. Before the 1933 debacle 
girls’ schools taught maidens who were 
disdainful of the necessity of cooking, 


-TOM F. 
BLACKBURN 


homes? Are they as helpless as th 
girls of 16 years ago toward mechanicad 


objects? Dr. Bowman would like tp 
know and so would ELectrica 
MERCHANDISING. 


As a result, he agreed to question. 
naire a number of girls who were en. 
rolled in its Division of Home an 
Family Living. They were young, 
mostly under 20. They were more 
practical than run-of-mine girls in 


their economic level, otherwise the; ay 
wouldn’t have been in such a school 44 St 
Nevertheless, the answers they fer 
are very revealing. 
The Questions Asked Steph 
Question 1. What electrical appli 
ances do you have in your home? Th ** 
cleaning and the like. The depression, girls revealed, in 133 homes, that the 
which often hit their families, left them average runs to 15 appliances. Two 
high and dry and undone. What has families had 27 items. In the list givenf Then 
the younger generation learned from herewith they set down occasionallyfRhat is 
this period, and from the mechanization items which were non-electric; never-[asked | 
they watched taking place in their theless it is a good picture: hey ha 
ould 
hen 
Gain 
items in 133 Homes aly 
Refrigerators ‘vow lik 
Vacuum cleaners 122. Water heaters ....... i 
99 Air conditioning 5 
94 Water pumps ..... 
92 Power tools ......... amd 
75 Ice cream freezers................... 3 
66 Disposal units .... 
45 Elec. cap (to steam hair). ..... | 
24 Electric scissors .............. | Dish 
17 Exercise machine ........ | Se 
13 Irrigation pump ............... | thane 
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DR. HENRY BOWMAN, who heads 
up the Division of Home and Family Living 
at Stephens, has written a book, “Marriage 
for Moderns.” 


(RIGHT) 


Stephens College is situated at Columbia, 
Mo., and attracts girls from all over the 
country. 
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e? The 
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Then we followed with a question 
is sure fire with the girls. We 
ed these students what appliances 
hey had in their parents’ home they 
ould like to have as wedding gifts 
en they married. 

Gained was a list principally of little 
tems the girls liked. Few major appli- 
ances are given as wedding gifts and 
he girls know it. 

Question 10. What appliance would 
you like as a wedding gift? 


os = 


That brought up the question, did 
they know what they were talking 
about? So we asked the girls how 
many they had personally operated. 
Some 11 said they had used every ap- 
pliance in their homes. Others replied 
that they had not had any experience 
with the family ironer, its power tools, 
percolator, washer, waffle iron, mixer, 
fan or refrigerator. Several emphasized 
they did not use the electric shaver. 

Question 3. What do you like about 


9 

1 

6 

5 

ALL CHOICES 
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these appliances in your home? 

Some 77 reported they liked every- 
thing they had used. Following are 
their comments: 


LIKES 
Comfortable living .................. 3 
Economical ............. 2 
convention? 2 
Handy . 
Provide entertainment ............... ! 
Stove easy to operate................ ! 


Remember these are the impressions 
that appliances have made on the minds 
of growing girls, who often look on as 
spectators. 

We thought we would go a little 
farther and query the girls as to what 
mechanical troubles they had ever en- 
countered with the appliances in their 
homes. The complaints were about 
ironers whose shoes sprung out of re- 
lease when not supposed to, about radig 
tubes that burned out, refrigerators 


breaking down, screws often coming 
loose in the vacuum cleaner, mixing | 
bowl sets breaking, waffle irons not 
heating, cord trouble, and the run-of- 
mine complaints with which every 
electrical dealer is familiar. 

Did you ever attempt to repair any- 
thing about the house, we asked the 
girls. Some 63 replied that they had, 
and 68 said they had not. Here was 
what the girls had done in the way of 
repair work about the homes: 


REPAIRS 
— 
Fix vacuum cleaner................... 
3 


(Continued on page 96) 


PAGE 47 


R & CO 


S GREAT STORES 


JOHN Cc. 
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Bamberger's president, says: ‘This specialty outlet is a conclusive 
experiment gauging the exact benefits gained through decentraliza- 
tion.” 


department store field towards wide 

expansion of appliance divisions, L. 
Bamberger & Co., large department 
store in Newark, N. J., now operates 
a branch specialty outlet—exclusively 
appliances—in nearby East Orange. 
Bamberger’s broad aim in opening this 
new specialty outlet, the Suburban 
Appliance Center, is to investigate at 
first hand the advantages claimed for 
decentralization of merchandising, par- 
ticularly in bulk house furnishings. 


T step with the current trend in the 


Study Consumer Reaction 


This new branch, located in a large 
residential community, provides the 
company an opportunity to study con- 
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sumer reaction to various sales meth- 
ods, determining which prove most 
effective under actual working condi- 
tions in a store of this type. For 
while this is a modern specialty out- 
let operated with all the smooth effi- 
ciency of a large department store 
organization, at the same time it must 
radiate that highly-personalized at- 
mosphere which impresses consumers 
dealing in a friendly neighborhood 
store, The answers, as supplied by the 
customers, set the pattern on which 
Bamberger & Co. will standardize 
for such other branches as later may 
be opened elsewhere in the state. 

In this connection, fer one instance, 
valuable information concerning an 


Storefront of new branch, an appliance specialty outlet in East Orange, N. J., 
operated by L. Bamberger & Co., large Newark department store. Low, shallow 
window bases displaying a few small appliances allow passers-by a clear view of 


entire main floor. 


ideal floor layout for a store of this 
type already has been collected. Since 
the opening of the branch in April 
the floor plan has been subjected to 
considerable change, involving half a 
dozen major shifts in the location of 
some appliance sections in the outlet. 
The management now has settled on 
the present set-up detailed in the fol- 
lowing, as entirely satisfactory from 
all merchandising angles. 

The Suburban Appliance Center is 
the first strictly appliance outlet—and, 
for that matter, the first post-war 
branch of any kind—ever opened by 


L. Bamberger & Co. Under the direct 
supervision of Michael Yamin, ex- 
ecutive vice-president and merchandise 
administrator of the home furnishings 
division, the outlet is operated as an 
auxiliary to the appliance department 
in the main store. 


The President's Slant 


Commenting on this enterprise, | ohn 
C. Williams, president of the Bam- 
berger concern, says: 

“Our new branch outlet, modern 
and highly attractive in appearance, 
displays a wide selection of electrical 


Starting at window and running along right side wall is bank of ten refrigerators. 
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A suburban spe- 
cialty outlet operated by L. 
Bamberger & Co., is the prov- 
ing ground in test of decen- 
tralized merchandising made 
by this large department 
store in Newark, N. J.—Floor 
arrangement of the new 
branch sets pattern 


Next on right is special fixture for cleaners. Carpeted base slides out for demonstrations. 
Harold F. Ritter, right, is appliance department manager at main store. 


Each radio on this display fixture is connected for self-service demonstration. 
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appliances in a Tiffany setting. It 
brings these products directly to the 
doorsteps of our customers. Their 
overwhelmingly favorable reaction is 
reflected in the sales totals and the 
volume of orders booked there to date. 
From the standpoint of customer- 
service, as well as financially, this en- 
terprise has proved eminently success- 
tul. The immediate results attained 
far exceeded our expectations. 

“We have completed a survey of 
the entire state in the interest of 
decentralization, particularly in the 
bulk house furnishings field, and this 
specialty outlet is our initial step in 
a broadly-planned move to realize to 
the fullest extent on our merchandis- 
ing potential. This branch is a conclu- 
sive experiment gauging the exact 
benefits gained through such decentral- 
ization, and we are carefully watching 
results in that light.” 


Larger radios, combinations are attractively 


The traffic appliance section, at left on en- 


tering, displays a full sample line. 


It is not anticipated that the idea 
of the branch specialty operation, now 
in such high grace in management 
eyes, will lose favor when exposed 
to the pressure of hard competitive 
selling. Rather, in this connection it is 
pointed out that in bringing electrical 
appliances to suburban customers’ door 
steps—the ultimate in consumer-con- 
venience—this decentralization natur- 
ally places the salesman practically 
next door to his prospects. This is 
especially important when competition 
becomes intense and aggressive pro- 
motion backed by outside selling again 
is the order of the day. Then, de- 
centralization considerably eases many 
of the salesman’s problems, often re- 
sulting in greatly-reduced time and 
expense between his initial contacts 
with prospects and final closings of 
sales. 

(Continued on page 88) 


presented in semi-bay at rear of floor. 
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The old store is to be maintained in the center of town. 
radio sales and will take care of those who prefer to shop here. Housewares and toys 
will be kept on as a sideline in this location. 


This will be the center for 


The appliance and radio business of 
Urner's in Bakersfield, Cal., is following 


the automotive pattern in its post-war 
operation and the parts end of the busi- 
ness is proving a lively money-maker 


By CLOTILDE GRUNSKY 


PHILIP URNER 


at his desk with records of every current 
transaction at his fingertips. 
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FT NHE automotive industry has 
long made the selling of parts a 
major division of its business. 

When David and Philip Urner of Bak- 

ersfield, Calif., found themselves using 

a vacant garage as a wartime head- 

quarters, the environment gave them 

ideas. And now that they are reestab- 
lishing themselves on a peacetime basis 
they are following the automotive pat- 

tern, with a main sales department, a 

repair division and a thriving business 

in parts on the side. 

Urner’s has always been an active 
electrical center for Bakersfield. Before 
the war the store was located on one 
of the main shopping streets in the cen- 
ter of town. Here customers came from 
the rich oil and farming country in the 
valley round about, and from here 
salesmen went out to sell housewives in 
their homes in town and on neighbor- 
ing ranches. 

For quite a time wise advance buy- 
ing enabled the firm to carry on even 
when appliances began to be short in 
other stores, but eventually they as well 
as others had to give up selling elec- 
trical equipment. To fill the gap they 
did two things. In the main store they 
added housewares of all sorts, gift- 
wares and toys. This meant learning a 
new business in studying values of 


The main display floor of Urner's. Complete kitchen and laundry will be installed in 
another section. 


merchandise, sources from which it 
might be obtained, seasonal fluctuations 
and the needs of customers in the new 
fields, but the brothers set out to make 
a success of the changed store. 


Took Over Garage 


At the same time, they took over a 
garage whose owner had gone to war 
and proceeded to develop this into a 
repair center. They picked up work- 
men wherever they could and soon 
had a service staff of twelve, which 
enabled them to take on the job of 
keeping appliances in repair for the 
entire valley. Parts were a problem, 
so they took to buying material wher- 
ever they could lay their hands on it. 
They bought parts in quantity in ad- 
vance of need and soon had an exten- 
sive stock. Customers who were me- 
chanically inclined learned that they 
could always pick up what they needed 
at Urner’s service counter. So did 
local dealers, who came to form the 
habit of calling in for items they found 
themselves short of. 

The business of parts selling, in 
short, came to be quite an item in the 
firm’s monthly totals. The brothers, 
perhaps inspired by the automotive 
atmosphere of the garage from which 
the firm was temporarily doing busi- 
ness, set up the parts department on a 
businesslike basis, with carefully ar- 
ranged storage bins and index files 
which made it possible to find parts 
without searching for half an hour 
among a thousand small items. Office 
records were likewise organized so that 
reordering was done when needed and 
there was in consequence a minimum 


of delay in filling any particular order. 

All three divisions of the business— 
housewares and toys, repair work, and 
parts—prospered in a way which car- 
ried the business safely through the 
war years. With the signs of approach- 
ing peace, the firm began to look to- 
ward post-war conditions. For one 
thing, the owner of the garage which 
they were occupying sent word that 
he was coming back and needed the 
space once more. Pretty definite plans 
for the coming years had to be made, 
even before it was clear just what post- 
war conditions would be. 

The one thing of which the broth- 
ers were sure was that they should 
take full advantage of what they had 
learned during the war. They had 
built up a good business and won a 
clientele in the field of housewares and 
toys—why give this up? It was de- 
cided to maintain the downtown store 
as a mixed appliance and housewares 
center. Moreover the garage, with its 
triple departments of automobile sell- 
ing, parts and repair work, had served 
as a model for a profitable wartime 
set-up. They decided they would like 
to build something resembling it for 
their own peace-time needs, with modi- 
fications, of course, to fit the electrical 
picture. 


Repair Shop 


They secured permits and priorities 
for the building of a repair shop, which 
they located strategically on the main 
highway which leads into town fron 
the surrounding farm area. This struc 
ture was built, with the garage in mind, 
in the form of three main departments. 
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The entire right side of the building is given over to the repair shop. This was one of 
the chief mainsprings of the company during the war. 


On either side are the service depart- 
ments, one for electrical appliances 
ind one for radio. In the center, behind 
1 counter, are the racks for the stock 
if parts and in front of this is the main 
ippliance showrooms. Large modern- 
istic windows at the end and show win- 
lows extending completely across the 
front permit of effective displays. This 
store opens on to a covered porch 
which extends across the full front of 
the building and which, in the warm 
summers which the region affords, will 
prove an attractive and shaded outdoor 
showroom. It is planned to swing a 
large glassed-in frame between sup- 
ports in the center of this porch, in 
which advertisements can be displayed 
to be read from the highway. Spot- 
lights will be focussed on this at night. 
The store itself thus becomes an illumi- 
nated and readily changed billboard, 
with the added advantage that the 
Wares it advertises are in juxtaposi- 
tion to the announcement in regard to 
them. Space is available for a ware- 
house in the rear. 


Steel-Concrete Building 


The building is of reinforced steel 
concrete, covering an area 85 ft. wide 
by 76 ft. deep and is set back from the 
highway. At the present time the space 
in front will be kept in lawn, with a 
border of bright flowers, but if expan- 
sion of the store facilities is desired 
later, it can always be built up to the 
edge of the highway. A generous 66- 
ft. parking area is provided adjacent to 
the building so that shoppers, most of 
whom will come by car, may have time 
for adequate inspection of proposed 
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uurchases. California conditions, which 
are premised upon the ownership of at 
least one car by every farm home, make 
this “edge of town” location a desir- 
able one in cases where major pur- 
chases are involved. 

For those who live in town and prefer 
to shop nearer the centers of transpor- 
tation, the downtown store is avail- 
able. This will be maintained much 
as it is, with, however, housewares 
pushed to the rear to make room for 
appliances and with the small room 
hitherto given over to dolls trans- 
formed into a demonstration room. 
Although all service work will be han- 
dled in the other headquarters, repair 
jobs will be accepted at the downtown 
shop. All such jobs will be marked 
with tags which will indicate their 
origin, so that they can be returned to 
this store on completion and may be 
called for at the same counter where 
they were handed in. 


Sales-Servicemen 


At the present time no outside sales- 
men are to be employed, but as time 
goes on the Urners hope to add serv- 
ice-salesmen, who can combine service 
work in the home with selling. This 
they regard as the ideal set-up, giving 
the customer the best sort of service— 
repairing her present appliance when it 
is possible, and when not, replacing it 
with a new one. They recognize that 
this combination of abilities, added to 
the integrity which places the custom- 
er’s interest first, is difficult to find, but 
they are not in a hurry and will be on 
the lookout, building up their staff in 
this way as they find the right indi- 
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Parts are stored in the center behind a counter, With the repair shop on one-side and the 


office on the other. Manufacturers’ Gatmumgmmind firm's own file are located here. 


Be ke ie ref 


Smallest parts are stored in jars where they can readily be seen. The boxes are de- 


signed to fit the shelves exactly and may a 


Iso be subdivided by smaller boxes lending 


themselves readily to the numbered system of the stores files. 


viduals to fit the needs as they arise. 

During the war and in the period of 
post-war shortages it has sometimes 
been necessary to manufacture a make- 
shift part to complete a repair job, 
but Phil Urner believes this practice 
should be kept to an absolute mini- 
mum. It is a better policy to charge 
the customer for a part and for a short 
labor period, rather than to hand in a 
big bill for labor, with a makeshift 


part. In the former instance, several 
jobs might have been handled in the 
time taken to tool something to fit a 
machine for which it was not designed. 
The customer pays in all probability 
more than the part replacement would 
have cost, gets a less desirable job, 
and fewer jobs can be handled. Quite 
incidentally, the firm makes less on one 
job than it would have made on the 
(Continued on page 74) 
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The Marling electric sign tells you you are facing the largest electric appliance store in 
Kansas. 


OST people in the appliance 

business are agreed that it 

takes the investment of a 
certain amount of time to put over a 
deal on a major item. 

There are demonstrations to folks 
who do not buy, there are explanations 
to customers who do, there is the busi- 
ness of making out sales contracts and 
getting hestitant prospects on the 
dotted line. Finally, there is a follow- 
up on the user with the idea of persuad- 
ing him to suggest other prospects. 

All of which, as we said, soaks up a 
considerable amount of time belonging 
to the dealer and his salesmen. 

What is going to happen to appli- 
ances in those up-and-coming outlets 
which have done a beautiful job of 
diversification during the war vears? 
Who is going to demonstrate a washer 
if the salesman is upstairs putting 
over a deal on a baby buggy? How are 
you going to get that necessary invest- 
ment of time if it is going toward tell- 


ing a story on mattresses? 
Diversification to Stay? 


It looks as if something is coming 
home to roost with appliance manu 
lacturers who encouraged their retail 
outlets to take on other lines to stay 
alive during war years. How are they 
now going to get them to give up di- 


versification? What's the way to per- 


suade them to toss non-electrical stuff 


out and come back to appliances ? 

rhe Ed Marling Electric Store in 
Topeka, Kansas, provides a very good 
case study. It boasted on its sign, back 
in 1941, that it was the largest electrical 
appliance shop in Kansas 

Started in 1936, the store climbed to 
a place where it occupies a 60-ft. front 
ige on Kansas Avenue, in Topeka 
{ pop 67 833 ), all three floors and base 
nent, with storage and service space 
across the alley Fellows like Ed Mat 
ling who do things like this usually 
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know their way around. Came the 
war and the Marlings did a quick about 
face from appliances and took on furni- 
ture items. Items such as baby cabs, 
mattresses, chifforobes, dinette sets 
and those goods which lend themselves 
to demonstrations and specialty selling 
were added. 

As appliances started coming back, 
the Marlings were startled by the short 
margin they began getting, particularly 
on small radios. With most items, said 
Charlie Marling (who is now running 
the store during his father‘s illness) it 
was barely adequate. How could he 
take on the salesmen he employed be- 
fore the war? There is a picture in 
the window showing what a gang of 
men worked for Marling in the old 
days. Charlie says that he couldn’t pay 
them a 5 percent commission today. 


Push Profitable Items 


The point he wants to get over is 
this: A specialty business flows like 
quicksilver. It gives its attention to 
the most profitable items in the store. 
Many other retailers besides him, he 
points out, have taken on non-electrical 
specialties during the war. If these 
turn out to be more profitable in the 
long run, the appliances have a chance 
of becoming a second line in the store, 
the sugar and flour that are carried to 
supply a demand but not necessarily 
pushed. With short margins and the 
dealer expected to absorb more and 
more of the cost of doing business, a 
situation is being built up that is un- 
healthy for the appliance industry. 

The OPA counts on a mad rush for 
appliances that does not exist. By the 
time appliances get back on the market 
volume, the loose money kicked around 
by the war will all be gone, and the 
selling job will be as tough as it ever 
was. For the last few weeks, relates 
Mr. Marling, there has been a “look- 

(Continued on page 71) 


APPLIANCES 


BABY CARRIAGES 


Many Other 


The Ed Marling Electric Store in Topeka, Kan., 
Illustrates How Retail Trade Has Spread Out. 
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Records are on the mezzanine, but there is some question as to whether they will 
remain there. 


The house carpenter built these backgrounds and shelves for the display of 
merchandise. 


As you 
display 
‘eature: 
student 
here wi 
with th 


You may not believe it, but a baby cab is something that can be demonstrated 
beautifully. 
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T wasn’t just the pleasant fact that 
the sales of lighting fixtures and 
lamps were grossing $200 a day 
at made Roy Moothart decide to give 
hem a permanent place in the Central 
lectric Co., the appliance store he 
anages in Palo Alto, Calif. It was 
cause he sees in the fixture and lamp 
wsiness a builder of valuable store 
fic for his appliances. 

\s a result of his experience and 
anning, Central Electric is com- 
ting permanent displays for both 
ble lamps and residential lighting fix- 
wes—a display that is arranged to fit 
erly into an appliance store. And 
has developed a plan for selling these 
xtures and lamps in a way that will 
ister the store’s sales of appliances. 
it together, this concern’s plans 
present a good basic pattern for 
any dealers who have taken on fix- 


By HOWARD EMERSON 


tures and lamps as a war-time line, or 
who are considering them as an ad- 
junct to their future appliance business. 


Efforts Successful 


Moothart was not working with an 
unknown when he made these long- 
range plans for fixtures and lamps. 
Taken on to fill-in during the shortage 
of appliances, the line had increased 
until it represented a monthly gross of 
$5,000, with $2,000 of it as gross 
profit. He is doing this with an in- 
ventory of $8,000. Only a minimum 
amount of advertising and promotion 
is being done, and so far no outside 
selling has been used. At the same 
time, he knows that the potential mar- 
ket has been held down because of 
the restrictions on the building of the 
large and better equipped homes, which 
vin normal times would be a sizable 


2 here's A Permanent Place For 
Lighting and 


Residential lighting fixtures and lamps are 
being given a permanent berth by Roy 
Moothart at Central Electric Company, 
Palo Alto, Calif. Tried as a wartime line, 
they have proven themselves a money 
maker worthy of their new status. 


Lamps 


In The Small Appliance Store 


As you enter the front door of the Central Electric Company, Palo Alto, Calif. this 
display of study, novelty and table lamps meets you. The display, not yet completed, 
‘eatures first, the fluorescent study lamps which are big sellers to the local university 
students. The two radiant heaters are part of the store's large display, but are placed 
rere where they will get the attention of Stanford students, and will be associated 
vith the lamps for study-room comfort. 


strated 
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part of Central Electric’s market in 
the university city of Palo Alto. 

For these reasons, and other purely 
loca] conditions, the future looked good 
to Moothart. The only problem was, 
how to establish lamps and fixtures 
as a permanent department so that 
they would help, not hinder, the store’s 
main business of selling appliances. 


No Over-Display 


It is too easy to set table lamps on 
every flat surface that presents itself 
in the appliance store—too easy to 
hang a variety of fixtures all over the 
ceiling—so easy, in fact, that the ap- 
pliance dealer can ruin the appearance 
of his store by unplanned, indiscrim- 
inate arrangement of the lamp and fix- 
ture displays. 

Moothart knew this. So his store 
was arranged to have a neat but not 
over-crowded display of table lamps 
along one wall where it would receive 
the maximum attention from street 
and floor traffic. Residential fixtures 
received a section of the ceiling, where 
a few samples of each type of fixture 
would be brought to the attention of 
appliance prospects, and vice versa. 
Nowhere else on the floor will lamps 


Residential fixtures have been placed 
over the wall display of appliances with 
a purpose. All new home builders, con- 
tractors’ customers, etc., are thus ex- 
posed to the appliance displays. A false 
ceiling, ten feet high, holds the fixtures, 
provides storage space above. There is 
no conflict in selling area, as can be 
seen above. Roy Moothart, left, mana- 
ger of General Electric, is demonstrating 
an automatic washer, while Charles 
Moulds, second from right, manager of 
lighting and lamps, shows off the ceiling 
fixtures to a customer. 


and fixtures receive any space, yet, on 
entering’ Central’ Electric the visitor 
is conscious immediately of the dis- 
plays, lamps to the left, and ceiling 
fixtures to the right. But, at the same 
time, the visitor knows that he has 
entered an appliance store because 
these other items have not detracted 
from the space allotted to the display 
of major and small appliances. 

A lot of planning went into the lo- 
cation of each display. The floor lamps, 
ior example, received the wall space 
at the left of the entrance, because 
the flow of traffic on University Av- 

(Continued on page 62) 
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CONTINUING A SERIES OF VISITS WITH 


Premier's Cleaner 
Contributions 


G-E's 


Electric Vacuum Cleaner Division 


a leader in sales and mechanical development 


NE of the chief handicaps ot 
the vacuum cleaner industry in 
its earliest days was the ex- 

treme difficulty of controlling sales. The 
great majority of cleaners were sold by 
hundreds of house-to-house specialty 
salesmen scattered all over the country. 
lt was a well nigh impossible task to 
nake certain that all of these outside 
salesmen adhered strictly to sound sell- 
ng policies at all times. As early as 
1916 the organization which is now 
the Premier Vacuum Cleaner Division 
f the General Electric Co. recognized 
that this control the 
house-to-house man’s selling practices 
completely 


inability—to 


—would eventually result in 
the termination of such direct selling 
methods 


The Frantz Premier Co. 


With this idea in mind the con- 


pany, originally formed in 1910 as the’ 


Frantz Premier Co., was reorganized 
as the Electric Vacuum Cleaner Co., 
Inc., and set out to swing the selling 
of vacuum cleaners over to regular re- 
tail sales channels. 
loday Premier vacuum cleaners are 


R. E. DUNBAR 
research engineer, obsoleted old Premier 


cleaners with "“Matho-Matic” suction-seal 
nozzle. 
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sold only through independent appli- 
ance distributors and authorized retail 
stores enfranchised by these distribu- 
tors. 

The first cleaner to be put on the 
market by the newly organized Electric 
Vacuum Cleaner Co. was the Premier 
Model K-14-B. It was a 
though, of course, it lacked most of 
the features which distinguish pres- 
ent day Premiers. 

These early Premier cleaners fea- 
tured an air-driven brush equipped 
with rubber blades which were made 
to revolve rapidly by a suction-created 
movement of air. Salesmen particu 
larly liked this feature because it gave 
them an opportunity for spectacular 
demonstrations. 


success al- 


It was the 1922 model, however, that 
marked a big milestone in Premier’s 


‘history. Up to that time there were two 


principal schools of thought with re- 
gard to cleaning floor coverings—the 
“beating” faction and the “suction’ 
advocates. But when Premier brought 
out its Model 53 cleaner that had a 
motor-driven brush in addition to the 
strong suction that had formerly been 


depended upon alone to do a cleaning 
job, vacuum cleaner history moved into 
the modern era. 


Dr. Moss’ Contribution 


Ralph B. Wilson, who joined the 
Electric Vacuum Cleaner Co., Inc., in 
1921, and who is now manager of 
G-E’s Electric Vacuum Cleaner Di- 
vision, points out that Dr. Moss, who 
made aviation history through his in- 
vention of the supercharger, got much 
of his early knowledge of air cur- 


rents by working on the vacuun 
cleaner. 
Dr. Moss, who is still with G-E, 


effected a change in the volume of the 
vacuum fan chamber and 
thereby greatly reduced its noise. (In- 
cidentally, it is not the noise of the 
motor that one hears when a cleaner 
is in operation but the rush of air 
passing through the tan chamber. ) 

One of the outstanding developments 
in the last 25 years of vacuum cleaner 
manufacturing was the “Matho-Matic” 
nozzle brought out by Premier in 
1940, As everyone knows, if the nozzle 
of a cleaner is not correctly adjusted to 
the floor surface on which it rests, the 
cleaner will not function properly. To 
get the best results the nozzle should 
be the surface to be 
cleaned and this means that the adjust 
ment must be made according to the 
depth of the nap of a rug or carpet. It 
has always been difficult to get users to 
turn the little screw or other type of 
manually operated device which ordi- 
narily makes this adjustment, when 
the cleaner is moved from a thick rug 
to a thin one, or vice versa. 


cleaner’s 


above 


HENRY T. LANG 


added years of life to high speed motors with the cellulose-insulated commutator. 
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Adjusts to any Surface 


Premier's ‘Matho-Matic” 
automatically adjusts itself to am 
cleaning surface. As the cleaner jis se 
down on the floor surface to be cleaned 
the handle is in a perfectly uprigh; 
position and the nozzle presses dow 
into the rug nap. As the handle 
pulled back to its normal operating 
position, the nozzle rises to a point | 
inch above the nap and is held the: 
mechanically, in precise adjustmer 
for most efficient cleaning, requiring 
no attention or manual adjustme 
whatsoever on the part of the use 
The whole thing is accomplished b 
means of an ingenious cam and brake 
band device. 

“It is an amazingly simple, positive 
functioning mechanical device,” says 
John B. Buckley, manager of the Pre 
mier Vacuum Cleaner Division of G-E 
who has been with the company since 
1925, “and it has broadened the use- 
fulness of the vacuum cleaner tre 
mendously, since the cleaner will now 
operate on all floor surfaces with equal 
efficiency.” 

When vou recall that earlier models 


operated at top efficiency only on th 
particular floor surface to which the 
were adjusted by the user, it is not 
surprising that Premier engineers con- 
sider that all these earlier manual); 
adjusted models have been made ob- 
solete by the Matho-Matic nozzle. 


Summing Up Achievements 


In a brightly lighted building jus 
north of the main Premier factory 
Ivanhoe Road in Cleveland are th 
offices of these Premier engineers, th 


J. B. BUCKLEY 


manager Premier Vacuum Cleaner Division, 
General Electric Company. 
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THE PILGRIM FATHERS OF 


THE 


INDUSTRY 


Mrs. Edith Hathaway of Cleveland trotted out a 1910 model 
Premier that won an “oldest cleaner" contest. 


men who are constantly working out 
such new ideas in vacuum cleaners. 
ELECTRICAL MERCHANDISING asked 
these men to sum up what they them- 
selves considered’ the highlights of 
their engineering careers. What had? 
been the outstanding events in the 
mechanical development of the Premier 
cleaner as they remembered them? 

Replied Henry T. Lang, engineer: 

“One of the early milestones in Pre- 
mier history was reached in 1922 when 
an 8,000 r.p.m. motor was produced. 
We passed another .in 1923 when that 
same motor was stepped up to 9,000 
r.p.m., and ball bearings were used in 
motors for the first time. In 1925 
Premier turned out a motor which ran 
10,000 r.p.m. and with this high speed 
stepped up the cleaner’s efficiency 
about 15 percent over what it had 
been. 

“The efficiency of a vacuum cleaner 
can readily be determined by placing a 
Measured quantity of dirt and sand in 
arug. The amount taken out in a cer- 
tain specified time determines the effi- 
ciency of the cleaner. Through these 
tests Premier was able to demonstrate 
conclusively that its new motor marked 
a distinctive advance. 

“In 1928 Premier brought out a 
hand cleaner, and as a result opened an 
entirely new field, although Premier 
Was not the first company to manufac- 
ture a hand cleaner. The two other 
hand cleaners on the market at the 
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time were sold primarily for cleaning 
dust off clothes, whereas the Premier 
hand cleaner went much further in its 
versatility. 


Develop High-Speed Motor 


Premier engineers are entitled to a 
large share of credit for their work 
in developing the high speed motor. 
There was no secret in the attainment 
of high motor speed. Any college pro- 
fessor could, without much difficulty, 
draw a diagram of how to accomplish 
it. The difficulty lay in making high 
speed motors practical. They simply 
burned out so quickly in those days 
that they weren’t worth the effort of 
constructing them. 

One of the difficulties of early high 
speed motors was the short life of the 
carbon brushes. One hundred hours’ 
operation was enough to wear out the 
best brushes then made. A hundred 
hours of running would wear a groove 
in the commutator #2-inch deep. Today 
in 100 hours the brushes cut a groove 
in the commutators that is less than 
1/10,000-inch in depth. 

How was it done? Well, for one 
thing, the present carbon brushes are 
porous, a factor which aids in keeping 
them cool. 

By changing the winding ratio of 
the motors—by stepping it up from 90 
to 175—and putting more turns on 
the field and less in the armature, the 
life of the high speed motor was in- 
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Here is a 1914 Premier. 


The greatest change has been made 
in the switch. 


creased. This has the effect of cutting 
down sparking at the commutator. 
Motors will now run in excess of 1,000 
hours with one set of carbon brushes. 
This virtually means a lifetime of wear 
—as long as that of the vacuum cleaner 
itself. 

Another of Premier’s milestones was 
the idea of insulating the bars of the 
commutator with paper. Mica was gen- 
erally used, but because mica is hard, 
it quickly wore down the carbon 
brushes. In the early days this made 
it necessary to undercut the mica to get 
away from this abrasive action. The 
result was a series of slots which 
prevented the outside rim of the com- 
mutator from forming a perfect circle. 
Furthermore, it cost money to do this 
little trick of undercutting. Premier 
looked around for a substance that was 
softer than mica, one that would wear 
down as the copper wore down. 

Celluloid was first tried but it proved 
unsatisfactory. Then a high grade 
fibrous cellulose material was used. 
Placed between the commutator bars, 
it accomplished the trick. Premier’s 
patent for the new type of commuta- 
tor was issued December 27, 1938, and 

(Continued on next page ) 


These three silhouettes illustrate the idea behind the Matho-Matic nozzle. As the cleaner 

rests on the rug with its handle in an upright position, the nozzle pushes down gently 

into the nap of the rug. Two, the handle is pulled back to normal cleaning position. 
Nozzle automatically rises to exactly the right height for most efficient cleaning. 


Time marches on, and we see the 1922 model 
Premier. The company has added a new 
name, “Duplex.” 


This model is what will be seen late in 1946. 
It is the DeLuxe No. 12, and was pre-tested 
in the Pittsburgh area in 1940. 
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P. W. CONRAD 
seles manager, Premier Vacuum Cleaner 
Division, G-E. 


today Premier uses cellulose on all 
commutators in motors up to 4 hp. The 
engineer who has not examined a high 
speed motor closely in 20 years would 
be amazed at the performance given 
today in contrast with that of two 
decades ago. Mr. lang thinks 


Another big advance in the develop- 
ment of today’s high speed motors was 
the use of ball bearings in vacuum 
cleaner manufacture. Premier got the 
idea originally in 1924 and has been 
using them ever since, to assure longer 
life through less wear. 

“We make our own ball bearings,” 
says Paul W. Conrad, another Electric 
Vacuum Cleaner Co. veteran who is 
now sales manager for G-E’s Premier 
Vacuum Cleaner Division, “just as we 
make virtually everything else that 
goes into Premier cleaners—motors, 
brushes, bags, housings, fans, and a 
host of other component parts, as well 
as the die castings. We figure that’s 
one sure way to insure product con- 
trol and, basically that’s the thing we 
have for sale.” 

To R. E. Dunbar, research engineer, 
goes the credit for the creation of the 
“Matho-Matic” nozzle that carries Pre- 
mier’s “product control” philosophy 
right down through the consumer’s use 
of the product. Premier takes no 
chance on a housewife’s negligence or 
guesswork in adjusting her cleaner to 
the job at hand. Premier engineers and 
the “Matho-Matic” nozzle have elimi- 
nated all that. All the Premier owner 
has to do now is “turn it on and steer 
it ” 


The Hamilton-Beach Story 


Pioneer George C. Schmitz writes 
a letter from Florida about early days 


RED OSIUS and | incorporated 
U. S. Standard Electric Works 
in 1904—the corporate name was 
changed to Standard Electric Works 
about 1907 and to Arnold Electric Com- 
pany about 1909. We decided that 


GEORGE C. SCHMITZ, 
who wes @ pioneer in Hamilton-Beach begin- 
nings, today lives in Coral Gables, Fla. 
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Arnold was a better trade name than 
Osius, Schmitz or Standard. Arnold 
is my mother’s family name. 

We started with manufacture of an 
electric faradic battery for use in 
homes and barber shops, but soon found 
out that it had limited possibilities. 
This experience, however, brought 
about the realization that a portable 
massage vibrator at $35 had excellent 
possibilities. The only machines then 
on the market made use of a flexible 
shaft attached to a motor mounted on a 
stand, price $150. 


Enter Chester Beach 


About this time (1905) Chester 
Beach, about 20 years old (a few years 
younger than Osius and I) came to us 
right off his father’s fine farm looking 
ior a job- country school only—no 
factory We put him to 
work as an assembler; he at once be- 
came intensely interested in everything 
going on, showed remarkable natural 
ability, always ready to stay with us 
for the long hours that Osius and | 
devoted to the business, and studied 
books on electric motors and mechan 
ics. He soon became a great help in 
perfecting the massage vibrator con- 
structed to be held in the hand. 


experience 


This is the first electrically-driven vacuum 


cleaner developed by Hamilton-Beach. The this 1909 Hamilton-Beach cleaner, which 


year was 1909. The bag is missing. 


Notice the wheels, brushes and nozles o 
weighed |! Ib. 10 ox. with bag. 


With the popularity of tank cleaners, Hamilton-Beach brought out a model in 1940. 
Here it is with its attachments. 


Perfecting a battery operated mas- 
sage vibrator, using a Kendrick & 
Davis toy motor with cast iron 3 in. 
dia. field core and 14 in. dia. armature 
core was a comparatively simple prob- 
lem and proved that the device was 
practical. Perfecting our own design 
small motor for use on electric lighting 
circuits was not so easy for us, but we 
kept on experimenting and _ finally 
evolved a series wound motor 2% in. 
dia. with laminated field and armature 
cores and multi-segment commutator. 
Experiments with many different wind- 
ings resulted in a motor that operated 
the vibrator satisfactorily on 100 to 125 
volts d.c. and a.c. 

About 1906 we began describing our 
motor universal to indicate satisfactory 
operation on the electric lighting cur- 
rent most generally available and as 
far as I know and believe. we were the 
originators of the so-called universal 
motor. For a number of years after 
1906 we received many letters stating 
that there was no such thing as a uni- 
versal motor. We claimed that the 
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description universal was _ entirely 
proper for a motor giving entirely sat 
isfactory service when used on 100 v 
a.c. to 125 v. dc. for such devices a 
massage vibrators, suction cleaners, 
drink mixers, etc. We found it eas) 
to sell profitably devices powered wit! 
so-called universal motors, and that |: 
probably the best answer; the term 
universal is now in general use t 
describe certain types of small motors 


The Arnold Suction Cleaner 


In reference to the development 0! 
the Arnold suction cleaner: Myron 
McAvoy and I often rode horseback 
together in the days when his father 
owned a livery stable. Myron often 
complained about the tiresome chore o! 
grooming the horses. I told him it 
would be easy to make and try out 4 
sample horse cleaner. In the spring oi 
1909 I discussed the matter with 
Chester Beach, at that time superin 
tendent of our factory located at 122) 
Washington Ave. Pursuant to ow! 
conference, Chester attached a blower 
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— 
this is the Hamilton-Beach you see on the 
market today. It is still lightweight. 


fan with housing and nozzle to one of 
uur massage vibrator motors. I rode 
ny high spirited saddle horse “Bob” 
to the factory and we tried to give him 
agrooming. He would not stand for it. 
We were barely able to touch him with 
the cleaner. 

Later as I withdrew the cleaner 
through an open factory window I 
noticed some particles of excelsior on 
the felt lining of the open cover of a 
vibrator carrying case. I ran the hogse 
deaner over the felt lining, and ex- 
celsior and dust came flying through 
the outlet. The device was not equip- 
ped with a bag. The next move I made 
was to try it on the floor—a nice 
stream of dust and dirt came flying out. 
Chester and I had another conference 
and we made further tests cleaning 
rugs, etc., and decided to make a sample 
foor cleaner. 


Bought Duntly Cleaner 


Within ten days the sample cleaner 

was ready for test. This sample 
showed most interesting results. We 
purchased a Duntly positive vacuum 
cleaner, as far as I knew the only type 
of portable cleaner then on the market. 
We figured that if our cleaner could 
be made to at least equal the results 
obtained with the Duntly, the lower 
cost and lightweight would give us an 
item with much sales appeal. Our 
sample cleaner using suction only (no 
brush) did not equal the cleaning effect 
of the Duntly machine. This was over- 
come by making use of a vibrating 
brush mounted in the nozzle of our 
machine. Tests proved our machine 
%0 good that we got going with design 
and production at once. 
Shortly after we had the sample 
cleaner ready (early part of 1909) for 
trial, Mr. Osius returned from New 
York where he established and was in 
charge of our sales branch located on 
Fifth Ave. at 38th St. He was most 
enthusiastic about the sales outlook for 
our cleaner. 


Within about six months we were 
in production and building a large addi- 
tion to our factory. We were soon 
flooded with orders from New York 
and other sales connections—Osius 
landed an order for 20,000 cleaners 
from McCrum-Howell Co., large 
manufacturers of bathtubs, heating 
boilers and radiators. 

Mr. McCrum became very much in- 
terested in the vacuum cleaner business 
and set out to become the leader in this 
field. He purchased American Air 
Cleaner Co. of Milwaukee, and several 
other firms, manufacturers of large 
stationary vacuum cleaners. To com- 
plete his line he wanted us to supply 
him with very large quantities of 
Arnold cleaners for resale under the 
McCrom-Howell name and wound up 
with an offer to purchase our factory, 
all equipment and vacuum cleaner 
business, at a very enticing price. The 
deal was closed, and I accepted the 
position of Racine factory manager 
with McCrum-Howell Co. 

Mr. McCrum became seriously ill 
and his grand plans failed to material- 
ize. McCrum-Howell Co. went into 
receivership. I purchased the Racine 
factory and became sole owner of the 
original corporation Arnold Electric 
Co. 

By purchase of the entire business of 
Arnold Electric Co. in 1931, Hamil- 
ton-Beach became the successors of 
Arnold Electric Co. 


Cleaning Patents 


The basic improvement of cleaning 
with air suction through a nozzle, | 
understand, was patented about 1900 
(?) by the inventor of stationary vac- 
uum cleaner equipment—this left pat- 
ents available only on such detail im- 
provements in portable cleaners as sta- 
tionary and power-operated brushes in 
the nozzles, etc. I understand that 
Hoover’s 1907 patent covers a rotating 
brush, my 1909 patent covers a 
vibrating brush and other details 
only. We_ knew nothing about 
Hoover until quite some time after we 
started in the cleaner business. We 
were informed only about the Duntly 
machine—it was a positive vacuum 
pump type cleaner weighing about 75 
to 100 lbs., mounted on wheels, and 
eventually made obsolete by the light- 
weight portable suction cleaners with 
blower type fan to move the fan. 

In 1910 Fred Osius incorporated the 
Hamilton Beach Company as presi- 
dent, with L. H. Hamilton as secretary, 
and Charles Beach as plant superin- 
tendent. 

The Scovill Manufacturing Com- 
pany, Waterbury, Conn., obtained an 
interest in Hamilton Beach in 1920 
and three years later purchased all 
stock. The Hamilton Beach division, 
however, has always been operated to 
a great extent like an independent com- 
pany under the direction of T. B. My- 
ers, vice president-general manager, 
Fred Tuerk, general sales manager, 
and others. 
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Development of the 
Bagless Vacuum Cleaner 


Albert E. Kramer tells the story of 
Health-Mor's "Filter Queen" cleaner 


es 1938, relates Albert E. 
Kramer, 29-year veteran of the 
vacuum cleaner business and vice- 
president in charge of sales, Health- 
Mor, Inc., Chicago, his company sold 
a conventional bag type cleaner. Dur- 
ing that year, however, the company 
brought out Filter Queen, a new bag- 
less cleaner which company officials 
consider a significant advance in the 
evolution of cleaner technique. 


Picking Up Dirt 


Since the first vacuum cleaner pat- 
ents were issued, the actual act of 
cleaning has been accomplished by 
picking up dirt, through a nozzle, on a 
swiftly moving stream of air. The 
problem, from that point on, has been 
to separate the dirt from the air stream 
in such a way that cleaner pick-up and 
filtering efficiency remains at a high 
level. 

In the early history of cleaners, dirt 
separation was attempted by passing 
air from the nozzle through holes bored 
in a can. Later, a bag was substituted 
for the can and the finer openings of 
the fabric mesh greatly improved filter- 
ing capacity. In the middle 1930's, 
however, Health-Mor’s experience 
brought an entirely new approach to 
the pickup and filter process. 

At that time a man came to Health- 
Mor with a revolutionary unit employ- 


Dust entering a Health-Mor cleaner strikes 

this baffle, which takes out the speed of 

travel, and permits the force of gravity to 
drop it into the bottom. 


ALBERT E. KRAMER 


is a veteran in the cleaner business and vice- 
president in charge of Health-Mor sales. 


ing the use of gravity to separate dirt 
from the air stream. : 
Health-Mor engineers employed the 
gravity principle in an experimental 
model which, when finished, looked en- 
tirely unlike the conventional cleaner. 
Dirt picked up by an unusually fast 
(Continued on page 82) 


The man's two fingers shows what happens 

as a result of this: Dirt drops in the bottom 

and air rises and escapes through the paper 
Cone. 


PAGE 57 


— 
| 
‘ 
ke, 
n 1940. 
; 


<> Bett Crocker PRESENTS THE NEW 
eneral Mills 


DISTRIBUTION HAS STARTED on thisentirely introduced district by district. Other states will 
new and different automatic iron. Deliveries are be opened at monthly intervals. Succeeding 
now being made to distributors in Minnesota, advertisements will keep you posted on the prog- 
Nebraska, the Dakotas, Upper Michigan and _ ress of distribution. General Mills, Inc., Home 
parts of lowa and Wisconsin. The iron is being Appliance Department, Minneapolis 13, Minn. 


BETTY CROCKER IS A TRADE NAME OF GENERAL MILLS, INC. 


THE IRON WITH TRU-HEAT CONTROL AND THE HIGH-SPEED SOLE 
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ABC Spinners 


Basically, the ABC spinner is different from the 
wringer type job only in one way—the spinner, or 
dryer. Nevertheless, in its engineering many fa- 
miliar things are in different places. These five 
photos will give you an idea of how to take care 
of the run-of-mine wants of ABC spinners. 


To drain oil, turn the nut in the gear case cover. Tilt the machine over the drain. 
Replace with—! quart of SAE 20 lubricating oil. Before putting the oil in it, it 
should be rinsed out with e quart of kerosene or gasoline, and operated for a 
minute or two. 


To adjust the control rods for the dryer and agitator and brakes, first remove 
the spinner cover. Then take out cotter pins in the rods and after loosening the 
lock nuts raise or lower them to obtain the desired effect. A dryer chamber in 
an ABC spinner that is not at the proper height quickly makes itself heard by a 
scraping noise. After removing the spinner cover and dryer chamber, one loosens 
the lock nut on the adjustment screw, and turns the screw itself to right or left 
as required. Then the lock nut is tightened. A dryer chamber operates best 
when it turns freely at both bottom and top ends, 


1946 


3 


«© adjust the tension on an ABC dryer lid, you first remove the cop. Underneath 
is a hexagon nut (warning: it has lefthand threads) which is held in place by 
a lock nut. To make adjustment you close the dryer lid and engage the locking 
lever but do not turn the current on. Next turn the threaded part to which 
the lock nut is attached until it becomes difficult to turn. This adjustment raises 
the dryer cover until it comes in contact with the dryer lid. Check your dryer 
basket and if it does not turn freely and quietly, repeat above directions with 
variations, 


Removing plug from oil filler hole in gear case cover, Man's hand is reaching into 
spinner end of machine. 


Adjusting tension on spring to increase braking or stopping power for dryer 
basket when control lever is disengaged. 


PAGE 59 


— 
We 
} 
: 
i 
/ 
NCLUDED — 
> 
i 


“HIS MASTER'S VOICE”, 


Only RCA VICTOR makes the 
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*Victrola T.M. Reg.U.S. Pat. Off. 
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Flere it is . . . the Telechron Minitmaster —a 
new kind of clock destined to solve the three- 


minute egg problem in thousands of American 
homes. For it’s an accurate Telechron clock, and 
an efficient Telechron timer for the kitchen wall. 


With a touch of the finger, the housewife can 
set the Minitmaster to time her cooking . . . for 
a single minute or for sixty. When the time is 
up, an alarm goes off... loud enough to be 
heard rooms away . . . and it keeps sounding 
until she hears and stops it. 


Such a convenient kitchen clock and timer is 
bound to make you popular with the ladies . . . 
they'll buy, and you'll profit, when you stock the 
Telechron Minitmaster. Coming soon. 


Being a Telechron, the Minitmaster, of course, 
has the long-lived Telechron motor that’s famous 
for accuracy and long life. And it never needs 
winding, oiling, or regulating. 


Telechron Minitmaster comes in gay 


kitchen colors . . . green, red, ivory. 


ELECTRIC CLOCKS. 


TELECHRON INC., ASHLAND, MASSACHUSETTS 


enue is from East to West. Coming 
from this direction makes the cus- 
tomer bear to the West as she enters 
the store, carrying her by the display 
of table lamps. Such floor traffic in 
the Central Electric Company would 
be, primarily, customers for the serv- 
ice department in the rear and those 
who came in to buy light bulbs, cord 
sets, etc. Those who enter the store 
with the appliances in mind turn right, 
unhindered by lamps or any other dis- 
play in their pursuit of the higher- 
priced, higher-margin products. 

Moothart has avoided the use of 
tables for the display of lamps because 
of the shortage of floor space. Instead, 
he had counters placed flush to the 
wall. Charles Moulds, manager of lamp 
and fixture sales for Moothart, had 
these counters covered to the floor, 
and then arranged the lamps in tiers. 
The first counter, as you enter from 
the door, displays the fluorescent desk 
and study lamps, which make up a 
major part of this store’s lamp busi- 
ness because of the closeness of St&n- 
ford University. 


Other Lamps 


Next to the study lamps is the coun- 
ter showing the novelty lamps, bed- 
room table lamps, boudoir lamps, etc., 
which are big selling items to the girl 
students from the university as well as 
decoration-minded local ladies. Thirty- 
three of those lamps are displayed, ar- 
ranged on two levels. Then, progres- 
sing further into the store, the third 
counter has three levels for the display 
of living-room style table lamps and 
shades. Moulds keeps 24 lamps here. 

The effect of the one, two and then 
three tier arrangement for the lamps is 
to present an uncrowded appearance on 
first seeing the display, yet to provide 
adequate space for the more bulky, silk- 
shaded living room lamps at the end. 


LIGHTING AND LAMPS 
in the Small Appliance Store 


CONTINUED FROM PAGE 53 === 


Residential lighting fixtures, hay 
ing in profusion from the ceiling, . 
present a cob-webbed appearance jf; 
properly done. To avoid this Mooth, 
allotted only a certain space for the 
fixtures, and then limited the num 
that Moulds could keep on disp) 
there. 

A false ceiling, 10 feet from } 
floor, extending 7 feet out from 
right wall, and 30 feet long, holds §; 
living room fixtures, 4 fluorescent §j 
tures and a miscellaneous assortme 
of kitchen, bathroom and novelty ¢e 
ing fixtures, for a total of 31 fixtures; 
all. 


Three Reasons 

The display of ceiling fixtures y 
spotted here for three major reaso; 
In the first place, the location is ¢ 
rectly over the wall display of maj 
appliances. As the customers for res 
dential fixtures, unlike those for tall 
lamps, usually are people in the proc: 
of building a new home, or remodeli: 
their old one, they are immediate a 
valuable prospects for new appliance 
And as these fixture customers ofte 
are brought in by electrical contra 
tors, builders or architects, they a 
prospects that might not be reach: 
by the store’s regular sales and pron 
tion methods. Moothart believes th 
the tie-in will be profitable—that 
would be worthwhile even if the fi 
tures weren’t already a profitable ite: 
by themselves. 

Secondly, the above situation wi 
work in reverse to some extent. Peop 
replacing appliances occasionally ne 
new fixtures, particularly for 
kitchen. Customers buying appliane 
for new homes are good prospects i 
fixtures, particularly for the next ye: 
or two when people are ordering af 
pliances well in advance of the con 

(Continued on page 64) 
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“YOU SURE IT'S BIG ENOUGH TO HOLD THE HUMAN TORSO, MAC?" 
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It cooks on with the gas off. 
A.G.A. Approved for All Gases 


And don't forget, of course, the Maytag Ironer, = and the unusual new 


Maytag Home Freezer-[ If you're not now a Maytag dealer, a franchise 


“ Tmay be available in your locality. Write the Maytag Co., Newton, Iowa 


or the Maytag Co., Ltd Winnipeg, Canada 
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EVERY RANGE 
SALESMAN SHOULD 
HAVE THIS 


Salesmen will find a wealth of valuable material in this 
free, pocket-size handbook — chock-full of interesting 
pictures, diagrams and basic information on modern 
range cooking and how to sell it. Telling the story of 
“Measured Heat’, this book explains the fundamental, 
scientific principles of roasting, baking, whole meal cook- 
ing, etc. Common cooking failures are analyzed and 
remedies suggested. 

Newcomers to the kitchen appliance field will find 
each page of this 38-page book crammed with helpful 
facts, figures and tips that would ordinarily take years of 
experience to accumulate. Moreover, for old-timers on 
your staff, it is like a “refresher” course to bring them up 
to date with new ideas and methods on range cooking 
and range selling. You can use this handbook as a basis 


for your sales training program. Write for your free 
copies today. 


FREE — a copy for each of your salesmen. Write for 
“More Income for Electric Range Salesmen” today. 


RMOSTAT COMPANY 
YOUNGWOOD, PENNSYLVANIA 


PAGE 64 


LIGHTING AND LAMPS 


in the Small Appliance Store 


pletion of their home. 


In the third place, in keeping the 
table lamps and the ceiling fixtures sep- 
arated, Moothart has prevented con- 
fusion between the two. As a rule, 
the buyers are not the same—at least 
not at the same time. Of both types 
of customers, those buying residential- 
fixtures are the best appliance pros- 
pects, so they have been led to that 
area first. As table lamps need a large 
volume of floor traffic to build sales, 
they have been placed where they will 
get the flow of people who come in for 
service, to buy light bulbs and. supplies 
And yet, although both types of light- 
ing have been separated, the fact that 
Central Electric’s store is small enables 
the prospect for either type of light- 
ing to see that the other type is avail- 
able. At the same time, the store’s 
main business, appliances, using most 
of the display space, receives the at- 
tention of all lamp and fixture cus- 


tomers, 


Selling Fixtures and Lamps 


Moothart does not intend to let the 
lamps and. fixtures sit in these well- 
prepared positions and sell themselves. 
That’s why “Chuck” Moulds has been 
put on the job. “Chuck” is young, but 
he has a background of retail selling, 
he is well-known locally, and he is 
forceful—in the past he was forceful 
enough to become an _ all-American 
football player, and to win the Golden 
Gloves championship in his weight 
class in his native Chicago, Moothart 
hired Moulds because the latter had 
“a knowledge of retail selling, a pleas- 
ant personality, and an artistic bent 
that enables him to help customers 
fit lamps and fixtures into their dec- 
orating scheme.” 

Moulds works on a salary basis plus 
2 percent commission on gross sales 
of lamps and fixtures. 

The place of this salesman in Cen 
tral Electric’s selling plan for lamps 
and fixtures has been worked out in 
detail for the future. sa rule, Moulds 
is to be on the floor in the aiternoon 
when floor traffic, particularly for 
table and desk lamps, is heavy. That is 
also the most popular time for those 
prospects sent in by the contractors 
and builders. And as the afternoon 
is the heavy traffic period for appli- 
ances, it will mean that Moulds will 
be on hand to handle all lamp and 
fixture customers and leave Moothart 
and any other appliance salesman free 
to concentrate on their prospects. 

In the morning, or any other free 
time, Moulds hias the assignment of 
working in the tield, covering Palo 
Alto, and the neighboring towns of 
Menlo Park and Mayfield, calling on 
electrical contractors, builders, and 
those people building or planning new 
or remodeled homes. 

Moothart has hired this man to 
manage the lamp and fixture depart- 
ment. He will hire, when the supply 
of goods warrants, men to work in the 
field selling appliances. But—never 
the twain shall meet. “The appliance 
men are expected to turn over prospects 


CONTINUED FROM PAGE 62 


to the others, but the lamp and fixture 
man is supposed to concentrate on his 
market, and that alone. The appliance 
men are to leave lamps and fixtures 
alone. I believe that a man in an ap 
pliance store, concentrating on lamps 
and fixtures alone, can make himself 
a good living and show a good profit 
for the store. But he can’t mess around 
with appliances on the side. Neither 
can the appliance men enter an alien 
field like lamps and fixtures.” 


Pricing Policy 


It doesn’t take much emphasizing ty 
an appliance dealer to point out the 
importance of a pricing policy in mak. 
ing a success of any line. Equally 
obvious is the matter of competition 
Moothart has taken both these into 
consideration, and has established his 
policies for the future. “The small re. 
tail store—in appliances or lighting 
and lamps—must depend on other than 
price-cutting to obtain business. We 
shall do that with our lamp and ‘ixture 
department, maintaining list prices for 
all retail sales from the store.” 

Retail sales, that is, Moothart knows 
that many people often influence sales 
and should be compensated, in the cur- 
rent practice of the trade. So, electri- 
cal contractors who bring their wiring 
customers into the store, or make ar- 
rangements to have them see Central 
Electric’s display of fixtures, will re- 
ceive the 10 percent commission that 
long has been customary from retail 
sales outlets. 


Judging Competition 


No appliance dealer would make 
plans for a permanent department for 
lighting fixtures and lamps without 
figuring pretty closely just what com- 
petition he could expect in normal 
years—in peacetime, not in the upset 
years of war. 

Moothart was in a very favorable 
competitive situation when he decided 
to keep this department as a perma- 
nent part of nis store. And he knows 
that many other small appliance deal- 
ev3 may not be in the same situation. 
He points out that the appliance re- 
tailer faces the basic problems of com- 
petition from the electrical wholesaler 
on lighting fixtures, and from the de- 
partment stores on table and novelty 
lamps. 

Moothart was lucky on both ac- 
counts. His analysis of the wholesaler 
competition was this: “Palo Alto, and 
the neighboring towns that we serve, 
are 20 miles from the nearest whole- 
salers, those in San Jose. Even in 
peacetime, the wholesalers in San Jos: 
don’t try to come this far north, be- 
cause they encroach on the territory 
served by the larger wholesalers from 
San Francisco, 33 miles away. But, at 
this distance from San Francisco, we 
are at the tail end of their service and 
delivery area. So we can compete 
Contractors and home builders here in 
Palo Alto don’t want to go all the way 
to either San Jose or San Francisco 
to a wholesaler’s showroom. To the 

(Continued on page 68) 
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How sizzling sales coming your way! 


MAYBE YOU'RE TOO BUSY to do any crystal-gazing right You can’t go wrong if you choose the M-B family of 
now—too busy wrapping new appliances and ringing up , quality appliances—a line that’s tops in smart style, 


sales. But if you’re looking forward to a lively, permanent soundly designed to give your customers lasting satisfac- 
appliance business tomorrow, it’s wise to think twice about tion. A line you'll be proud to demonstrate, feature by 
the brands you recommend today. feature. For instance. there's The Smokeless Table Broiler... 
NO MORE SMOKE and fumes at the table BIG ENOUGH to broil a whole chicken! Two ADVERTISED in the September Ladies’ 
with The Smokeless Table Broiler. Two heats—high for broiling, low for warming. Home Journal and a string of other famous 
cleverly hidden vents allow air to circulate, Notched hinges hold cover upright. Or women’s and household magazines, it’s 
carry off the heat without the smoke. Ex- cover may be removed, used upside down a September “natural” from Manning 
clusive with Manning Bowman! on base as hot plate. Lustrous chrome finish. Bowman—famed for quality since 1857! 
Manning 6 M Best 
Manning, Bowman & Co., Meriden, Connecticut - !n Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 
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Hiring the Right Man is easier when done the Frigidaire way. By the 
simple process of questions and answers, the dealer is assisted in 
selecting only those men who have the capacity for being profit- 
able additions to his sales force. 


A COMPENSATION PLAN 
FOR FRIGIDAIRE DEALERS or yeal 


proble 

ble in 

ire has 

program 


ealer. F 


Compensating Salesmen. This new “Frigidaire Compensa- 
tion Selector” tells the dealer in seconds what the sales- 
man will earn and what the dealer's sales cost will be on 
any number of sales, at any commission percentage. Here 
George Plumly, Appliance Sales Dept., uses an enlarge- 
ment of the Selector in explaining it to field and factory 
personnel. 


Selecting 
when do 
out of it 
which au 
for the s 


More Than 8,300 Figures are on the “Frigidaire Compensation Selector.” Two men worked 500 hours 
and made 50,000 calculations to arrive at these figures. The “ Frigidaire Compensation Selector” is 
considered the most ingenious, yet simple-to-use, device of its kind ever developed. It was produced 
solely as a help for Frigidaire dealers. 


Training 
and it: 
many 
cejve t 
Frigide 

A National Survey among 700 representative Frigidaire dealers brought out the facts on what makes a 

good salesman “good,” what makes a poor salesman “ poor.” C. S. Trigg and P. J. Barnaby, Appliance 

and Commercial Product Promotion Managers, check the survey findings, which were used as a guide 

in producing the new hiring and training program. 

Frigidaire Sales Promotion puts major emphasis on informing its people about Frigidaire products. Here 

L, A. Clark, Asst. General Sales Mgr., explains to a gathering of factory and field supervisory personnel 

that 78% of Frigidaire’s promotion budget is spent on training and informing. hig 
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or years, the appliance dealer’s No. 1 prob- 
m has been turnover in sales. personnel, 
problem which has cost the dealer consid- 

ble in lost time and money. Now, Frigid- 
ire has answered that problem with a new 
rogram for building better sales forces that 
tay put” and become profitable to the 
ealer. For instance . . 


Kelecting Salesmen is less of a gamble and more profitable 
when done the Frigidaire way. The guess work is taken 
out of it by the Frigidaire system of individual analysis, 
vhich automatically points up the most likely prospects 
for the sales force. 


Training Salesmen is a never-ending job with Frigidaire 
and its dealers. Exchange of ideas forms the basis for 
many new selling techniques, and Frigidaire dealers re- 
cejve the latest ideas in training from the factory and the 
Frigidaire district headquarters. 


Selecting and Hiring the Frigidaire way makes 
it possible to separate the better men right 
at the first interview. 


Orientation the Frigidaire way makes every 
salesman feel he’s an important member of 
the selling team. 


Training the Frigidaire way gives the dealer 


Individual Supervision is always uppermost in Frigidaire 
training. Dealers are helped in this, and shown that by 
this method good salesmen are kept, and beginners made 
into profitable producers much more quickly. 


Visual Training with slide films is always a basic educa- 
tional procedure at Frigidaire. Here a dealer graphically 
explains the simplicity and dependability of Frigidaire 
Electric Ranges in a manner readily understood by sales- 
men or prospects. 


You're twice as sure with two great names 


Frigidaire ...:...,., General Motors 


a 


ow! Frigidaire Sets a New Pace for Hiring, 


Training and Compensating Salesmen! 


everything he needs in charts, slide films, 
manuals, information and instructions to help 
him train good salesmen to be even better. 


Supervision the Frigidaire way is liked by 
salesmen because it makes them more pro- 
ductive, more profitable to themselves and 
the dealer. 


Stimulating the Frigidaire way keeps sales- 
men alert and alive to new selling methods; 
keeps them ahead of competition. 


Compensating the Frigidaire way tells the 
salesman, before he starts to work, how much 
he can expect to receive weekly, monthly 
and yearly—in salary, commission and bonus. 
And it tells the dealer what his sales cost 
will be on any number of sales at different 
rates of compensation. 


So, here again, is another example of why 
Frigidaire is recognized as the leader. It’s this 
everyday thinking of the welfare of Frigidaire 
dealers and salesmen that makes appliance 
people everywhere agree that you can Depend 
On Frigidaire To Do Things Right! 


The “Dealer Operating Guide” is a famous book of infor- 
mation for Frigidaire dealers. Factory-prepared informa- 
tion like this gives the dealer helpful data to use in 
running his business more profitably. 
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KENTUCKY APPLIANCE Copp. 


Louisville 


Baltimore 


FAMOUS BARR co, 


St. Louis 


KEN R. HUMKE co, 


P °rtland 


STEWART DRY GOODS 


Louisville 


APPLIANCE DISTRS., Inc. 


Indianapolis 


Distributors: INVESTIGATE this 
great new POST WAR finish 


NON-SKID! 
ELIMINATES WAXING! 
IMMEDIATE DELIVERY! 


PLICOTE INC., PITTSBURGH, PA. © SALES OFFICE: 664 N. MICHIGAN, CHICAGO 
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LIGHTING AND 
LAMPS in the Smal 
Appliance Store 


eee CONTINUED FROM PAGE 64 


customer it doesn’t make much 
ference, as he will pay the san | 
price anywhere. But the contrac; 
expect either 25 percent or 33 perce 
discount from the wholesalers, wher 
the most they can get from a retaile 
(one who wants to stay in business) 
is 10 percent. Now, we were fortuna: 
in not having wholesaler competitio; 
but any retailer who is considering +! 
lighting fixture line for the futy 
should not overlook it. He can’t cor 
pete with wholesalers in the long ru» 
Of course, the wholesaler does’ 
enter the novelty and table lamp fic! 
to any extent but there is other cor 
petition. Charles Moulds has give 
this much thought as he planned th 
display at Central Electric. “We hay: 
but very little competition from th 
department stores, but if this store wer 
located elsewhere, I certainly woul 
think twice before trying to make ; 
success of a table lamp departmen 
The department stores have one or tw: 
big advantages over the small stor 
particularly the appliance store. Thes: 
big stores have plenty of room to dis- 
play the lamps—they can devote table: 
to them, a full department, and the: 
scatter lamps all over the furniture de 
partment where they are shown off 
much better advantage than anywher 
else. No appliance store can do thi 
because the space is too valuable. 
“There are no full line departine 
stores in Palo Alto, and the nearest a 
in San Jose or San Francisco. | sup 
pose this isn’t too unusual, becaus 
there are appliance dealers in hundre’! 
of towns throughout the country wh 
are far enough away from the big 
city stores so that they don’t have t 
fear competition of that type. But, : 
matter how small the town, there 
another type of competition, and \ 
have it here. That is the furnitur 
store. They all carry table and floo 
lamps. We can’t expect to get all th: 
lamp business away from them. Peop! 
who buy furniture are bound to ass 
ciate table and floor lamps with the’ 
new chairs or tables. Our best bet i: 
to make some of those people so con- 
scious of Central Electric as an elec- 
trical store that a great percentage of 
their table and novelty lamps wil! be 
purchased here.” 
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SING 


Here's an important new 


plan designed to give 
you greater sales volume 


— greater profits in your 


tray business. Its timels 
—unusual—and 
exclusive with Camfield. 
(Check the details on this 


and the following page. 


UNIQUE CORK SURFACE ~ 
Modern design. Dérable 

er vine Cork’ surtece, Sturdy, 
maple rails, Comes. ih 2 sites. 


| 


BEAUTIFULLY GRAINED 
SELECTED WALNUT 


rubbed ant: stain-resist- 
ant durd-finish.. Avaijable in 
three sizes. 


CAMFIELD STYLING 


There’s a refreshing smartness 
about Camfield Serving Trays 
that is new, colorful, appealing to 
all. Unique models of genuine Cork, beauti- 
fully-grained Walnut, Leatherette trays in 
rich, new color combinations, and—for the 
ultimate in gracious serving—the luxurious 
Camfield De Luxe models with coverings of 
choice natural leathers. Make handsome gifts. 


CAMFIELD MANUFACTURING COMPANY 
GRAND HAVEN, MICHIGAN 


SEE REVERSE SIDE FOR SPECIAL ‘‘GRAND SLAM” DEALER ASSORT 


ON DISTINCTIVE NEW LINE OF 


MANDARIN RED ANG 
WHITE LEATHERETTE 


th three sizes, 


MENT PACKAGE! 


Simulated leather Berder 
‘tooled in leat. 


Smal 
re 
“4 
J — 
re 
a MFI > 
= 


Small 


R 
GENUINE LEATHE 
DE LUXE 


Large $ 750 


Small 


WITH CAMFIELD VARIETY 

38 Size and Color Combinations 
Whatever the need in trays—as a 
sift item. for entertaining. or for 
household utility use—Camfield va- 
riety in style, size. color, and price, 
makes selection easy. Exeiting new 
color combinations charm the host- 
ess and harmonize with modern 
trends in home color design. Lrre- 
sistible trays for every occasion — 


dinners, cocktails, teas and parties. 


Last but not least in the Camfield 4 
Point Profit Plan—a special “Grand 
Slam” packaged assortment of 16 
distinetive new Camfield Trays 
selected for variety of style, size and 
price from among the 38 size and 
color combinations available in the 
complete Camtfield open stock line. 
Includes the rich Walnut style and 


the unique Cork model —as well as 
4 smart Leatherette Trays in a host of 
color combinations. Sizes vary from 
1014” by 16” to 151,” by 26": 
prices from 32.95 at retail. 


16%" x 22%" 
10%" « 16 


\ GENUINE CORK 


/ 


4 WITH CAMFIELD GRANOSTAM PACKAGED 


Ay’ ASSORTMENT FOR DEALERS! 


Features trays to 
quickly —takes up onty 


NATURAL WALNUT 
15%" x26". 


WITH CAMFIELD QUALITY 


The skill and careful workmanship 
that go into every Camfield Serving 
Tray are quickly apparent. Add fine 
materials, hand-rubbed furniture 
finishes, tooled borders hand en- 
sraved, and five-ply warp-proof eun- 
struction—and you have the assur- 
ance of customer preference and 


greater tray sales, 


Retail Value (16-tray asst.) 386.20 
Your Profit’... SBEAB 


PLUS the Camfield “Merchandiser” 
iMustrated at left—FREE with the 
standard 16-tray assortment. Cam- 
field makes this “GRAND SLAM” 
offer to enable you to set up a prof- 
table tray department—with small 
investment. Take advantage TODAY, 
Quantities of packaged assortments 
are limited. Order from your dis- 


tributor. or write direct. 


counter MERCHANDISER 


i als sales 
advantage buil 


table, counter space. 


FIELDS 
CO, GRAND HAVEN, MICH 
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ng” strike. it seems that people in 
Topeka have just ceased coming into 
the store to look: at things they can’t 
uy. One of the last blows to his spirit 
nas been the taking away of the 2 per 
ent cash discount by some distributors 

Organization of the three floors of 
the Marling store is as follows: The 
ippliances are on display in one 30-ft. 
joor. The firm’s carpenter has built up 
lisplay backgrounds that permit major 
ppliances to be shown below, and 
mall items such as lamps on a shelf 
werhead. Other floors contain furni 
ure items. Service for both radios 
ind appliances is in the basement with 
“asy access from above. Six men were 
vard at work when your reporter called 
Refrigerators are repaired in 
uilding across the alley, 
irom the main store on account of the 
zas fumes. A stone warehouse, 
ocated across the allev 
picture. 


a stone 
kept away 


also 
. completes the 


The store office is upstairs over the 
ippliance department, permitting Mr. 
Marling or his father to view the go- 
ngs on. Recerds are also on the mez- 


00 Many Other Lines? 


CONTINUED FROM PAGE 52 


Five service men were working like beavers in the basement repair shop. Refrigers 
ters are fixed in a separate building 


zanine, with five booths tor popular 
platters and several others for classics. 


Meany Sources of Supply 


When the store took on furniture, 
to its owner’s surprise, it was found 
necessary to buy from over 300 sources. 
[his was complex compared to the 
easy way in which appliances are chan- 
neled. Linoleum, rugs, athletic tro- 
phies, chifforobes, baby buggies, all 
vave been grist to the Marling mill, and 
lave been appreciated by young folks 
who are starting out in life in crowded 
juarters. However, Charlie Marling 
would like to see all those salesmen he 
used to have back on the job, out pitch- 
ing for business, which he doesn’t think 
will happen until restrictions end 

[f the dealer is to give up his diver- 
sification, thinks Charlie Marling, the 
appliance business must be made more 
ittractive. It is a business that lends 
itself to push,-and push must be paid 
for. Otherwise, the diversification 
will remain, and appliances as demand 
items won’t fatten anv manufacturer’s 
exchequer 


NEW SETTING: The executives of the Electronic Corp. of America meet for the 
first time in the conference room of the new block-size plant at 170 53rd St., Brook- 
lyn, N. Y. Left to right: Bernard Fein, executive vice-president; Larry Braun, vice- 
president; George Rice, works manager; Samuel J. Novick, chairman of the board; 


Garrard Mountjoy, president; 


Ray Norman, 


production manager; Jack Geartner, 


sales manager; and Sol Predeger, director of purchasing. 
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CUSTOMERS 


and Influence 
Sales! 


Get on the PROFIT BEAM 


7 


AT FROM A 
WALL Plug’ 
\ Vili 


4 
i 
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Imitations are flattering, but there's 
only one ORIGINAL Electresteem .. . 
proven safest, most efficient and econom- 
ical. Sell Electresteem with confidence; 
your customers will use it with complete 
satisfaction! 

Ask your Jobber for Details 


STEAM RADIATOR CORP. 


DETROIT 8, MICHIGAN 


Preferred by Over a Million Parents! 


&lectresteem 


ee ELECTRIC SERVANT for BABY 


Handy, sanitary. durable. Uses standard 
appliance cerd. Patented ‘“Lenglife” 
heating element. Four times as useful! 


BOILS egg or potato 
WARMS baby's bottles 


HEATS baby's food 
VAPORIZES for colds 


Seg, 


A proven traffic-builder and sales beoster! 
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“PLANNING YOUR HOME FOR BETTER LIVING—ELECTRICALLY” 


Has everything—and in full colors: 


¢ All-Electric Kitchens * Bedrooms 

* All-Electric Laundries * Basement Recreation Rooms 

* Living Rooms * Outdoor & Indoor Lighting 

* Bathroom * Automatic Heating 

* Garage * Radios & Television 

* Air Conditioning ? ¢ 
° Wiring RETAILS FOR ONLY 


The readers of this modern Electrical Guide are going to buy more G-E products. 


GENERAL @ ELECTRIC 
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| A wonderful traffic opportunity for G-E Dealers withhis 
4 


ING 


RADIO . . . MAGAZINES . . . NEWSPAPERS 


.. ALL WILL SELL YOUR CUSTOMERS 


G-E sincerely believes this to be the greatest promotion of its type 
ever offered to the electrical retailer. 


It’s going to bring traffic into your store—and sell G-E appliances. 
This promotion is built around G-E’s sensational new book —" Plan- 


ning Your Home For Better Living — Electrically’ — the only complete 
guide to modern electrical planning for the entire home. 


It has more than 140 full-color illustrations show ing how to use G-E’s 
full line—13 sparkling Kitchens—6 work-saving Laundries—exterior 
and indoor Lighting—Air Conditioning—Basement and Recreation 
Rooms. And this great new book shows G-E products installed in 
every room of the home. 

HOME BUYERS— will find this book a reliable evaluation reference when 
planning to purchase a house. 

HOME BUILDERS—will find it an invaluable help during basie planning 
and when equipping their homes. 

HOME REMODELERS—will find that this great new book helps them 
avoil many costly mistakes. 


LECTRICAL MERCHANDISING—AUGUST 1, 1946 


Everyone's Going to Hear About “Planning Your Home—“’ 


RADIO — Each listener of the “G-E House Party’s” national audience 
is being told about this new electrical guide. 


READERS — In such national magazines as The Saturday Evening Post, 
Collier's, and Life. many G-E ads will talk about this book. 


LOCALLY — Dealers will be furnished, through their G-E Distributor, 
with specially prepared newspaper ads, announcements for local 
radio programs—and free leaflets and mailing pieces. 


Your Prospects and Customers Will Ask For It 


All of this promotion directs prospects to your store. You'll have a 
flood of requests for “Planning Your Home—.” Smart thing to do is 
have it on hand so none goes away disappointed, It retails for 25¢. 


(sk your G-E Distributor to send you a supply at once so that in 
the months ahead you'll get full benefit from this tremendous sales- 
booster. Home Bureau. General Flectrie Company, Bridgeport 2. Conn. 
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PACKARD 
SUNLIGHT 
MOTORS 


Packard has never sacrificed production to 


standards 


increase production schedules—and Packard never will. 
That's why, right now, you may have to wait your turn 
for Packard Sunlight motors. But you can be sure that 
every Packard Sunlight motor delivered lives up to 


the Packard reputation for quality and performance. 


Packord Electric Division, General Motors Corporation, Warren, Ohio 


PACKARD SUNLIGHT MOTORS for: compressors * washing 
machines + power-driven bench tools * ironers + milk separa- 
tors * milking machines « furnace blowers « stokers * oil burners 
water pumps + ventilators * and many other applications. 


DEPENDABLE APPLIANCE MOTORS FOR TWENTY-NINE YEARS 


wee 
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Sales. Repairs and Parts 


CONTINUED 


severa) which could have been handled 
in the same time. This is one reason 
he has specialized in parts. 


Parts Dept. Important 


In his opinion, the parts departinent 
will be what will make the service de 
partment bring in a continuing profit 
What with the free service which must 
be given for a short period and the 
guarantees which go with repair work 
(the firm not make an overall 
guarantee unless the job has been a 
complete overhaul) he figures that la 
bor charges break about even. The 
profit in repairs is in the margin which 
an be obtained in the selling of parts 

For this reason, he believes that the 
manufacturers are short sighted when 
they plan to cut margins on parts 
Manufacturers, on the whole, seem to 
proceed on the assumption that service 
work should be done at a loss, says Mr 
Urner. This was perhaps necessary un- 
ler pre-war conditions, but one of the 
vays in which the electrical industry 
an best clean house is to see to it 
that service in the future can carry 
itself. In order to make any profit at 
all, there should be about a 40 percent 
margin on parts, in his experience 

One of the plans which Mr. Urner 
has in mind in connection with the fu 
ture selling of appliances is a testing 
platiorm which will permit the firm t« 
check appliances before they are deliv 
ered to the customer. In the past they 
have had to service quite a number 01 
irticles shortly after delivery for vari 
us reasons 


does 


because of defect- 
tor which the manufacturer is responsi 
ble, ther failures. He be 
lieves it would make for better feeling 
on the part of the customer, as well as 
being a more inexpensive way of han 
lling these repair jobs if they could be 
caught hefore thev leave the store 


some 


tor 


FROM PAGE Si 


The parts business, m the tiean 
has grown to considerable proport 
With a stock of about $8,000 wor 
parts, sales seldom fall below $50 4 4 
Monthly sales have amounted 
much as $4,000. One individual 
had set about overhauling his wash; 
machine bought $60 worth oi 
one order. 


parts 
The vast majority of + 
are direct to the public 
course the wartime shortages of ; 
rials which made it necessary 
equipment beyond the point wher 
vould) normally be discarded 
tended to foster this business 
Urner believes that 


sales 


but 
there wil! aly 
be mechanically trained workers 
like to handle things 
Garage mechanics are an example 
this class. Bakersfield is in the cen 
vt an oil-producing territory, whi 
means that the percentage of 

specialists in the population is hig! 
‘han normal elsewhere. Because 
is not a jobbing center, there wil 
vays be a demand from those deal 
who prefer not to carry heavy sto 
for themselves. To these Urner's 
lows a slight discount. This busines 
xpected to grow in the coming vea 


themse| 


Careful Records Needed 


One thing Phil Urner stresse: 
regard to parts—records must be ca 
fully kept and order maintained 
handling and storage In the 
building special shelving has beet 
structed running at right angles t 
‘ounter. Shelves are of such size! 
larger parts can be stored on the 
the open, while smaller items are } 
in boxes which fit into the space 


boxes in turn have smaller by 
which fit inside them, for screws, wa 
ers and similar part- iten 


stocked, the record of then 


(Continued on pad 


“OUR MR. PEMBROKE WAS WITH THE ARMY IN INDIA" 
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| * Be sure to attend your Electric Household Utilities Corporation, Chicago 50, Illinois 
| Thor-Canadian Company, Ltd., Toronto, Canada 
Plants in Chicago, Bloomington, Ill.; El Monte, Calif.; 
Toronto, Canada; London, England 
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for your whole Fluorescent Line 


When you sell G-E Watch Dog* fluorescent starters, you build 
more business for yourself in three ways: 


1 Once a customer tries Watch Dogs — once he sees how they 
put an end to BLINK and FLICKER — he'll be back for more 


until all his old starters are replaced. 


2 Users who simplify their fluorescent lighting maintenance by 
using Watch Dogs on your advice will be likely to make your 
store their “fluorescent headquarters.” They'll be in for lamps 
and other profitable items. 


3 Watch Dog users stay sold on fluorescent lighting. They'll 
want it in more and more places. Your selling job will be 
easier for your whole fluorescent line. 


The G-E line of Watch Dog fluorescent starters has a cut-out 
feature that prevents futile starting attempts under dead lamp 
conditions. Blink and flicker are eliminated, ballasts are pro- 
tected, starters last five times longer. Watch Dogs are profitable, 
widely advertised, fast moving merchandise. Ask your G-E 
Merchandise Distributor, or write for full information to Section 
G13-828, Appliance and Merchandise Department, General 
Electric Company, Bridgeport 2, Connecticut. 


* Trade-mark Reg. U. S. Pat. Of. 
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Sales, Repairs and Parts 


a file on the counter which is divided by 
makes and items. Each article is 
given a company file number which in- 
dicates the tier, shelf, and compartment 
where it may be found. When a speci- 
fic part is needed, it is a matter of 
seconds to look it up in the counter 
file and then from its assigned number 
to locate it on the shelves. As parts 
are sold or used in repair work, record 
of their disposition is entered on the 
sales slip or on the work card which 
at the end of the day comes to the office 
for record. All changes in the status 
of parts are entered in a cardex file and 
these sales or repair use are checked 
against this, giving a perpetual in- 
ventory. Each card is plainly marked 
with an indication of the point at which 
recorders should be made, so that this 
is carried out mechanically before there 
is risk of the item’s running out. Un- 
less some such procedure as this is 
observed, it would inevitably happen 
that reorders would be overlooked 
until the bin was actually empty, which 


| under any conditions would mean a 
| troublesome delay. With the frequent 


shortages of recent years, such delay 
would be serious. 
The shop uses a variety of forms, 


| keeping a record of every transaction 


and providing a summary which shows 
at a glance just the state of affairs for 
the day or month. Special pickup 
order forms are used where the article 
is collected at the home. These provide 
for listing any parts missing at the 
time of collection and afford space for 
an itemization of the bill, listing labor, 
parts used, sales tax and delivery 
charges. The customer signs it on 
completion of the work, acknowledging 
receipt in good condition and accept- 
ance of the charges. 


Shop or Home Work 


Work brought in to the shop or re- 
paired in the home ts handled in a 
similar way. The work order indicates 
whether it is shop or home work, the 
time preferred for call at the home and 
other pertinent items. If the article is 
one sold by the store, it is noted when 
free service was completed, whether 
the order is to be handled COD or 
whether a charge account is approved. 
Space is left to check whether the cus- 
tomer will call, and if she is to be noti- 
fied and when the notification has gone 
out. If special parts must be ordered, 
a colored shop memo indicates the job 
for which the item is required, the 
mechanic handling it and the exact 


, nature of what should be ordered. One 


copy is attached to the job and the 
other goes to the office where the 


| ordering is done. An extra stub on 


the carbon of parts orders permits 
entry of such pertinent information, so 


| that when the article is finally re- 


ceived, the order against which it is 
checked will show where it should go. 

Bills to customers provide space for 
a record of the order number and give 
an itemized statement of labor costs, 
material sales tax and delivery labor 
charges. At the foot is the firm’s guar- 
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antee of 90 days on parts and 
performed. It is specified that: « 
cannot give an unlimited guarantee 
cause sometimes we must cuntiny: 
use parts which show wear and sh 
be replaced, but are not at this tine 
tainable.”” Unless a general over} 
is made, no guarantee is made ag) 
trouble which may develop dy 
failure of parts not involved 
specific repair carried out. 

In the office a summary of the 
transactions is made on a single 
which indicates the counter sales, ¢ 
parts, outside parts, outside labor , 
delivery labor for the period, by jr 
vidual jobs and by totals. Should, 
customer phone in to ask the stat 
work on her repair, it is possibl 
check this by reference to these var 
records. In one file entries are by 
number, in another by alphabet 
entry of customers’ names. Word y 
be there as to when the necessary ; 
was ordered, if such was required 
all details necessary to answer the qu 
tion without having to ask the shop 
special information. In case of 
plaint after the work is completed, : 
entire record is available to show ¢ 
actly what has been done.  Becay 
bills are itemized and customers ac 
the record at the time of payment, hy 
ever, complaints are extremely ini 
quent. 


When Appliances Arrive 


\ppliances are beginning to come 
again and of course the time is com 
when this department of the busin: 
will again take the lead. But the » 
has given the firm resilience. It w 
maintain its varied forms of merch: 
dising, with emphasis on appliances 
they are available. It will continue 
make service work a specialty an 
thanks to its handling of its own part 
it expects to make a profit on this 4 
partment. And it will continue 
retail selling of parts to whatever ¢ 
tent the community continues to patro 
ize it under peacetime conditions. It 
a pretty stable base from which to co 
duet operations 
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“What does he guard?” asks the lady. 
“The color of your toast, Madam,” I replied. 
“But doesn’t any toaster do that?” she questioned. 


“No. Proctor toasters are different,” I explained. “It’s the only toaster 
that automatically changes the toasting time—to get the same color 
toast from moist bread or dry—even though the moist bread may 
take three times as long to toast.” 


“How’s that?” she said. 


“Because the color guard thermostat stands up next to the bread, 
and when it gets to just the right heat for the color you want, pops 
it up. Since the color guard only works on the temperature of the 
toast you can even put cold toast back in and pop it up at fresh 
toast temperature without burning.” 


“My, my,” says she,” Where’s the’Color Guard’ been all my life?” 


PROCTOR 


IN APPLIANCE 

MERCHANDISING 
PROCTOR ELECTRIC COMPANY, PHILADELPHIA 40, PENNSYLVANIA 
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Cincinnati 
bakes Cake 


Interest in all things culinary runs oven hot in Greater Cincin- 
nati during the nine days when the Pure Food and Health 
Exposition is host to more than o quorter-million men and 
women from 30-odd states and when the Times-Star 
Cooking School instructs and entertains 50,000 women at 
the same time. The self-rising enthusiasm with which public 
and merchant alike welcome the Food Show and Times-Star 
Cooking School are in no way different from the currency 
and courtesy treatment Greater Cincinnatians accord all good 
things. Wise advertisers profit from this buoyant enthusiasm 


by advertising their products to Cincinnatians 


Excluding colored funmies, brown sections and magazines 
Cncinnot: daily newspopers. during the five months ending 


in May, corried the following genera! display linage Times 


Stor, 1,063,278. other evening paper, 681.620 moring 


poper, 483.959 Sunday poper, 239 698 


WULBERT TAFT, President 
ond Editor-in-Chief 


sms. STAR ADVERTISING OFFICES 


NEW YORK 17. NY 
60 East 42nd Street 
Albert H. Parker, Mgr 


CHICAGO |, ILLINOIS 
333 North Michigon Ave 
Fred D. Burns, Mgr 
WEST COAST REPRESENTATIVE 
John E. Lutz, Chicago 11 
... IN ADVERTISING 435 North Michigun Ave 


San Diego Rechecks 
Its Prospect Lists 


F there are any sections of + 
I country which are still using es 
mates based upon surveys of custome 
intentions made a year, or even a fey 
months ago, they will be interests 
in the tindings of the firm of Knighy 
& Parker, recognized authorities 
public opinion surveys, who have fe. 
cently rechecked their findings at thé 
request of the San Diego Gas & Elec! 
tric Company, comparing buying inter 
tions of customers of that utility tod, 
as compared to those disclosed ir 
survey made last fall. 


Latest Findings 


According to their present finding, 


| only 34.2 per cent of San Diego Count 
| families naw plan “an early purchas’ 


| of some electric appliance, and but |} 
| per cent expect to buy a gas appliane: 
This is far below last year’s forecast 
Of those who expect to make an ear) 
purchase, 53.6 per cent will be buying 
for the first time, 46.4 per cent wi 
be replacing wornout appliances 


Won't Buy First Device 


Contrary to the opinion of man 
customers have no intention of buying 
the first article which appears on the 
market. Asked, “Will you purchase 
the first make available ?”, 17.4 per cen 
of those intending to make «1 
trical purchase said “yes,” but 8(4 
per cent said “no”, while 2.2 px 


were uncertain The reasons give 
by those whose answer was “no 
were: “Prefer certain make” 47 pe 
cent: “Better material later” 13.1 p 
cent; “New features later’ or othe 


reasons 7.6 per cent. In other words 
five out of six persons will not simp! 
jump at the chance of buying an elec 
trical appliance or radio—they are 
| brand conscious, they want to be sur 
that what they buy contains the | 
material, they are desirous of having 
the advantage of new features whic! 
may be developed later—they are going 
to have to be “sold”. Sales training 
programs and promotional plans of the 
industry are extremely timely 


rest 


“FOODLE ALWAYS TAKES HIS VACATION 
RIGHT HERE IN THE STORE!" 
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DELCO RADIOS 


Here are the first of the Delco models .. . ) = 
vanguard of an exciting new line of home 
radios! Into them have been built eye-catch- 
ing beauty ina variety of cabinet styles—a MODEL R-1234—Plastic, Ivory Finish. 5 Tubes 


rh Plus Rectifier. A.C.-D.C, Also available in Plas- 
e- thrilling new kind of performance... Soon, tic, Mahogany Finish, Model R-1235. 


others will be added, including F-M models, 
L to make up a com- 
plete line of consoles, 
ry combinations and 
Ase portables ... all reflect- 
ing advanced engi- 
neering and design. 


Maker of the original- 


MODEL R-1232— Wood, Wainut Finish. 
equipment radios for all 4 Tubes Plus Rectifier. A.C.-D.C. 


General Motors cars, sup- 
plier of radios and electronic equipment for 
the armed forces, Delco Radio has made full 


use of its engineering experience to provide, 
in this great new line, the best of all that’s 
new in radio. 


MODEL R-1230—Plastic, White Finish. 4 Tubes 
Plus Rectifier. A.C.-D.C. Also available in Plas- 
tic, Mahogany Finish, Model R-1231. 


| 
———— j 
| | 
\ | DELCO RADIO—A UNITED MOTORS LINE ~ 
Deleo home and avto radios are ) 
Motors Service distributors. 
; MODEL R-1236—Plastic, Ivory Finish. 5 
Tubes Plus Rectifier. A.C.-D.C. Automatic 
ON 
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Weoor PLASTIC HAN- 
OLE scientifically designed 
to fit the hand comfort- 
ably. Reduces fatigue. 


DIAL finger-tip 


temperature control as- 
sures accurate heat for 
silk, rayon, wool, cotton, 
other fabrics. 


EMBEDDED 
HEATING ELEMENT insures 
fast, even spread of heat. 
No “hot spots” to cause 
scorching, sticking. 


WEIGHT AND 

BALANCE for effortless 
ironing. Weight just right 
to save “‘bearing down” 
and backtracking. 


LIGHT 
goes on when temperature 
is just right. Ends guess- 
work. Protects valuable 
fabrics. 
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oes (xm) TEL-A-MATIC IRON has 
werything it takes to make a hit 


ith women—pile up profits for 


Jealers — outsell competition 


he Genie’s profit song about the ~-KM~Tel-a-Matic Iron 
ally “‘sends” women—your way! 


jo iron at any price could offer more! Every feature 
ractical, too. None of the bothersome, complicated 
wdgets women shy away from! 


M~— and no other—has the patented Dur-a-Life Em- 
wedded Heating Element. Heat right in sole plate, next 
» fabric, spreads quickly, evenly. Saves current. No hot 
nd cold spots to drag, stick, wrinkle! 


Electrical Servants’ unsurpassed beauty, simplicity, 
vanced design sell them at sight. Let the Genie sing 
is song of profit in your store...Stock the complete 
ne through your ~KM~ Distributor now! 


NAPP-MONARCH CO. 


ST. LOUIS 16, MO. 
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Wise shoppers everywhere... 


..-from dealers they find 
advertised in the Classified 


Men and women in your community, as in every city and town, 
have been using the Classified section of the Telephone Directory 
because it is a real aid in solving their everyday household needs 
and problems. 

One of the reasons for the Classified’s continued popularity 
is the easy-to-find information that saves buyers many steps and 
valuable time. It renders a genuine service. 

Day and night, people get real help from the Classified —in 
their homes, in their business offices and at telephone pay 
stations. One Classified user put it this way—“I just 
couldn’t get along without the Classified.” 
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Evolution of the 
Vacuum Cleaner 


CONTINUED FROM PAGE 57 


Showing how extensions are locked on, pre 
venting loss of any vacuum. 


moving current of air traveling through 
a hose attached to the nozzle, hit ali 
baffle as it entered a large metal dust 
collector placed beneath the power 
unit. The baffle took the momentum 
out of the dirt and directed both dirt 
and air around the sides of the dust 
collector. The centrifugal motion of 
the air stream kept dirt particles away 
from the center of the collector and 
the large space (in comparison with 
the hose) underneath the power unit 
reduced air velocity sufficiently to 
cause the dirt to drop—by gravity—to 
the bottom of the container. 


Filter Removed Dust 


This left the air relatively free of 
dirt and able to pass almost unimpeded 
upward through a disposable filter that 
removed even the finest particles of 
dust. Virtually no back pressure was 
(Continued on page 84) 


The blast of air from a % hp. motor is 
sufficient to cause a light bulb to float in 
mid air under its pressure. 
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wer cactiee pis * nce mat gro7e™ goods 
t cer app® akin’ 
— FR sk is* pest 
EXECUTIVE SALES TION of AMERICA | | | 
is 
OFFICES * $5 WEST 13th STREET | 
4 NEW YORK 11, N. 
Y, NEW JERSEY \_ 


POLL STAR 


THE VOTERS: 900 socially prominent women registering 
at New York hotels in 1945 


THE CANDIDATES. All decorating-building-gardening magazines. 
NOMINATED AS PREFERRED MAGAZINE: House & Garden, by a margin 


of 178% over the nearest opponent. 


You don’t need a poll to prove that Housing has top preference 
in the nation today. But did you know what magazine 
has top preference in the housing field ? 
The figures above tell the answer... and it’s good news 
for House & Garden advertisers. You can sell your product to 
top families everywhere . . . by taking advantage of 


House & Garden’s \ead with the leaders. 


House Garde 


(©1940, THE CONDE MAST PUBLICATIONS INC 
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Evolution of the 
Vacuum Cleaner 


CONTINUED FROM PAGE 82 


created because of the fact that th 
filter itself was exceptionally efficien 
and the centrifugal motion of the ai 
in the dust kept the outer surface oj 
the filter “washed.” Since the filter wa; 
replaced each time the collector was 
emptied, the cleaner maintained high 
level efficiency throughout its life. 

The result of this strategy was ; 
create a cleaner that not only handle 
easily and performs, normally, with. 
out the use of a brush (the brush j 
put in operation only to pick up lin 
dog hair, etc.) but-which is complete); 
emptied of all dirt simply by unlateh- 
ing the power unit—then turning the 
dust collector upside down over a tras) 
can. 


Air Movement 


Air movement through the Filter 
Queen is accomplished by use of tw 
rotating impellers 45/16 in. in diame. 
ter connected in tandem and turning 
at the rate of 13,000 to 15,000 RPM 
Each impeller is statically balanced to 
reduce vibration and noise and the 
whole is driven by a 2/3 hp. motor 
large enough to assure adequate suc- 
tion regardless of load. 

Another feature of the cleaner is a 
built-in silencer to reduce air move- 
ment noise. 


Hand-made Models Tested 


“Six hand-made Filter Queen models 
were built,” says Mr. Kramer, “and 
we put them in hotels, apartment 
houses and homes where we knew thie) 
would see plenty of service. We were 
afraid some unknown bugs would de- 
velop. They worked like a charm, how- 
ever, and we were finally convinced 
that they were mechanically correct by 
a test made by one of the country’s 
largest communications systems.” 

The result has been, he says, a 
cleaner with efficiency not reduced by 
accumulated dirt and with the cleaner 
bag eliminated, thus making another 
milestone along the route of cleaner 
improvement. 


Here is a phantom view of the Health-Mer 
cleaner assembled. 
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RADIO 


YOU'LL SEE THE TOBE°TAG ONLY ON 


FREE OF RADIO NOISE INTERFERENCE! \ 
ACTUAL SIZE 
x 156" 


Soon, 
So, 


@PEG, TRADE MARK 


gineers will assist yours in 
eliminating noise, Wire for details. 
APPLIANCE DEALERS! Increase sales—~ 
reduce customer dissatisfaction-—~by 
selling Tobe Filterized appliances. 


We don’t make electrical appli- And for appliances designed in the 
ances, but Tobe Filterettes do make 
appliances radio-silent—no matter 
who builds them. And that radio- there are inexpensive, easily in- 
silence—attested by the eye-catch- 

ing blue and yellow FILTERIZED _ Stalled Filterettes that stop their 
tag—may well be the clincher when 
buyers are comparing values. Look 
for this sales-building feature when 82 noise sources and the correct 
choosing appliance lines—you’ll 
find they sell easier when “FILTER- 
IZED.” day for your free copy. 


years B. F. (Before Filterizing) 


radio noise. Catalog 468-ME lists 


Tobe Filterette for each. Write to- 


CANTON MASS... 
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Biography Roaster 


rolling off in steadily increasing volume. 
ere First to get 


ut a prophecy of future 
retailers W 


Past performance is b 
progress. On the opposite pase is a record Westinghouse 
illustrating why Westinghouse Roasters have Roasters. True, not as many as they could 
always been First in sales. It’s because they sell. Nevertheless, there will shortly be 
have always been First in quality and First enough to fill a reasonable share of accumu- 
lated orders. j 
can now Look 


We are confident that you 


in exclusive features. 
d. In less than 
ters but to the 


WEST INGHOUSE 


Plants in 25 Cities, 


Now let’s take 4 look forwar 

a month after V-J Day, Westinghouse Roast Forward. Not only to Roas 

ers were in production and they were first twenty and more other popular items in the 

to appear on the market. Right now the Westinghouse Full Line of electric home 

assembly lines are moving with Roasters appliances - - - real Firsts for profitable sales. eit. 
ELECTRIC CORPORATION APPLIANCE DIVISION MANSFIELD, OHIO 
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FIRST 
Fiberglas insulation ysed in roaster 


FIRST FIRST 
Electric timer for use with roaster 


Time-Temp shelf in roaster 


FIRST FIRST 
alibrated to range 


Roaster broiler with grilling surface Roaster control ¢ 
temperature settings 


FIRST—in sales; Westinghouse retailers rang UP 40% of the 


roaster industry dollars in 1941. 
OADCASTING COMPANY NETWORK 


A.M., E.D.T., AMERICAN BR 


TUNE IN TED MALONE, MONDAY, WEDNESDAY, FRIDAY 11:45 
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EVER WALK INSIDE A 


40-foot SMITHway Permaglas Tank? 


HUGE SMITHway tanks like this—a single piece of glass- 
fused-to-steel—are used by leading brewers everywhere to 
guard the purity of their beers. Sparkling blue and mirror- 
smooth, the lustrous interior resists all rusting and corroding. 


THAT’S WHY SMITHway Permaglas Water Heaters, too, 
CANNOT rust or corrode under any water condition. The 
glass-fused-to-steel tank ends “tank rust spots” on laundry, 
corrosion stain in the bath. 


Permaglas. Water Heaters store and —_—-—— 
deliver hot water clean as the 
source itself! 


SMITH way 


A GREAT AID TO SALES ‘ 


The same manufacturing mastery that 
produces huge glass-lined tanks for 
brewers and food processors, pro- 
duces Permaglas Water Heaters. 


It's the most dramatic new sales ‘ 
story in the appliance business. Send 
for it today...ask for “The Inside 
Story of Permaglas.” 


} 
A.O.QMITH Corporation 
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The Specialty Store as a 
Department Store Branch 


The salesman has but a short dis- 
tance to drive on a follow-up call and 
the same short haul again if he carts 
his prospects to the branch outlet for 
a special demonstration to clinch the 
sale. There, where the appliances may 
be compared under one roof, he can 
show a wide range of lines and models. 
In household retrigerators, for ex- 
ample, Mr. and Mrs. will find the 
popular-selling models in the lines 
manufactured by Frigidaire, General 
Electric, Kelvinator, Philco, and West- 
inghouse. In the washer section: Ben- 
dix and Westinghouse automatics, 
Easy spinner, and five leading brands 
of wringer models. It’s the same in 
ranges, cleaners, and so on through 
the list of applainces. 

The bigger the sales ticket, the more 
likely Mr. and Mrs. will be in together 
on the selection and purchase of the 
appliance—and nights often present the 
most convenient time for them to do 
so. The appliance department in the 
main store of course only is open until 
nine o’clock one night a week as a 
service to such customers. 

Currently having little merchandise 
to sell, appliance outlets along the 
avenue near the Suburban Appliance 
Center now close early, Thursday 
nights excepted, as suggested by the lo- 
cal Chamber of Commerce. When prod- 
ucts again flow normally and competi- 
tion stiffens, however, this condition 
easily could change in a hurry. Late 
hours every night again may become 
the rule. While the department in the 
main store is in a poor position to 
meet such tactics, the branch could stay 
open late and swap punches evenly 
with the rest of the boys. 


Store Location and Layout 


Bamberger’s new outlet, about five 
miles from the main city store, is in 
East Orange’s centralized shopping 
section. The population of the com- 
munity is 68,945. Newark proper has 
a population of 429,760, exclusive of 
any suburbs. 


CONTNUED FROM PAGE 49 


The building has a bit less than 
5,000 square feet of sales floor area, 
main floor and the basement. The 
windows, having a shallow, low base 
on which only small radios and traffic 
appliances are displayed, allow passers- 
by an unobstructed view of the entire 
main floor. In the rear of the store 
there are adequate parking facilities 
for the convenience of customers. 


Store Arrangement 


A fair idea of the store arrange- 
ment, as now perfected, may be gath- 
ered from the accompanying pictures 
The view of the store front pins down 
for us the location of the refrigerator 
section, at right, and the traffic appli- 
ance display, at left. The cleaner sec- 
tion, contained in a compact semi-cir- 
cular fixture, sweeps out from the right 
wall at the end of the row of 12 refrig- 
erators. Leaving the traffic appliance 
display, the customer next passes a 
curving line of ten washers standing 
well out from the left wall, arcing close 
to the center of the floor, across from 
the cleaner section. Other washers, the 
automatics, are up against the left side- 
wall. 

Also on the forepart of the floor, in 
the central area framed by the afore- 
mentioned departments, are a number 
of other major appliances, for the most 
part single units placed there to let the 
customer know these products also are 
stocked in the store. Among these are 
a home freezer, ironer, water heater, 
several ranges, etc. 

Passing the cleaner section, the cus- 
tomer moves into the radio department 
—unless bearing more to the right and 
taking the stairway to the basement. 
The first fixtures in the radio depart- 
ment display 27 small radios, all live 
for the customer’s self-service demon- 
stration in the event a salesman does 
not happen to be free. Stock is car- 
ried in base of fixture. 

Lastly, on the right side of the store, 
is a rounded bay displaying the larger 

(Continued on page 90) 


Custom-built kitchen designed by Cox Kitchen Co., in left rear corner of store. 
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WARWICK MANUFACTURING CORPORABOM 
4640 WEST HARRISON STREET - CHICAGO 44,ILLINOIS . 
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D JACKET’S 


AS SIMPLE AS 
A-B-C 
The Model “SA” Water Soft- RS 
ener is the most advanced de- 
sign in water softener history. ; 
Actually its principle of oper- 3 
ation is a revolutionary de- ; a 
velopment made possible by 2 
consistent research upon the b 
part of Red Jacket Engineers. y 
There is no other unit like it. 


Super - Exchanger material 
makes possible a greater 4 
capacity than ever before 


combined with the ability to 
remove iron as well as hard- 
ness at the same time, 


Regeneration is so simple a 10 
year old child can do it. Only ; 
two valves to operate, the Se ‘ 
main control valve and the S Model SA 
waste valve. Everything else 
is automatic. The unit oper- 4 
ates downflow in_ service. 
During regeneration the flow Vhat M4 
is upward and the Super- 
Exchanger material is washed, brined and rinsed without any attention 
on the part of the operator, whatsoever. Never before has so much 
convenience been packed into such an efficient softener. 
IT 1S SIMPLICITY IN EVERY SENSE OF THE WORD 
te GREATER CAPACITY — FEWER REGENERATIONS 
— because of Super-Exchanger material. 
£ te REMOVES HARDNESS AND IRON — at the same 
ime, 
% SIMPLE REGENERATION PROCEDURE — Only threo 
steps necessary; A-B-C. 
% BEAUTIFULLY FINISHED — in sparkling white enamel 


with chromium plated trim. Worthy of installation any- 
where in the home. 


%& SIX SIZES TO CHOOSE FROM — a size for every 
home. 


Contact your jobber today for complete information 
about the Model "SA" 
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The Specialty Store as a 
Department Store Branch 


CONTINUED FROM PAGE 88 


Also in basement is a lecture-demonstration kitchen where 100 people can be 
seated. 


radios. This is faced by a group of 
combinations, lending a feeling of pri- 
vacy to the person entering the bay. 


Here, too, all sets are connected. 
Across the floor, in the left rear 

corner, is a custom-built kitchen dis- 

play designed and installed by the Cox 


Kitchen Co. This is referred to as a 
quality planning kitchen. 

The stairway to the basement leads 
into a model kitchen, in the right rear 
corner, used for lecture-demonstrations 
several times a week by 
ating organizations. 
be seated fortably. 

The the basement sales 
floor is given over to displays of appli- 
ipled on the floor and 
packaged 
wall and 
corners so that prospects 


various cooper- 
One hundred can 
here con 
balance of 
ances Sat mein 
features a_ series of 
kitchens ranged 
around two 


also 
along one 


can see exactly how each package 
would appear in their own homes. 
Ranges occupy thi naining floor 


A partition blocks off the stock 
room for small appliances. 


space, 


Departments Suggested 


Departmentalization of the various 
sections is suggestive rather than 
Aside the necessary 


ying displays, there are no 


physical. 
fixtures cat 


trom 


panels, partitions, or other screening 
factors anywhere on the sales floor. 
The illusory effect of 
tween sect 


separation be- 
attained chiefly 
through clever decorative treatment of 
walls and pattern in floor covering. 
The placement of fixtures and appli- 
ances on the floor completes this de- 
partmentalization. The walls are 
painted in soit shades of yellow and 
green. 

Throughout the branch, the lighting 
is fluorescent. Although the fixtures in 
the basement are exposed, diffused 
illumination is provided on the main 
floor by fluorescents recessed into the 
ceiling. The window is lighted by the 
usual spot and flood lamps. 

Appliances which can be carried out 
by the shopper are stocked in the 


ions is 


AUGUST I, 


branch. Major and other bulky or 
heavy appliances are delivered from 


one of the company’s three warehouses 


located conveniently near the Fast 
Orange area. 
Charles Stouffer, branch manager, 


heads the staff of five salesmen and one 
clerical worker currently employed 
here. Until the market develops 
further, there will be no outside selling. 
Specific plans for this phase of the 
operation not yet been com- 
pleted. On one point there is definite 
agreement, according to Harold F. 
Ritter, department manager of appli- 
ances at the main store and the man 
who handles the buying for the branch. 
Ritter says there will be no random 


have 


doorbell pushing whatsoever. As in 
the main store appliance department, 
salesmen’s remuneration at the branch 
is on a commission basis. 


“AND DID YOU FIND OUR ELECTRIC MUSCLE 
BUILDER EFFECTIVE, MISS CARLTON?” 
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‘ 
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Wo 
WS 
y 
WEG. COMPANY | 
VENPORT, 1OW 
El 


Though much can be said about marital bliss, 


G-E HERALDER 
suscratasm Everyone knows you can never say this— 


That once people marry they always agree 
On every selection, from neckties to tea. 


So General Electric finds that it’s smart, 
To reach men and women—(now, please, don’t depart), 


For this operation can be economical 
Your budget will clearly read, “unastronomical,” 


*Cause the American Magazine double-exposes 
Your ads to both sexes, it’s under both noses. 


Double exposure—the outstanding buy —~ 
Makes certain both sexes will give you the @» 


Decision! 


We 


DOUBLE-EXPOSES 
ELECTRICAL ADS 
TO BOTH SEXES 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N.Y. 
PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, WOMAN'S HOME COMPANION 
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CHARLIE 

McCARTHY 

sets a horrible 

example, 
a 
y GET 
Fred 
Charl 
treme 
GROUCHO MARX 
gives “light touch” page 
to bulbsnatching. 
Liber: 
he $ wT gr 

wr hanc 
> of re 


Don't miss the Gala Premiere... featuring FRED ALLEN! 


Here’s the first ad in G-E’s new Bulbsnatching series. Look for it in the 
August 17 issues of Saturday Evening Post and Collier's, in Look, August 20 
and Liberty, August 31. Clip it ow and post it near your G-E lamp counter. 
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EDGAR 
BERGEN 


knows bett 
than to 


GEORGE BURNS: 


when he catches..« 


Pr... 


GRACIE ALLEN 
in the act of 
bulbsnatching. 


HOLLYWOOD’S LEADING COMIC STARS 


a now appearing in 


GREATEST BULBSNATCHING 


GET SET FOR A MIRTH-QUAKE in lamp sales . . . with 
Fred Allen, Groucho Marx, George Burns and Gracie Allen, 
Charlie McCarthy and Edgar Bergen. These stars bring their 
tremendous “box-office” appeal right to your hometown in the 
pages of Life, Collier’s, Saturday Evening Post, Look, and 
Liberty—to build bigger lamp bulb business for you. 


WHAT A PLOT! Imagine the eye-catching power of 
hilarious situations with these beloved comedians caught red- 
handed at BULBSNATCHING, that all-too-familiar practice 


of robbing one lamp socket to fill another. 


is 
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WHAT A SALES MESSAGE! .. . That sets the stage for 
G-E’s new fall bulbsnatching campaign, a big push behind your 
lamp sales. These ads will roll ’em (your customers) in the 
aisles ... yes, and bring ’em into your store to stock up on G-E 
lamps. Bulbsnatching is G-E’s own exclusive, sales-proved lamp 
promotion. It works for you, because it gives your customers 


the incentive to buy now! 


WHAT A PAYOFF!...So climb aboard the bandwagon with 
these Hollywood bulbsnatchers and push G-E lamp sales while 
this persuasive campaign has your customers in the “buy 


now” mood. 


and REMEMBER! 


...the TIE-IN is the CASH-IN! PLAN 
NOW to help this campaign boost 
your lamp business. Watch for the 
colorful tie-in display which will reach 
you in September. Use it prominently. 
And remind customers to stock up 
with G-E Lamps... the lam, ~ that 
Stay Brighter Longer! 
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MR.PLUE SAYS IN 20 YEARS 
HE HASN'T HAD ANY RE- 
PAIR. EXPENSE ON HIS 


AUTOMATIC WASHER: 


The new line of Automatic 
DUO-DISC Washers has been de- — 

signed to outsell, out-perform 
and outlive any washers you've 
ever seen. Selling Automatics 
should net you more because 
of fewer service calls. Remem- 
ber, too, enly the Automatic 
Washer offers the “DUO-DISC” 

feature. Why not get Automat- ' 

ic’s 1946 Dealer Proposition 
from your nearest Distributor? 


(Name on request) 


OMATIC WASHER COMPANY | 
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There's Danger 


In Down Payments 


Swelling Volume of Refunds 
Spells Trouble for Dealers 


UR old friend Mrs. Rumblebumble 

wants a new refrigerator pretty 
badly. She has gone into the store of 
Mr. X and plunked down $25 to retain 
her place on his priority list. 

Comes the day when a trickle of 
refrigerators starts coming through, 
and she spies the brand she wants in 
another dealer’s window ready for im- 
mediate delivery. 

Back she trots to Dealer X, tells 
him she can get it elsewhere right 
now and asks for her money back. 

Dealer X looks dismayed. 

During a long period of waiting he 
has eaten up that down payment. It 
has gone to help him keep the store 
open. He's sorry and if she will give 
him a little time, he will take care of 
the matter. 

That is just where a small cloud, the 
size of a man’s hand, is looming in his 
appliance business. Let the word get 
around that he can’t refund one down 
payment, and the dealer soon has a 
rush of priority customers, like a de- 
faulting bank. The run is on. 


Keep Them in Escrow 


Now the catch in this whole situation 
is the fact that failure to refund a 
down payment constitutes embezzle- 
ment in many states in this land. Mrs. 
Rumblebumble has just to see the dis- 
trict attorney, or the Better Business 
Bureau and the fat is in the fire. Ona 
big deal, it is often possible to quiet 
the creditor. With dozens of small cus- 
tomers, somebody is nearly always apt 
to blow the whistle, or walk up to the 
police station and sign that complaint. 

Best way to handle these down pay- 
ments is to keep them in escrow. 

Another phase of the appliance busi- 
ness that is causing trouble is the 
racketeer. 

In Memphis the other day a man 
from the police department called on a 
prominent dealer. The dealer looked 
surprised and asked, “To what am I 
indebted for this visit?” 

“It’s this way,” said the copper, 
“there are a lot of guys running around 
town ringing doorbells. They will say 
to the madam, ‘we’re ready to deliver 
new washers (naming a_ favorite 
brand). Are you ready to make a down 
payment on it?’ Of course the house- 
wife ponies up $10, $15 or $25 and gets 
a receipt and off goes the man. A few 
days later she calls up the dealer for 
that particular brand of washer and 
says ‘How come?” Where’s that washer 
I made a down payment on?’ 

“What we'd like you to do is to 
start taking down payments and adver- 
tising the fact. Right now as long as 
the recognized retail outlets of the 
popular makes do not take care of this 
at once, the field is going to be wide 
open to all sorts of sharks.” 

From one city comes the story of a 
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man who got a dealer list of customers, 
and by mail collected all sorts of down 
payments on appliances that were never 
delivered. From San Diego comes a 
yarn about a gentleman who filled his 
pockets with down payments and 
skipped to Canada. 

Even the small towns are being in- 
vaded by peddlers, as evidenced by the 
following editorial from the Newhall 
Signal and Saugus Enterprise, a Cali 
fornia newspaper. 

Says F. W. Trueblood, publisher 
“Tt begins to look like the first product 
of reconversion in the United States 
will be a host of swindled customers 
Fly-by-night agents are taking advance 
orders, accepting heavy cash deposits 
on refrigerators, washing machines 
radios, made by unknown companies 
Deliveries are to be made (if ever) at 
some date in the future. 

“A big percentage of suckers are 
placing the orders and putting down a 
deposit and will never be heard from 
again. Others may get their appliances 
but what will their appliances be?’ 
Orphans, quickies, hastily fabricated by 
unknown snide shops, all of which will 
fold up and disappear as soon as legi- 
timate, standard merchandise comes on 
the market. 

“Solid, reliable appliances are coming 
back before too long. They will be 
made by nationally known factories 
and sold by your own dealers in your 
own town. They will be backed by 
bona fide guarantees of continued re- 
pair service, They will give you your 
money’s worth. 

“Because you need that new wash- 
ing machine so badly you can almost 
taste it, don’t buy an unknown machine 
made by a nameless factory and 
peddled by a stranger. That is the best 
way to get trimmed. Hold on just a 
little longer, and buy an appliance mace 
by folks you know.” 


PITKIN PAPER PLATE al 


U 


“PERSONALLY, | THINK YOU'RE WASTING 
YOUR TIME.” 
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with ODORLESS, FLEXIBLE PLASTIC SEPARATOR 


The “Lady Fairfax” ice cube tray 


meets the demand for trays for refrigerators 
now in use, and also offers an easy, con- 
venient means of obtaining perfectly form- 
ed cubes. Sturdy attractive aluminum trays 
of smart design, colorfully complemented 


by plastic cube separators. Available in 


six attractive pastel shades. 


Flexible, odorless, plastic separator re- 
leases cubes instantly. Longstanding de- 
mand among housewives, plus the eye, 
appeal of colorful plastic, make it a leader 


in any housewares department. 


Trays are standard size — fit virtually any refrigerator — 1% x 4 x 11's. Each complete 


tray boxed individually; twelve to a carton; two of each color. AVAILABLE NOW! 


BLUE 
VERMILLION 
GREEN 
AMBER 
PINK 
ORCHID 


, 
4 


ICE CUBE TRAY 


FAIRFAX-MARSHALL CO. 
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903 McGee St., Kansas City 6, Mo. 
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Nickel-Chromium : 
Resistor Wire | 
That First Made 7 
Electrical Heating 
Practical! 


High electrical resistance plus a remarkable resistance to 
oxidation! These two basic requirements of a good, long-lasting heating 
element were first found in CHROMEL forty years ago. Proof that 
CHROMEL still possesses these characteristics to the highest known 
degree is the fact that, despite endless research, no basic changes or 
improvements have been made in CHROMEL'S original famous formula. 


NICKEL. CHROMIUM 
WIRE 


Remember these facts when you're approached with a new line of 
electrical heating appliances. Remember, too, that if they're made with 
CHROMEL, they're made to sell . . . and stay sold! 


HOSKINS MANUFACTURING COMPANY - DETROIT 8, MICHIGAN 


LOOK FOR 


IN THESE 
PRODUCTS 
you 
SELL 


PAGE 


What College Girls 
Think of Appliances 


CONTINUED FROM PAGE 


It seems that when a girl had , 
mechanical bent she did almost every. 
thing. One had put a belt on a vacuum 
cleaner, another had fixed the family 
sewing machine, and putting new tube: 
in the radio was a common experience 

The girl of today is far handier with 
tools than her sister of a decade or s9 
ago. Fully 93 of the 133 girls answer. 
ing the questionnaire revealed that the 
had used a number of tools. Some 38 
replied that they were still helpless 
Here are the tools these girls acknowl. 
edge having had personal experience 
with: 


(E) Have you ever used any tools outside 
of a screwdriver or pliers- 
10 


Soldering iron 
Screwdriver 
Tire pump 
Sig caw ..... 


Plunger ... 
Hand saw 
Wire cutter 
Knife as tool 
Tweezers ... 
Bicycle pump .. 

Nail file 
Scissors . . 
Power tools ........ 


Scythe 


Appliances today are enjoyed by 
every member of the family, it appears 
Girls can operate and use anything in 
the home that they feel capable of 
Only eight of them said that they were 
restricted in the use of any appliance 
These exceptions were usually hair 
driers or electric shavers. 


ELECTRICAL MERCHANDISING was 
curious as to whether the daughter o! 
the upper crust family ever helped 
about the house. Was she a dainty little 
flower who played while a maid did 
all the work? From the answers it 
appears as if this young lady is get- 
ting a practical training in the home 
that was often lacking 20 years ago 
At the age of 15 the following numbers 
of the girl students reported they were 
able to do the following: 


(F) At the age of 15 were you able to 
k 


no 3 

yes 126 
no 7 

no 27 

Take care of furnace.............. yes 4 
no (93 

Replace tubes in radio............ yes 22 
no 


Our last question was one that 
sounds like a duplicate. We had asked 
what they would like as wedding gifts 

(Continued on page 98) 
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ditioners .. . for humidifiers . 
growing every day. And Carrier has designed and built units to 
answer the public’s needs and to meet their every demand for these 


profitable business the year round. 


types of major appliances. 


Now, too, for the first time, Carrier is equipped to go to market 
through appliance dealers. Carrier Food Freezers, Room Air Con- 
ditioners and Humidifiers make up a complete line of modern major 
appliances. There are established Carrier distributors in most 


major markets. 


You will want to cash in with these products which are the result of 
Carrier’s 40 years of leadership in air conditioning and refrigeration. 
Carrier Corporation, Syracuse, New York. 


ELECTRICAL 


The demand for room air con- 


AIR CONDITIONING 


INDUSTRIAL HEATING 


MERCHANDISING—AUGUST 


Pie are three new major appliances that can bring you more 


.. for food freezers is tremendous and 


1946 


FOOD FREEZER. Truly the Freezer of Tomorrow. 
Has the much demanded front-door opening in both 
30-cu.-ft. and 15-cu.-ft. models. Thicker insulation, 
hermetically sealed —— units, plate freez- 


galore in this box. 


on three shelves. There are selling features 


ROOM AIR CONDITIONER. A mage for every room in the 
house. A unit for every b and p | office. There 
are '/2-ton window models. Larger console models for large 
rooms and offices. Units designed to meet soar” sae to- 
morrow's demand for quiet, personalized air conditioning that 
cleans, cools and circulates the air, 


HUMIDIFIER. Here's a straight, complet ble, plug-in 
device without need for engineered instal a Adds the 
right amount of moisture to dried out air. Keeps air circulat- 
ing. Scarcely larger than a table radio . . . all component 
parts are built into one attractive, compact “unit. 
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No. 1 of a series telling how Graybar helps dealers increase profits 


PERSONNEL 
TRAINING 


...@ vital part of progressive retailing... a specialized 
job in which Graybar can give you expert help 


Highly important to your success is proper training 
of the men you pay to sell your merchandise. Such 
training should include (a) fundamentals of retail 
selling; (b) specialized methods of capitalizing the 
specific features which have been built into your 
merchandise. 

Graybar Merchandising Men can help you plan 
and conduct an adequate training program. They 
know appliances and radios inside and out. Many 
of them are former dealers. The Graybar men in 
your area know your local sales conditions and can 
apply the merchandising know-how of an alert, 
national sales organization. 

Graybar dealers get lots of good ideas from 
Graybar Merchandising Men—ideas for store layout, 
local promotion, and every other aspect of modern 
merchandising. And they get local delivery of lead- 
ing lines of major appliances, traffic appliances, and 
home radio—from a solidly established, independent 
distributing organization, which is free to select 
merchandise and to make recommendations in your 
best interest. 

4670 


MAJOR APPLIANCES 
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TRAFFIC APPLIANCES 


FREE TO DEALERS! © The Protit-Fiasher” 


a handy device for rapid, accurate calculation 
of selling prices, profit percentages, etc. To re- 
ceive one of these time savers free. just ask your 
Graybar representative — or phone or write our 
nearest office. Graybar Electric Company ... in 
over YO principal cities. Executive Offices: Gray- 
har Building. New York 17, N.Y 


* Fast-selling lines... 
* profit-building ideas ... 


* time-saving deliveries... 


GraybaR 
Merchandising Department 


HOME RADIO 
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What College Girls 
Think of Appliances 


CONTINUED FROM PAGE 96 


and they replied. That was to find out 
what they wanted immediately. Ou 
next question was pointed to get the 
Stephens’ girls long-haul 
to discover what appliances they 
wanted in their homes when they 
married. 

Every girl does a lot of day dream 
ing about her future home, and wil! 
fairly go to town planning for it. The 
net of their ambitions is to own every- 
thing their parents had plus a lot of the 
new appliances that are just appearing 
on the market. For example, the auto- 
matic washer was quite high on the list. 
Dishwashers were extremely popular 
and the garbage disposer, a new item, 
was the secret ambition of 36. Elec 
tric blankets, air conditioning, sun 
lamps, electric eyes, all the items that 
are just appearing on the market— 
except the clothes drier—were on the 
list. These wishes, just as the girls 
put them down, are interesting revela- 
tions of the effect of advertising on the 
thinking of young girls. 


viewpoint 


(G) What appliances do you want in your 
home when you marry? 

All of parents and certain other items 110 

All of parents and whatever else is avail- 


able 13 
All of parents 10 
Dishwasher 74 
Disposal 36 
Television 26 
Washer 23 
Automatic washer 21 
Hair dryer 19 
lroner 18 

| Dishdrie- 15 
Electric blanket 15 
Electric range 12 
Steam iron 1 


| Electric clock 
| Grill 


Home freezer 
Vacuum cleaner 
Record player 
Toaster 

Sun lamp 
Bottle warmer 
Mixer 

Sewing machine 
lron 


Clothes drier 


Refrigerator 
Combination radio 
Electric eye 

Coffee maker 
Heating pad 

Frozen food locker 
Heater 

Roaster 

Water heater 

Air conditioning ... 
Electric bridge table 
Orange juicer 
Sterilizer 

Fan 

Door chimes 

Waffle iron 

Heating system 
Communication system 


To the best of this reporter’s knowl 
edge, this is the first survey that has 
been made of mother’s daughter and the 
impression she had received in watch- 


| ing the home operate, and it is signifi- 


cant in revealing what will be taking 
place it daughter has the money— 
when she has her own home in a few 
years hence, and begins buying. 
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Recordio its 


RECORDING INSTRUMENTS FOR 
MADE BY WILCOX-GAY CORPORATION, CHARLOTTE, MICHIGAN. 


ELECTRICAL 


ELF 


The Neo-Classic 


RECORDIO, with its triple arrangement cf radio, 
recorder and phonograph, possesses a versatility 
of performance seldom found today in other fine 
instruments. Simplicity of operation . . . recording 
is simple as 1... 2... 3, combines with tonal per- 
fection and crystal-clear reproduction to glorify 
RECORDIO beyond other comparable instru- 


ments. 


For eye appeal... rare woods fashioned into dis- 
tinctive cabinets bestow RECORDIO with rare 
beauty...in harmony with both modern and 


traditional settings. 


xs. 
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BLACKSTONE AUTOMATIC WASHER 
“AUTOTROL” / 


“AUTOTROL® is the “mechanical mind™ that 
makes Blackstone the fool-proof automatic 
washer. It times each phase of the automatic 
cycle... it opens and closes water valves... 
it shifts into high speed for the spin cycle... 
it throws a switch to stop the machine. 


“AUTOTROL™ does all this by 100% me- 
chanical movements of accurately-machined 
steel parts. It incorporates no delicate elec- 
trical contacts...no solenoids...no temper- 
amental gadgetry to fail under normal use 
or inevitable abuse. Its as rugged as your 
automobile transmission, yet as precise in 
iis timing as a fine watch. 

Only the Blackstone Automatic has the 
patented “AUTOTROL”. Only Black- 
stone dealers have this assurance of 
service-free dependability. 


BLACKSTONE CORPORATION 
Jamestown, N. Y. 


4 Division of Jamestown Metal Equipment Co., Ine. 


WRINGER | BLE IRONERS » CABINET 
IRONERS « A WASHERS » AUTOMATIC DRYERS 
AND THE BLACKSTONE LAUNDRY 
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Nation's Appliance Industry Holds 
Prices at OPA Levels, Reports Show 


Manufacturers initiate “hold the line" pledges, 
call on distributors and dealers to follow suit. 
General attitude is one of "wait and see." 


The electrical appliance industry 
was holding its breath last month— 
and, tentatively at least, holding prices 
close to the levels prescribed by a 
lefunct OPA. 

Following President Truman's veto 
f{ an anemic new bill and his simul- 
taneous prediction that price tags for 
some major appliances would show 
1 33 percent increase, manufacturers 
passed the word to distributors and 
distributors called on dealers to “hold 
the line.” 

Reports irom all over the nation in- 
dicated that late in July the line was 
still being held. Most manufacturers 
iad adopted a “wait and see” attitude. 
There was always the possibility that 
fongress would pass a new bill more 
losely fitted®to the President's de- 
mands, Neither were distributors and 
lealers anxious to endanger their good 
vill by high-flying their prices over 
essible OPA shotguns. Most of them. 
n fact, were really afraid of a bal 
looning inflation and were anxious to 
keep a tight grip on the ground ropes 
if prices. 

Led by such firms as General Elec- 
tric Co., Westinghouse Electric Corp.. 
ind Bendix Home Appliances, Inc.. 
manufacturers expressed the same de 
termination to stick to current price 
levels as did smali companies like 
the Houston-Starr Co. of Pittsburgh, 
the Eastern Co., the Pittsburgh Appli- 
ance Distributing Co., and the Okla- 
ioma City Radio Servicemen’s Asso- 
ciation. 


Producers Ask Present Prices 


Some Were Cautious. The Norge 
Division of Borg-Warner Corp. de- 
clared that no price changes were con- 
templated for the time being and 
asked its distributors and dealers to 
follow a similar policy. 

Some were hopeful. Judson Sayre, 
president of Bendix Home Appliances. 
Inc., telegraphed his distributors thus : 
“The president’s veto of OPA returns 
us again to free enterprise. The fu- 
ture of the industry depends upon the 
acceptance of this responsibility. If 
free enterprise is to continue unre 
stricted we are all charged with hold- 


By ROBERT W. ARMSTRONG, News Editor 


ing the line. Therefore we urge you to 
contact all your dealers immediately 
suggesting that they maintain present 
retail prices.” 

Similarly, C. R. Pritchard, general 
sales manager for General Electric 
appliances, told distributors, “Pres- 
ent price law status is in our opinion no 
justification for immediate price 
changes .. . We urge each distributor 
to hold present prices to retailers, and 
immediately request retailers to hold 
current national consumer prices.” 

Gwilym A. Price, Westinghouse 
president, declared that the company 
“will exercise great restraint in rais- 
ing the prices of its products in the 
period ahead . . . Only by keeping ap- 
pliance prices at rock bottom can West- 
inghouse enjoy a mass market for its 
products, meet competition and sup- 


ply a maximum number of jobs.” 

Other promises of and requests for 
price level maintenance came from 
Sonora Radio & Television Corp., 
Hallicraiters Co. Barlow & Seelig 
Manufacturing Co., Majestic Radio & 
Television Corp., the Automatic Home 
Appliance Co., the Stewart-Warner 
Corp., the Radio Manufacturers Asso- 
ciation, the National Electrical Re- 
tailers Association, the Producers 
Council, Stromberg-Carlson Co., and 
the Chamber of Commerce. 


Distributors Cooperate 
The response of dealers and dis- 
tributors was indicated by the action 
of Local Chapter No. 101 of the 
NERA, Jefferson City, Mo., which 
ran a newspaper advertisement listing 
22 retail firms who promised to “main- 


SILVER FOR SIMMONS: Richard J. Simmons, vice-president of the Birtman Elec- 
tric Co., worked for I! years as head of the Vacuum Cleaner Manufacturers Associ- 


ation, "giving unsparingly of his energy and unstintingly of his time. 


At a recent 


meeting of the Association George H. Scott (left), president of Scott & Fetzer, 
presented him with a sterling silver tea set on behalf of the members in recognition 


of his services. 
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tain the lowest possible prices on mer 
chandise conducive to good business 
management.” All-State Distribu- 
tors, Inc., Newark, N. J., made this 
pledge: “OPA or not, dealers will 
always find prices right at All-State. 
All-State is urging its manufacturers 
and suppliers to keep prices down 
All-State’s prices today are the same 
as they were last week.” Dealers in 
Roanoke, Va., declared that “price 
ceilings as established by the OPA will 
be continued in effect.” Members of 
the Richmond (Va.) Retail Mer- 
chants Association, which includes ap- 
pliance dealers, adopted a resolution 
which promised to offer merchandis« 
at the lowest possible price consistent 
with careful buying and cost distribu 
tion. 

Dealers in the northeastern states 
glued their prices to OPA limits and 
were resolved to withstand even the 
temptation to recover cost absorption 
squeezes in the hope and confidence 
that large quantities of merchandis« 
would be available in the fourth quar- 
ter of the year. A check from Wash- 
ington to Boston revealed that prices 
were remaining constant in both cities 
and rural areas. Dealers felt that 
later on increased labor costs might 
drive prices up, but that competition 
would knock them back down, thus 
leaving a workable profit margin fo: 
retailers. The general attitude seemed 
to be that the way to all-out produc- 
tion had been cleared by the burial oi 
OPA and all were unwilling to do any 
thing which might bring it back t 
haunt them once again. 


Fear in the South and West 


Dealers in the South were also hold 
ing the line, but unlike the Easterners 
they felt no confidence in the future 
Wary eyes were turned toward manu- 
facturers and many seemed to fee! 
that an average mark-up of 10 percent 
would be forthcoming. Up until the 
end of July, however, prices in all ten 
of the deep south states were about 
the same as under OPA regulations. 

In the West it was the consume: 
who manifested uncertainty. Although 
OPA price levels were generally main- 
tained by wholesalers and dealers 
alike, crowds have rushed to sales to 
buy in anticipation of soaring prices. 
The larger stores have announced that 
OPA prices will be maintained. One 
washer manufacturer on the West 
Coast is reported to have cut his prices 
A wholesaler reported that his dealers 
would not increase prices, OPA or no 
OPA. Nevertheless, many business 
men feel that if OPA is really dead 
some adjustments will be made. Mean- 
while, until they are sure that OPA 
is no Lazarus, wholesalers and dealers 
are maintaining the levels willed them 
by an organization which may be eithe: 
dead or dying but still casts a strong 
shadow across the path of American 
business. 
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‘in no secret behind the perform- 
ance of the quality appliances made by 
Manning Bowman & Co.. Meriden, Conn. 


Just expert craftsmanship ... and the 


finest materials. 


For example, in the beautiful Twin-O- 
Matic Waffle Baker —as in practically all 
MB wares—many smal! but vital jobs are 


handled by NICKEL—Y our Unseen Friend. 
“Unseen.” because vou seldom see Nickel 
at work. 


Pure Nickel buss wires are covered 
with asbestos. There’s Nickel buried under 
gleaming chromium plate. Hidden in ther- 
mostats. Combined with other metals to 
make rustproof allovs that have corrosion 
strength, toughness or other 
special properties 


resistance, 


Nickel is “your friend” because it helps 
bring vou better products to sell. More 
important, it helps you sell. for Nickel and 
allovs like Monel and Inconel" have wide 
customer acceptance. They are used in 
many nationally advertised quality products. 

In Manning Bowman wares — as in so 
many other famous appliances — VICKEL 
is truly Your Unseen Friend, constantly 
guarding your goodwill and your future 
business. NICKEL protects the lines you 
handle, makes them work better and last 
longer. *Reg. U.S. Pat. OF 
THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall St., New York 5, N.Y. 


PAGE 


SMOKELESS TABLE BROILER 
has terminal pins of Monel. They 
do net conduct heat readily, and 
so assure cooler appliance plugs. 


AUTOMATIC WAFFLE BAKER 


utilizes pure Nickel stranded buss | 


wire for long life at high tem- 
peratures. 


AUTOMATIC TABLE GRILL | 
also employs nickel buss wires. | 
Lse of Monel at hinges prevents 


undue friction and wear. 


... Your Unseen Friend 


May Appliance Production Forged 
Ahead Despite Shortages, Strikes 


CPA reports gains for washers, refrigerators, 


irons, and radios. 


Paced by a 37 percent rise in 
iomestic refrigerator production, elec 
trical appliances continued to pour off 
the nation’s assembly lines in ever 
growing numbers during the month of 
May. Despite that month’s climax of 
labor difficulties and the resultant in 
terruption in raw material and parts 
supply, washing machines, refrigerat- 
ors, sewing machines, irons, and radios 
all registered gains over April, de- 
clared Civilian Production Adminis- 
trator John D. Small in his June 26 
report 

Since issuance of the report the OPA 
has fallen into what is at least a coma 
and the rising prices reported by Mr 
Small before the President’s veto have 
taken an as yet undeterminable up- 
swing. The May-June climb of raw 
materials and manufactured article 
prices lagged behind zooming textiles 
building materials and semi-manufac- 
tured articles. Also on the upgrade 
were manufacturers’ inventories, in 
creased $500 million since December 
and practically all in durable goods 
Employment, too, continued to climb 
with an increase of 770,000 in May 
»ver April figures, bringing the total 
increase to 3.6 million between the las: 
4 February and the first of June 
umber production and construction 
activity pushed ahead. For the month 
of April lumber production showed a 
12 percent increase over March while 
new private construction reported by 
the Department of Commerce was $683 
million in May as against $597 million 
in April. Non-residential construction 
swelled to $290 million in May from 
\pril’s $261 million, but this should be 
iffected in the future by CPA’s tight- 
ening restrictions on such construction 


Washers Lead the List... 


According to Mr 
washing 


Small’s figures 


machines lead the line in ap 
with 184,000 units produced 
during May as against the April level 
f 177,000. The new total is 16 per- 
ent above the pre-war rate of 158.000 
units per month 


pliances 


Vacuum cleaners fall 5%. 


Vacuum cleaners, the only appliance 
to show a production decline during 
May, still maintained a higher than 
pre-war average with 166,000 units as 
against April’s 174,000. Pre-wa; 
monthly average was 156,000. Strike 
within the industry, together with sony 
of the same shortages in fraction 
horsepower motors and_ steel thar 
held back washers, were responsible for 
the decline. Factory stocks decline 
by 6,000 units during the month t 
76,000. 

April shipments of electric irons in 
‘reased seven percent to 408,000 units 
from March shipments of 382,000 and 
vere about seven percent higher thar 
the pre-war rate of 380,000. However 
Mr. Small said that manufacturer, 
‘eported difficulty in obtaining 
and electrical temperature controls 

While washers, vacuum cleaners 
rons and radios were all maintaining 
4 better than pre-war average, som: 
f the other appliances, notably ranges 
sewing machines and refrigerators 
were still struggling to equal las: 
eacetime totals. 

May shipments of ranges, about the 
same as the 31,000 April total, were 
still about 34 percent short of the 
1940-41 level, of 47,000 a month. Mr 
Small blamed retarded output on short 
ages of steel, electrical components and 
copper products. Stocks at the end 
of May decreased slightly, he said, t 
ipproximately 14,000 units from 15,000 
mits at the end of April. 

Sewing machine shipments in May 
climbed up 11 percent to 31,000 units 
over the April figure of 28,000, but 
still were far below the 1941 level of 
67,000. A shortage of castings, motors 
electrical components and lumber bore 
the onus of blame for hindered pro 
luction. 


ond Refrigerators Climb. . . 


Ihe most hopeful dark horse in the 
appliance race was the production of 
electric refrigerators, which climbed 
37 percent in May to a new post-war 

(Continued on nert paae) 


WASHING WRINKLES were discussed by Edwina Nolan, director of the Bendix 
Home Laundry Institute, at a recent meeting of Seattle newspaper and utility exten- 
sion service home economists which was sponsored by Harper-Meggee, Inc., North- 


west distributor. 


Portland. 


AUGUST |, 


Joint hostesses at the luncheon were Marguerite Sorenson, Ruth 
Johnson, and Frances Alexander of the distributor's branches in Seattle, Spokane and 
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KITCHEN QUEEN 


eclipse 


eclipse all-plastic agitators . . . 


ECLIPSE All-Plastic Agitators hav® no edges to catch or 
tear clothes. Cannot rust or discolor materials. 


save clothes 


ECLIPSE All-Plastic Agitators are lightweight to handle, 
save work easy to keep clean. Not affected by any type of soap or 
washing powder. 


ECLIPSE All-Plastic Agitators are extremely durable. Re- 
Save money 


placement expense is seldom if ever heard of. 


The bright and permanent colors of ECLIPSE All-Plastic 
Save tempers Agitators give a cheery touch to washday. This eye-appeal 
means buy-appeal, too! 


@ Perfect teamwork! The Kitchen Queen and other leading 
home washers feature the ECLIPSE All-Plastic Agitator 
as standard equipment—and win customers. Wherever im- 
proved efficiency, greater economy and eye-appeal are 
found in the home washer field, you'll find this agitator 
and more business, too! 

ECLIPSE All- Plastic Agitators are standard equipment on 

these leading makes of home washers: BARTON « CONLON 


KITCHEN QUEEN MAYTAG NORGE THOR ZENITH 


Look to ECLIPSE for the latest and best in all-plastic agitators 


moulded products company 


Plastics Division of 


General American Transportation Corporation 


5162 North 32nd Street, Milwaukee 9, Wisconsin 
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We'll bet you can’t guess all of the une wrapped 
up in that one important feature of the new Philco AH51 
Freezer! Because they’re more than just surface advantages. 
Any homeowner can quickly spot the first two. The 
continuing brightness of the corrosion-resistant Alcoa 
Aluminum interior—the well-known fact that aluminum is g 
friendly to food. You'll probably add another—the easy *% 
cleanability of its one-piece drawn form. ° 
But it might take an appliance manufacturer to tell you 
the fourth—the fast heat transfer of the aluminum metal, 
for efficient cooling. That’s the kind of an Alcoa Aluminum 
advantage that makes all the rest possible! 
ALUMINUM COMPANY OF AMERICA, 1860 Gulf Bldg., 


Pittsburgh 19, Penna. Sales offices in principal cities. 


COMMERCIAL FORM 


AUGUST I, 


CPA Report 


(Continued ) 


high of 196,000 units. While this was 
considerably more than April’s 143,000 
units, it was still an equal percentage 
below the 1940-44 rate of 309,01, 
The May rise was made despite strikes 
in the industry and acute shortages of 
tin mill back plate, condensers, motors, 
and castings. Factory stocks fell 
12,000 units during the month to 
29,000. 

Radios, which all along have been a 
production leader, maintained their 
position with an eight percent rise over 
April to 1,075,000 sets, approximately 
the same as the 1940-41 rate of 1.1 
million. In units, 88 percent of May 
shipments were table models, 5.5 per- 
cent consoles, and 6.5 percent automo- 
bile radios. Manufacturers, the report 
said, continue to encounter difficulties 
in balancing the supply of component 
parts and production of console models 
is still stymied by lumber scarcities. 


but Motors are Short... 


Since shortages of fractional horse- 
power motors continue to hamper the 
output of sewing machines, vacuum 
cleaners, refrigerators, and washing 
machines, it might be well to take a 
look at the production picture. During 
May about as many motors were pro- 
duced as during April, and this despite 
continued labor troubles and material 
shortages. The 1.5 million units pro- 
duced during each of these months 
represents a 30 percent increase over 
the 1.16 million units produced during 
March and 114 percent over the 704,000 
shipped in August of 1945. Shipments 
have been increasing steadily since 
V-J Day, except for a strike-caused 
setback in January and February, but 
these shipments have been in the less 
than one-quarter horsepower motors, 
while shipments of the one-quarter to 
three-quarter sizes were only 78,000 
units in April as compared to the post- 
war high of 100,000 in November. To 
heighten the gloom of the motor out- 
look, Mr. Small predicted that, “ship- 
ments in June will be materially de- 
creased because of increased shortages 
of materials, particularly silicon sheet 
steel and copper magnet wire.” 


and Steel is Shorter 


Steel, basic to all appliances, fell off 
in production for May, reaching a total 
of 4.1 million ingot tons as against 5.9 
million in April and 6.5 million in 
March. Product steel shipments showed 
a similar decline with 3.8 million tons 
in May as compared to 4.2 million in 
April and 4.4 million in March. Mr. 
Small’s report indicated that the short- 
age of steel during the third quarter of 
the year might be so severe as to pre- 
vent manufacturers from maintaining 
economic rates of operation. 

The production of copper, hitherto 
held down by severe strikes, showed a 
slight increase in May’s 20,500 short 
tons as against April’s 19,000 tons. 
The report emphasized, however, that 
current production is far below Janu- 
ary production of 69,000 tons. CPA 
authorized the Office of Metals Reserve 
to release approximately 80,000 tons 
in May and 82,000 tons in June from 
the stockpile of foreign copper in an 
effort to alleviate the shortage. Mr. 
Small declared that although the settle- 
ment of the strikes late in June was 
good news, it would be some time be- 
fore mines, smelters and refineries are 
operating at full capacity. 
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When a woman shops 

for food, you may think 
she is merely buying 
pounds of this 

and packages of that— 

but to ber, 

shopping for food is really 
a creative excursion, 
because 


— 


She has a picture 

of something very special 

she is going to achieve 

with the things she buys— 

a picture inspired 

in all likelihood 

bv something 

she has seen or read in 

her favorite women’s magazine. 


- 


In 3,500,000 homes 

a mental picture from McCall’s 
moves advertising into action— 
because McCall’s editors, 
guided by years 

of in-the-home research, 

have a knowledge 

of women’s needs and interests 
unsurpassed in publishing. 
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TELEVISION! 


{CHIME TIME 
by 


VENHOUSE 


Again-—Rittenhouse Sets the Pace! 
Sponsoring a series of delightful 


“CHIME TIME” TELEVISION MUSICALS 


Televised over Station WABD by the American Broad- 
casting Company from the new $250,000.00 Wanamaker 
Studios in New York. 


Lovely, Talented 


Jean Tighe 


Featured songstress of ‘‘Chime 
Time,” and long on outstand- 
ing favorite of Guy Lombardo 
audiences. Miss Tighe was also 
the featured vocalist of “Beat 
the Band” and starred in Earl 


Because Rittenhouse wants their wholesalers and 
dealers to be first to profit from what may become one 
of the most effective mediums of modern salesmanship— 
television— Rittenhouse experimented with these first 
telecasts in the history of the door chime industry. The 


Carroll's Vanities. 
resulting publicity from these presentations should * 
prove of definite value to dealers everywhere. i 
“Chime Time” Television Shows make possible an PLUS 
actual visual demonstration of Rittenhouse models, stellar supporting cast 


retail store displays and impressive consumer accep- and, of course, 


tance. Studio audiences, the press, stage and radio leaders 


commend these Rittenhouse telecasts with sincere en- of handsome Rittenhouse Door és 
Chime models. 
thusiasm. 


Press releases featuring “Chime 
Time” will appear in Newspapers, 
Magazines and many other publi- 


cations. 
THE A. E. RITTENHOUSE COMPANY, INC. 


HONEOYE FALLS, NEW YORK 
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Wagner Named to EEI 
Commercial Division Post 


Ralph P. Wagner, commercial ; 
ager of the New York Powe: , 
Light Corp., Albany, has been elecy: 
chairman of the commercial divix 
general committee of the Edison ) 
tric Institute. He will supervise 
activities of 22 commercial commit 
of the association which are nov 
gaged in load-building activitie. 
utility promotional work. 


RALPH P. WAGNER 


Mr. Wagner recently materially as 
sisted in the preparation of the EE! 
NEWA sales training course. H 
joined the Durham Public Service Co 
N. C., in 1920 where he rose to t! 
position of operating superintendent 
In 1926 he was assigned to the Ney 
York office of Cities Service where lx 
was active in problems relating t 
rates, purchases and sales of propertie: 
He joined New York Power & Ligh: 
Corp. in 1929, becoming commercia 
manager in 1930. In his new EE 
position he succeeds G. W. Ousk 
vice-president of the Duquesne [ig 
Co., Pittsburgh. 


Brown's in the Black 


| 
Does all the news about the un- | 
happy appliance production situa | 
tion keep you awake nights? 
Here’s one company whose per- | 
sonnel are sleeping well. The Brown | 
Instrument Co., Philadelphia i- | 
vision of Minneapolis-Honeywel! 
Regulator Co., has announced that 
during May it produced the largest 
single month’s output of electron 
and industrial instruments in 
history. While Brown's product- 
are not appliances, many of them 
are used in making appliances, and 
their increased flow may be a hap 
augury for the future. 


1.E.S. Handbook 
Publication Postponed 


C. A. Atherton, chairman ot 
handbook committee of the Illuminat 
ing Engineering Society, announc: 
recently that publication of the I.E.S 
Lighting Handbook, originally sch« 
uled for October, 1946, has been post- 
poned to October, 1947. The load 0! 
reconversion work on many of the 
men supposed to contribute to the 
book was given as one cause of delay 
When issued, the book will conta’ 
500 pages of text which will cover 
every phase of lighting. Postpone- 
ment is expected to aid manufacturers 
in their preparation of material tor 
the Reference Data Section. 
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Now... WOKE RCA Batteries 


are coming your way! 


ES— production has been stepped 

up on RCA Preferred Type Bat- 
teries—and nine new, fast-selling AB 
Packs and Industrial Types have been 
added to the line. Now you can 
enjoy bigger sales than ever before, 
and cash in on the repeat business 
that will naturally come your way. 


And remember—there are no slow 
movers in the RCA battery line, be- 


ELECTRICAL MERCHANDISING—AUGUST 


cause RCA has concentrated produc- 
tion on volume types that will service 
over 98% of battery-operated re- 
ceivers. That means fewer types for 
you to stock. 

What's more, the high acceptance 
value of the RCA trade-mark on every 
carton makes them easier to sell. 


See your RCA Distributor today for 
full details on the expanded line 
of RCA Preferred Type Batteries... 
and watch for more battery merchan- 
disers that will increase your store traffic. 


Listen to ‘THE RCA SHOW,” 
Sundays, 2 P.M., EDT, NBC Network 


RCA Preferred Type Radio Batteries are Radie-Engineered for Extra Listening Hours 


TUBE DEPARTMENT 


RADIO CORPORATION of AMERICA 


HARRISON, NH. J. 
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Sales Problems Stressed at First 
Post-War Meeting of Power Ass'n. 


250 Meet in Portland, 
Study Market Expansion 


Electrical appliance dealers, con- 
tractors, distributors and manufac- 
turers sat in with utility representa- 
tives at the first post-war meeting of 
the business development section of the 
Northwest Electric Light & Power 
Association held recently in Portland, 
Ore., to explore markets, sales methods 
and sales tools for the tremendous job 
ahead of the electrical industry. 
Registration for the event was more 
than 250, nearly five times the attend- 
ance drawn to similar meetings held 
during the war period. J. M. McKay 
of the Portland General Electric Com- 
pany, section chairman, presided. 

The importance of increasing the 
ability of the public to buy by carry- 
ing out a program designed to expand 
to its fullest all the wealth producing 
enterprises of the community was the 
theme of the opening speech given by 
James H. Polhemus, president of the 
Portland General Electric Company. 
Patrick Johnson of the Puget Sound 
Power & Light Co., president of the 
Association, expanded on the role 
which this organization may play in 
bringing together all branches of the 
industry in a program to reach common 
goals. 


Research Service 


The role of Research Advisory 
Service was briefly presented by Lt. 
Col. Bert H. White of the Liberty 
Bank of Buffalo, who described how 
this bank-sponsored service places at 
the disposal of industrial customers of 
cooperating utilities the attainments 
of over 900 laboratories of private in- 
dustry, educational institutions and 
government, to aid in the solution of 
their processing, marketing and man- 
agement problems. Ladner V. Ross 
has been loaned from the Washington 
Water Power Company to direct this 
service for the Northwest Association. 

Public relations problems of utili- 
ties were discussed by Kinsey M. 
Robinson, president of the Washing- 
ton Water Power Company, Ed Dun- 
ning of N. W. Ayer & Son, New York, 
and by Ashton B. Collins, founder of 
Reddy Kilowatt 


That the present shortage of inven- 
tories combined with an unprecedented 
demand may lead the industry into low- 
ering its standards in selling lighting 
equipment was the warning given by 
George R. Sommers, Sylvania Elec- 
tric Products, Inc. of San Francisco. 
Retailers and the public alike should 
be reminded that “modern lighting can 
do a multitude of tasks besides the 
obvious and assigned duty of over- 
coming darkness,” he said. 

The necessity of providing adequate 
wiring in the home if the high stand- 
ard of living of the American home 
is to go yet higher was pointed out by 
Elbert Kramer of the Better Homes 
department of Westinghouse Electric 
Corp., Los Angeles. 


Defines a Dealer 


One session was given over entirely 
to a discussion of the problems con- 
fronting manufacturers, jobbers, deal- 
ers and contractors. In opening this 
meeting, Henry Kruse, Puget Sound 
Power & Light Company, chairman of 
the sales promotion committee, out- 
lined a brief history of the electrical 
industry, showing how the merchandis- 
ing end of the business has become in- 
creasingly important, with the secur- 
ing of customer acceptance of current- 
consuming devices now almost entirely 
in the hands of retail dealers. G. 
Langtry Bell, an appliance dealer of 
Vancouver, B. C., and director for 
British Columbia in the new Canadian 
Association of Radio and Appliance 
Dealers defined an electrical dealer as 
one who maintains a place of business 
adequate for effective display of a 
representative line of merchandise 
which is subject to a franchise, who 
keeps such personnel as will effectively 
promote the sale of such merchandise, 
and who provides adequate facilities 
for the servicing of it. The Canadian 
Association believes in active promo- 
tion of electrical merchandise, with all 
branches of the industry carrying their 
full share. The maintenance of sound 
policies under good business ethics by 
all dealers would benefit all branches 
of the electrical industry alike. 

A. E. Kuhnhausen, president of the 
newly organized Northwest Appliance 
Retailers Association of Portland ana- 
lysed some of the principles funda- 
mental to the operation of a sound re- 
tailing business. He decried such 


CORRIDOR CONFERENCES were con- 
ducted outside the meeting rooms of the 
business development discussions by these 
conventioneers. The first picture shows 
Kinsey M. Robinson, president of Wash- 
ington Water Power Co.; Ed Dunning, 
vice-president of N. W. Ayer & Son; and 
Paul B. McKee, president of Pacific Power 
& Light. The second picture shows O. C. 
Mayer of the Idaho Power Co. who 
headed the commercial and industrial 
sales bureau, and J. M. McKay, Portlgnd 
General Electric Co., chairman of the 
business development section. 


practices as backdoor selling by dis- 
tributors, direct buying by cooperatives 
and the practice of allowing unfair 
trade-in values. 


The Law and Appliances 


R. G. Chamberlain, vice president of 
the Hurley Machine Company, Seattle, 
represented manufacturers in pointing 
out the importance of studying city 
plumbing codes to prevent their becom- 
ing so strict as to preclude the eco- 
nomic installation of such new appli- 
ances as dishwashers and disposal 
sinks. He also advocated a program 
for keeping architects informed of new 
developments so that they may provide 
for the use of the latest equipment in 
the home. 

Speaking for distributors, L. D. Pul- 
sifer of Westinghouse Electrical Sup- 
ply Co., Seattle, urged the association 
to foster substandard appliance legis- 
lation. He pointed out the obligation 
of the distributor to use care in the 
selection of dealers. 

That electrical contractors have im- 


FACES WITH WELL-KNOWN NAMES: Prominent at the first post-war meeting of the b 


west Electric Light & Power Association held recently in Portland were these executives. 


development section of the North- 


Left to right: Patrick Johnson, president of 


the Association; U. B. Bennett, chairman of the electric home committee; J. F. McAllister, Utah Power & Light Co.; Kimball Jack, 
Washington Water Power Co.; Henry Kruse, Puget Sound Power & Light, chairman of the sales promotion committee; R. Hall, man- 
ager of the British Columbia Electric Service League; Ladner V. Ross, Washington Water Power, director of the Association's research 
advisory committee; and C. T. Bakeman, Puget Sound Power & Light. 
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proved their business through the adoy- 
tion of fair business methods was t! 
report of R. D. Horning, secretary o: 
Seattle’s Electrical Contractors’ Assn 
He stated the ideals on which his ass 
ciation is founded as expressed in th 
motto: “Channel all thinking in terms 
of the welfare of the whole and be 
decent whether others are decent or 
not.” 


Free-Pricing Market Asked 


A plea for a free-pricing market i! 
the building trades was made by C. W 
Huntington, executive secretary 0! 
the Home Builders’ Association 
Portland, as a means of clearing th 
housing shortage. The session wa: 
concluded by an analysis of the market 
for appliances in the eleven western 
states as presented by George C. Ten 
ney, McGraw-Hill Publishing Co 
San Francisco. 

Special meetings were held by the 
Adequate Wiring Bureau, presided 
over by J. F. McAllister, Utah Power 4i 
& Light Co.; by the Advertising 
Bureau under Kimball Jack, Wash- 
ington Water Power Company; by 
the Commercial and Industrial Sales 
Bureau under O. C. Mayer, Idah 
Power Co.; and by the Rural Sales 
Bureau under T. K. Dimmitt, Puget 
Sound Power & Light Co. Emphasis 
was placed on the importance of using Dor 
the self-interest business appeal in ap- 
proaching the farmer, who wants to 
know that the installation will increase 
his yield, improve the quality of his 
crop or reduce his costs before he Y. 
buys. Several companies are rein- ou 
stating their farm service departments. 
Refrigeration is expected to find a 
major market on the farm. 

At the meeting of the Residential 
Sales Bureau, presided over by Guy 
Davis, Pacific Power and Light Co., BEN 

(Continued on page 110) 
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Sales 
Puget 
hasis 
using Don’t let anything keep you from seeing the big plans vee 
Nn ap- 
ts 4 Bendix has up its sleeve. They’re exciting —important 
rease 
—the biggest Bendix program yet! Watch for them! DIX 
e he 
rei You'll be _ when you see the full details of this : automatic 
ee all-out, nation-wide fall program for the Bendix Auto- : 
matic Home Laundry. ome un 
Guy 
Co. BENDIX HOME APPLIANCES, INC., SOUTH BEND, INDIANA 
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THE STEEL 


THAT Pountts HEAT 


Northwest Meeting 
(Continued) 


home service programs were discussed 
by Lucille Ramirez, Washingto, 
Water Power Co. J. C. Plankinto; 
chairman of the water heater commit 
tee, reported on the most recent sur 
vey among member companies whic 
indicated that ten would be willing 
accept NEMA-EEI standards. Sony 
companies consider the standards to 
low in wattage per gallon. 

Electric house heating is hereait. 
to be studied under a uniform pro 
gram based upon a standard surve 
sheet which has been developed by 


BRINGS MORE RANGE AND HEATER SALES 


Have you heard about the new alumi- 
num-coated sheet steel that range and 
heater manufacturers are using for its 
high heat reflectivity? It is called 
Armco Aluminized Steel and scientific 
tests show that it ranks second only to 
highly polished and more costly stain- 


less steel in this important advantage. 


This, combined with excellent heat and 
rust-resistance, makes Armco Alumi- 
nized Steel ideal for oven liners, burner 
reflectors in electric ranges and combus- 
tion chambers for room heaters. The 


comparatively low price of this special- 


THE AMERICAN ROLLING MILL CO. 
Special-Purpose Sheet Steels 


NATI 


quality steel permits manufacturers to 
offer efficient products at moderate cost. 
More families in your trading area can 


afford these products. 


Even now you may be getting ranges 
and heaters with Armco Aluminized 
parts. You can recommend them with 
complete confidence in the ability of 
Aluminized Steel to conserve heat and 
withstand corrosion. Make a point of 
the familiar Armco triangle trademark 
in your selling. It’s a trusted name in 
steel. The American Rolling Mill Com- 
pany, 2561 Curtis St., Middletown, O. 
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the research committee under H. ( 
Bender, Washington Water Powe 
Co. W. L. Sharp, Portland Genera 
Electric Co., reported on the study now 
being made of 700 residential heating 
installations in Portland which is ex 
pected to show peaks, load factor: 
diversity and costs of such service. 

Promotion of the “electric home 
was reported upon by the committe 
headed by W. B. Bonnet, Puget Soun: 
Power and Light Company, who pri 
sented the results of a survey indi 
cating the sales programs and tech 
niques used by member companies i: 
promoting electric kitchens, kitche: 
planning, quick freezing, garbage dis 
posal, automatic laundry and new home 
appliances. The committee recom 
mended that comsideration be given t 
using the “Four Star Home” as 1 
promotional vehicle for the develop- 
ment of complete electric residentia! 
service. 


Triumph Drops Name; 
Now Called Noma 


Stockholders of Triumph  I[ndus- 
tries, Inc., a Maryland corporation and 
a subsidiary of Noma Electric Corp. 
recently voted to change the firm name 
to Noma Electric Corp., according to 
an announcement by Henri Sadacca. 
Noma president. The Estate Stove Co 
the K-D Lamp Co., and Central Rail- 
way Signal Co. are other subsidiaries 
of the corporation. 


“SURE BEATS THE DUTCH!" Dean 
Landis, right, Maytag advertising mana- 
ger, seems to be saying to B. B. Turner 
range division sales manager, as they 
examine the new Maytag Dutch Oven 
gas range. The automatic oven cooks by 
retained heat. Special features include 
visual height lever action controls, burn- 
er bowls integral with cooker top, perma- 
finish grates, sirzle-serve broiler and 
Dutch cooker well. 
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Yes, at long last, a heater with It's the Tepfer Electric 
Room Heater, the 
heating unit that cir- 
culates heat faster 
than conventional 
heaters and sells 
itself on sight. 


almost limitless uses around the 
home (city, suburb, or farm)—the 
office, and commercial buildings 
of all kinds is available to profit- 
minded appliance dealers. 


The market for the new Tepfer Heater is practically unlimited, 
for it can be employed to as distinct advantage in a filling station 
as in an office or residence. This means almost everyone passing 
your place of business is a potential customer for Tepfer. 


The Tepfer Electric Room Heater combines amazing heating 
efficiency with modern attractive design, your guarantee of mini- 
mized sales resistance, profitable turnover. Underwriter’s ap- 
proval, another important feature of Tepfer, is a further aid to 
reducing sales resistance. Tepfer is available now to qualified 
appliance dealers at an attractive discount. 


Learn more about the new Tepfer Heater today . . . cash in on 
a vast, waiting market early. Complete information available 
upon request. 


TEPFER APPLIANCE COMPANY, INC. 


49 Central Avenue Cincinnati, Ohio 
Export Sales Dept., 201 North Wells Street, Chicago 6, Illinois, U.S.A. 
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Action speaks louder than words. 
F That's why this silent salesman goes right on selling fans 
long after it’s installed. Everyone who enjoys the fresh cool 


comfort of its attic ventilation is another pre-sold prospect 
for you. 


And with all these extra qualities, Rheem fans sell readily 
and stay sold: 


Fan shaft, motor, and case are all separately mounted on 
resilient neoprene rubber for whisper-quiet operation. 

: Motor is tucked back in one corner to allow complete free- 
dom of air flow. All moving parts are dynamically balanced 
for vibration-free performance. And the whole unit comes 
wrapped in a neat steel jacket which forms part of the attic 
wind box, making your installation job easier. 


Cash in now on this fast seller. Write Rheem today. Ad- 
dress: 570 Lexington Avenue, New York 22, New York. 


RHEEM... making houses into homes 
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TRANSFER: M. G. Sanders, right, of Central Arizona Light & Power Co., Phoenix, 
was elected head of PCEA for the coming year at the convention in San Francisco, 
K. M. Ryals, left, electrical manufacturer, is the retiring president. 


Electrical Living Keynoted 
At PECA's 25th Convention 


Adequate Wiring, Home Laundries, Appliance Markets 


Covered at Association's San Francisco Meeting 


With their enthusiasm for the future 


of the electrical business undimmed by - 


current problems of shortages in equip- 
ment and raw materials, nearly 1000 
members and guests of the Pacific 
Coast Electrical Association convened 
in San Francisco on June 12, 13 and 
14 for the association’s “25th Anni- 
versary Convention and Victory Cele- 
bration”, meeting for the first time 
since the convention at Del Monte in 
the spring of 1941. 

At the full-day Business Develop- 
ment Session, at which appliance deal- 
ers, distributors and the utilities’ com- 
mercial men devoted the opening day, 
the prospects for selling the public the 
full advantages of electrical living were 
covered with thorough, down-to-earth 
talks by national authorities, and were 
supplemented by intensive studies of 
local and regional sales markets. 


Wiring for Electrical Living 


While the consumption of electricity 
per home had increased 18.4 percent in 
the Pacific Coast area from 1941 to 
1945, during a period when no new 
electrical appliances were being added, 
and while a far greater increase may 
be expected in the future, the wiring 
standards of the hcmes has not in- 
creased, according to Elbert Kramer 
(Westinghouse). 

This condition of poor house wiring 
was not peculiar to the region, Mr. 
Kramer stated, for 95 percent of all 
the homes in the United States are now 
inadequately wired. He said that em- 
phasis at the present time is on bring- 
ing the glamorous appeal of such 
promotional effort as the Walt Disney 
film direct to the individual home 
owner on a level which he recognizes 
as his own, 


No Shadows for Laundries 
In a rapid-fire talk, packed with facts 


and selling ideas, Edwina Nolan, direc- 
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tor of Bendix Home Laundry Institute, 
discussed “Bringing the Laundry Out 
Of the Shadows”. She started with the 
premise that women are more laundry 
conscious today than ever before be- 
cause of the lack of domestic help, 
poor service from commercial laun- 
dries, new fabrics which require home 
handling, and because of their better 
understanding of the labor saving 
equipment available. A survey has 
shown, she said, that 61.5 percent of 
all housewives do all their own laun- 
dry, and practically all handle some of 
it. Ina preference survey, it was shown 
that automatic washers were preferred 
for laundry work by 44.2 percent of the 
women replying. 

In describing the home laundry of 
the future, Mrs. Nolan said that with 
the automatic washer placed first, the 
clothes drier comes next in the build- 
ing of a modern home laundry. Even 
in climates where sunshine permits out- 
door drying most of the year, this ap- 
pliance has a genuine sales appeal be- 
cause of the labor saving advantages 
and because of the superior condition of 
clothes dried by one of these machines. 
The drier represents a “plus” sale to 
the dealer, she said, because with pres- 
ent day lack of saturation it brings 
with the sale no request or problems 
of trade-ins, and it has little com- 
petition. 

The New Ironers 


Going to the next appliance in the 
building of a laundry, the ironer, Mrs. 
Nolan stated that ironing has always 
been regarded as the most disliked of 
all household tasks because it is fa- 
tiguing, time-consuming, hot in sum- 
mer, and it is done usually with poor 
iacilities, lack of expert knowledge and 
consequent poor results. The latest 
models of ironers, easy to operate and 
sold with full instruction, are the an- 
swer to this problem, she said. 

(Continued on page 114) 
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When a manufacturer asks you 
to “watch for our ads in the 
your attention 

| support. 


And advertisements in the Post 


get attention. For people like to 


read ads in the Post—far more 
than in any other magazine. 
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NEW BUSINESS 


from Your Present Customers 


NEW CUSTOMERS 


for Your Present Lines 


NEW PROFITS 


from Both 


If you've never thought about 
_ selling a good home stoker like 5 
_ the Whiting, consider these 


1. Many of your present customers are poten- 
tial stoker buyers. They are automatic heat 
minded. Coal is the economical and satisfying 
fuel. Whiting stokers thus enable your present 
contacts and good will to produce additional 
sales income. 


2. As you work up stoker sales, aided by Whiting 
advertising, you will contact NEW customers, 
many of whom can also be sold the other lines 
you carry. 


. Greater volume of sales without appreciable 
addition to your overhead means a greater net 
profit for you on a// your business. 


Whiting offers an attractive long-range opportunity, good 
tomorrow as well as today. Send for a copy of our book, 
“How To Choose A Stoker’’, which shows you what a 
home stoker ought to be, and why, and then explains how 
Whiting fills the bill. The Whiting proposition is worth 
your investigation. Immediate deliveries can be made. 
Write for information —today. 


WHITING STOKERS, Suite 2505, 11 S. La Salle St., Chicago 3, Il. 


COMPETENT REPRESENTATION 
IS NEAR YOU 
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PCEA Convention 


(Cont.) 


To make the complete laundry, along 
with these appliances must be included 


_ adequate wiring, good lighting, ade- 


quate ventilation, and sufficient hot 
water. Although the load, at an aver- 
age charge of 3 cents per kw.-hr., 
amounts to only about $1.60 per year 
for the automatic washer, the addition 
of all these other appliances and elec- 
trical features to the laundry will bring 
the return to the utility to a sizable 
total. The figures at a low estimate 
amount to about $2.00 annually for 
laundry lighting, $6.00 for hot water, 
$6.00 for the ironer and about $11.00 
for the drier—or a total of about 
$26.60 in revenue to the utility. 

That the electrical industry should 


which has just been published by 4, 
General Electric Company and whis 
_ will be publicized throughout the com. 
try. The company expects to sell mo; 
than a million copies at 25 cents ear: 
Although reasons for shortages sti) 
exist in strikes in the copper industry, 
and elsewhere, a schedule of probabj, 
production has been worked out whic 
will allow for the sale of about fou: 
billion dollars worth of electrical ap. 
pliances in the United States in 1947 
according to Mr. Sweeney. He pre 
sented PCEA members with a break 
down of the volume by appliances, e; 
plaining that some of these appliance 
will be available soon, while others w; 
be delayed by conditions not no» 
predictable. 


Electricity and the Farmer 


\lthough the agricultural regions 


PREDICTION OF POSSIBLE 
UNIT SALES IN 1947 


Probable 
°%/, Increase in Units 1947 Volume 
In This Order 1941 over 1935 in Units 

Lamps (incandescent) 80%, 2,397,843 ,000 
Heating pads 132 2,593,000 
Radiant heaters 65 931,000 
Clocks 134 12,636,000 
lrons 50 8,378,000 
Cleaners 79 3,676,000 
Fans 48 3,188,000 
Radios 127 31,099,000 
Coffee makers 1025 14,929,000 
Toasters 40 3,697,000 
Roasters 190 841,000 
Blankets 450,000 
Percolators 88 1,155,000 
Mixers 14 581,000 
Waffle irons ! 785,000 
Sandwich toasters 98 1,721,000 
Freezers 500,000 
Washers 54 2,914,000 
Refrigerators 123 7,805,000 
Oil Burners 1.) 627,000 
Disposalls 300,000 
lroners 8! 470,000 
Laundry dryers 110,000 
Water heaters 193 601,000 
Dishwashers — 320,000 
Ranges 239 2,468,000 

Total U.S.A. $4,115,898,000 in 1947. PCEA's share $480,000,000 

| 

concentrate its efforts in selling the the West already are the most liig)ly- 


electrical appliances which are avail- 
able rather than bewail the shortages 
of other lines, was the message brought 
to the PCEA members and guests by 
A. M. Sweeney, manager of sales and 
major appliances, General Electric Co. 
Although the many predictions of 
consumer demand indicate a promising 
opportunity for the electrical merchant, 
Mr. Sweeney said, it is probable that 
this opportunity can be realized only if 
real sales effort is applied. Instead of 
the one war-time customer, who bought 
in large quantities at any price, peace- 
time has brought 140,000,000 customers, 
each with limited credit facilities, in 
the practice of shopping-around, who 
want to pay a low price for a durable 
product. Evidence is at hand that much 
of the promised demand will evaporate 
as money is dissipated elsewhere and 
in the face of other competition. 
Manufacturers already have outlined 
an aggressive program of advertising 
and sales promotion to keep their prod- 
ucts in the forefront of public accept- 
ance. As an example, Mr. Sweeney 
called attention to the brochure on 
“Planning Your Home Electrically”, 
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electrified in the World, further de- 
velopments and more uses for electric- 
ity on the California farm will come 
in the near future, PCEA member: 
heard from A. J. McFadden, president 
State Board of Agriculture of Cali 
fornia, 

Electric power for irrigation pur- 
poses will continue to be the top use 


of electricity on the California farm, 


he said, but the future could expect a 
large development in the fast-freezing 
of fruits and vegetables—with the Calli- 


fornia farmer freezing his own produce 


while it was still fresh and then shi; 


ping it to the commercial distributor- 


of frozen foods. More and more froze: 
food lockers will be built in centra! 
agricultural communities, and man) 


farmers will be installing their own 
facilities to handle food freezing a’! 


storage. 
Better lighting as a background © 


better living in the electrical home o! 
tomorrow was outlined at Thursday : 


general session by Miss Myrtle Fah: 


bender, director of residential lighting. 
illuminating engineering division, Wes*- 


inghouse Electric Corp. 
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How to make the records you need 
... easier... simpler... faster! 


Write for FREE folder! Discover how Standard’s 
Form-Flow Registers and specially designed 
continuous forms give you more complete records 
with less writing, less work! : 
Every retailer, wholesaler, distributor in every line of 
business faces one of today’s biggest problems. You 
need more accurate and better written records. You 


must have them to conform to government regulations. 
to file tax returns. You need them to control inventory, 


A. Marginally punched Standard Register forms 
can't slip. 


8. Pin-wheel feed means extra speed, extra car- 
bons, perfect alignment. 


C. Locked-in copies provide extra protection, 
positive control, 


insure protection of cash, merchandise and customer 
° good will. Thousands of firms have already discovered 
Appliance Dealers how Standard Register’s exclusive pre-tested systems and 
ra GET THESE SPECIAL BENEFITS Form-Flow Registers turn paperwork into working 
4 papers. Mail the coupon, today ... find out how Stand- 
ome All records clear, legible, at one writing. Copies for ard Registers help you write more accurate, more useful 
bers customer, office, delivery and locked-in audit records. records ... easier, simpler, faster. 
ent No copying errors. Foolproof check against lost records. 
alt- Fixed responsibility, including delivery receipt. No con- 
= fusion on terms of sale, payment, or delivery instruc- c The STANDARD REGISTER Company 2 
tions. Complete legal contract and copies with one Dept. 1306, Dayton 1, Came 
customer signature. Please send mo Free 
rm, 5 o Digest which tells me how | can write better records > 
THE 9 in my business . . . easier . . . simpler .. . faster! > 
NAME 
ce 
Manufacturers of Registers and Forms 2 
for ALL Business and Industry city ZONE___STATE_ 
DAYTON 1, OHIO 
wn Pacific Coast: Sunset McKee-Standard Register Sales Co., Oakland 6, Calif. Canada: R®. L. Crain itd., Ottawa. London: W. H. Smith & Son, Ltd. 
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(7) The Gondola 


(8) The Flatear 


UNION PACIFIC RAILROAD 


ing the East with the West Coast. 
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The Middle Leute 


Tailored to 


* * * 


portation for the commerce of the nation. 


electrical merchandise. 


them help you with your next shipment. 


For fast, dependable service . . . 


be Specific - 
say Union Pacific’ 


Union Pacific will, upon 
* request, gladly furnish 

ustrial or mercantile 
concerns withinformation 
regarding available sites 
having trackage JSacilities 
in the territory it serves. 
Address Union Pacific Rail- 
road, Omaha 2, Nebraska. 


Transportation 


To most effectively meet the needs of American Industry, 
Union Pacific provides a fleet of freight cars specifically 


designed to transport all types of materials and merchandise. 


Sturdily constructed and efficient in mechanical 
operation are the various types of freight cars 
pictured on this page. This safe, dependable 


rolling stock is a vital factor in providing trans- 


Of special interest to the Electrical Industry is the 


box car, fig. 6, used for the shipment of finished 


The trained knowledge and experienced skill of thousands 
of Union Pacific employees keep shipments rolling on 
schedule over the time-saving Strategic Middle Route, unit- 
Experienced traffic 


specialists, from coast-to-coast, are ready to assist you. Let 


AUGUST 
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Taylor-Light Formed to 
Make Fluorescent Fixtures 


Fluorescent fixtures for resideys; 
commercial and industrial use wij ; 
manufactured by a new firm, Tayi 
Light, Inc., organized by George 
Taylor, former lighting specialist ;, 
General Electric, as a division of ; 


Appleman Art Glass Works. 


h STAFFOR 
ding artist, 

Club pro 
ough Friday 


GEORGE J. TAYLOR 


Mr. Taylor will be president of th 
new firm and its products will be of 
special design developed by him and his 
associates. Factory executive 
offices will be located in North Hack- 
ensack, N. J. 

President Taylor entered the lighting 
industry with General Electric Vapor 
Lamp Co. in Chicago and he later 
gained direct manufacturing experience 
with G & W Electric Specialty Co. in 
the same city as designer and chie 
estimating engineer. In 1939 he went 
to G-E’s Nela Park as head of the in 
dustrial section of the engineering d- 
vision. In 1942 he was appointed sup- 
ervisory engineer for the New York 
area. 


Westinghouse Hikes 
Lamp Prices One Cent 


The recent one cent price rise for 
all Westinghouse incandescent lamps 
of 60 watts or less, which became 
effective July 1, was the subject of a 
notice mailed to all Westinghouse 
dealers a week before President Trv- 
man’s OPA veto, the company has 
announced. (Lamps were suspended 
from price control on March 6, 19% 
—Ed.) 

The company has also announced 
that fluorescent lamps of less than 10 
watts will advance in price five cents 
each, making the new price $l. 
Despite the increases, the company 
added, prices are comparatively low. 
On September 1, 1942, 40, 50, and 
watt incandescent lamps were reduced 
from 13 to 10 cents. Now they will 
sell for 11 cents. Prior to December 
7, 1941, the 40 watt white and day- 
light fluorescent lamp retailed for 
$1.35. 


Gene 
Great 
Gibson Builds 10,000 

Square Foot Factory os 
Gibson Manufacturing Co., Atlanta, 
is constructing a new building which 
will add 10,000 square feet to the com- 
pany’s fluorescent lighting fixtures pro- 
duction facilities. Richard T. Gibson, 
president, stated that the latest type 
of machinery and equipment will be in- 
stalled to speed manufacture and as- 

sembly of fluorescent fixtures. ORTA 
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STAFFORD—lovely re- 
ding ortist, star of the Sup- 

Club program, Monday 
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ITH THE NEW G-E ELECTRONIC REPRODUCER 


unced 
in 10 


cents 


a —Sales drive starts in Sep- 
tember—on Model #303, 


that matches in tone many 


Shipments start in August 


of the most expensive sets 


ever sold. The result of 


General Electric's 
Great New Invention 


active, intensive everyday 
G-E Electronic Research! 


HE FIRST AND GREATEST NAME IN ELECTRONICS 
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THINK WHAT YOU CAN DO WITH ALL THESE SALES FEATURES 


Sensational G-E Electronic Reproducer 
recreates music on an electronic wave. Reveals 
new beauty in the most familiar record. 


Fool-Proof Retractable Stylus. Tone arm 
may be dropped on record—even scraped 
ocross the grooves—and no harm done to 
either stylus or record. 


Cat-Quick Record Changer picys 12 ten 
inch or 10 twelve inch records. Quiet —easy on 
records — dependable. 


Magnificent Cabinet with the rich beauty of 
American Walnut in a modern design. 
SELL MORE 


Use the G-E Model No. 12 Record 
Player equipped with the amaz- 
ing G-E Electronic Reproducer in 


‘your Record Demonstration 


A inch Dynapower Speaker with G-E 
Alnico 5. Two and a half times more powerful 
than any material previously used in loud 
speckers. 


G-E Natural Color Tone Radio. 6 tubes 
including rectifier—new high gain converter 
—3 step tone control—and an unusually 
large built-in Beam-a-scope antenna. 


Get All The Facts on this sales making com- 
bination set from your nearest G-E Radio Dis- 
tributor or write to the Electronics Department, 
General Electric Company, Bridgeport, Conn. 


RECORDS! 


booths. It will bring new listening 
thrills—sell more records. Get in 
touch with your G-E Radio Dis- 
tributor for all details. 
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| SERVING THE SERVICE: When Buz 
and Morrie Wexler opened their two ap. 
pliance stores in Milwaukee, Wis., afte, 
discharge from the service, they went ir 
for a lot of advertising. Result, sailor 
from the Great Lakes Training Station 
came down to buy a Maytag washe 
that would help keep them in cles 
skivvie shirts. Called the Veterans’ Ap. 
pliance Stores, the firm employs four e. 
servicemen as salesmen, Al Weil, Mait- 
land Rusch, Vincent Listacki, and Fred 
Colman. 


CORROSION 
DAMAGE 


Westinghouse Reports 
Production Gains 


Evidence that appliance manuiactu: 


Se e will ers are re-establishing productio: 

= te New comperadie 0%, NEEDS NO which was so long delayed by strikes 
is over and material shortages was produced 
b DATING recently by Gwilym A. Price, Westing 


*rresion, 
‘welling of this, 


DATING 
“Cause oF irs 
THIS Cet 15 NOT DA 
'T wie stay FRE 
FoR YEARS. 


We house Electric Corp. president, wh 

disclosed that his company’s electri 

appliance division is now turning out 
approximately 1,000 refrigerators 
day—about 50 percent of normal pre 

war output—and is actually exceeding 

record production of electric irons and 

roasters with the completion of abou ‘ 
3,000 units a day. 

Total backlog of Westinghouse’s un 
filled orders at the end of May was 
$421,979,000, a sum which Mr. Price 
expects to convert into billed sales by 
the year’s end if plans are not upset 
by shortages of materials furnished by 
outside suppliers. 


IT’S 
LEAKPROOF 


FLASHLIGHT 
BATTERY 


REG.U.S.PAT. OFF 


Employment Growing 


Employment at the company’s 4) 
pliance plant in Mansheld, Ohio, 
now within 400 of the pre-war norma! 
figure of 4,800 and workers are being 
added at the rate of 40 a day. An ex 
pansion program involving nearly $12 
000,000 at this plant and the one in 
East Springfield, Mass., is expected t 
enable them to produce a wider range 
of appliances by the end of the year 
In fact, John H. Ashbaugh, vice-pres 
ident in charge of the appliance divi- 
sion, said that the following appliances 
would. reach the market in increasing 
volume during the next six months: 4 
seven cubic-foot refrigerator, a mediun 
priced electric range, the Laundromat 
electric automatic irons, roasters, elec 
tric water heaters, vacuum cleaners 
and electric fans. 

Indicative of increasing production 
is the way in which thousands of par- 
tially finished electric ranges which 
have been lying in warehouses ar¢ 
| now being furnished with surface 
units and sent to market. 


Be 


RAY-O-VAG (CARAGA) LIMITED, WINMIPEG, MAK. 


OTHER FACTORIES AT LANCASTER, + SIOUX CITY, (OWA + FORD LAC, WIS. + CLINTON, MASS. © WILLIAMSPORT PA. 
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1944 : 

DO YOU OWN A CL % of families % of families : 

Yes . 216.7% 33.9% | 

NO . 66.1 

9 % of 

WHAT CONDITION IS IT IN: clothes washers 

G000* Not 61.4% 

FAIR® . asked . 32.6 ' 

* POOR™ . in 1940 . . 6.0 

9 

WHAT MAKE IS ITS 

1940 % of makes 1944 % of mokes : 

Rank — First 6 mentioned Rank — First 6 mentioned ' 

1. EASY . 25.0% 1. EASY . 

1.4 2. BENDIX W7 
3. GENERAL ELECTRIC 92 3. THOR ° 3 
4. BENDIX 89 4. GENERAL ELECTRIC 7.5 
5. SEARS ROEBUCK 82 5. SEARS ROEBUCK 63 
6. MAYTAG 66 6. MAYTAG . 6.0 

OTHERS 307 OTHERS 36.1 ' 

*GOOD—will iost long time. FAIR—will probobly lost until after the war. 

POOR—need o new one as soon as possible. 4 
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EASY? THOR? 
APEX? A.B.C.? 
BENDIX? G.E.? 
MAYTAG? 
WESTINGHOUSE? 
UNIVERSAL? 


Clothes washers are first on the ‘soon as available” buying list 
of New York Herald Tribune private-house dwellers. Even our 


opartment tenants list washers third. 


These are no dreams that can't come true. We KNOW because 
the fourth edition of the Continuing Home Study and three other 
editions going back to 1938, have released a flood of facts that 
sweeps away all washer questions but one — which makes will 
they buy ? 

Our reader families’ incomes, outlay for necessities and niceties, 
their brand preferences, their possessions actual and planned, 
are all measured with micrometer cccuracy proved by New York 
retailers in years of test at their sales counters. 


Most pertinently, you'll find our readers’ clothes washer owner- 
ship detailed by makes AND operating condition — good, fair 
or poor — with 39% NOT in good condition. Can you use this 
valuable market definition? Then send for the 


Herald Tribune 


CONTINUING HOME STUDY 


New York Herald Tribune Evropeon Edition Published Daily in Paris 


PAGE 


} | 
| 
: 
fn Bur 
‘WO ap. 
after 
went ip 4 
sailor 
Station 
Mait. 
4 
< 
ww os ‘ 
2 i 
cs ! 
= 


—— 
STYLED BY 
TRADE J 
The Dominion Line: Flat Irons, Toasters, 
Waffle Irons, Sandwich Toasters and 
Grid-A-Bouts, Table Stoves, Heaters, 
Poppers, Curling Irons, Hair Driers, 
Mixers, Heating Pads, Infra-Red Lamps, 
Fans. 
Production is increasing steadily— 
as fast as the flow of incoming raw 2 
materials will permit. Keep in 
touch with your jobber regarding 
delivery dates. 
Distributed Through Reputable Wholesale 
Houses Across the Nation. 
THE DOMINION ELECTRICAL MFG., INC. 
MANSFIELD, OHIO 
PAGE 120 


70 YEARS’ DIFFERENCE between 
early washers produced by Voss Brother 
Manufacturing Co. in 1876 and thoy 
made now was emphasized by the con. 
pany's float which participated in a 
cent parade celebrating the 100th ann. 
versary of lowa. The Davenport fim 
even showed the change in feminine a. 
tire, which seems to have been strear. 
lined right along with laundry equipment 


Shobe Introduces 
Profit Sharing System 


“Each year we are going to cut: 
melon here,” were the words that N.§ 
Shobe, president of Shobe, Inc., Men 
phis, Tenn., appliance distributor, used 
to describe the employees’ profit shar- 
ing plan recently inaugurated by t! 
company. 

Declaring that he would rather hay 
employees with great interest in t 
firm than employees who might b 
better at their jobs but less interest: 
Mr. Shobe said, “We are going 
make all of you partners in Shobe 
Inc., and not ask you to buy any sto 
either.” Using May as a base mont 
the firm will divide 25 percent of t 
profit on all business in excess of t! 
volume attained during the base mont! 
among all the employees. 

“We feel,” Mr. Shobe continue 
“that this will give us the finest, hard 
est hitting organization in this ter’ 
tory. We think that with the hea 
of every employee in his work ther 
will be more money to divide and bet 
ter service will have been rendered t 
our dealers and to the public.” H 
stated that the plan includes all per 
sonnel of the firm. 

As a Naval officer during the wat 
Mr. Shobe experimented with incenti\ 
systems which were responsible { 
raising the efficiency and morale of his 
command. 


Simmons Ships First 
Electronic Blankets 


July shipments of the Simmons elec- 
tronic blanket were announced recently 
at the Chicago Summer Markets by 
R. J. Cochran, general manager of the 
Electronic Blanket Division of the 
Simmons Co., who added that this wil! 
make the blankets available for the 
general public by August. 

The absence of strikes in his divi- 
sion was, according to Mr. Cochran 
the primary factor in making early 
shipments possible, and in enabling the 
firm to “cover all our commitments 
jor 1946.” Moreover a_ nation-wide 
system of distribution has been devel- 
oped to market the product. 
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Show You 


1 those 
Com. 7 
n are 
What Makes 
rt firm 
ine a. 
stream. 
° Zh, 
t N.S 
r, use 
r hat DD up all you know about Seattle —the 18 The young men of the Hearst Advertising Service 
in t counties in the Seattle “Market Box” —their came to the Northwest a long time ago. They 
on! 1,400,000 inhabitants—the 75% of all the state’s have been here long enough to know Seattle and 
ng people, the sales and income which the Market Box Western Washington marketwise as only news- 
Shot represents — the forest, farms and fishing indus- papermen can know the place they live and work in. 
kre try—the great hydroelectric dams, shipyards, air- - 
oft plane plants and aluminum industry—the import Daily these “reporters with a nose for sales” rub 
of t! and export trade—add these all u elbows, exchange opinions and give 
P P ge op 
mont and you still haven't got the pace CALL THE H-A-S MAN and take sales facts with sales and 
= of things in Western Washington. a advertising executives in a score of 
ust dre us a not . . 
hard cine. “I'm inter. ifferent lines. And what they have 
tert Western Washington, perhaps ee evolved, a gold mine of informa- 
than any other the your produ.” tion on the Seattle situation, is 
1 bet United States, is timed with the yours for the asking. 
ed t future. Here is the last frontier of 
H America — the gateway to Alaska Not only in Seattle, but in nine 
= and the Far East by air and by sea other key cities of America this 
sal —a fit subject for paraphrasing a is available to sales and adver- 
nti famous expression, “Go Northwest, tising executives. Why not call the 
P y 
a young man!” H-A-S man now? 
Of 
HERBERT W. BEYEA, General Manager 
959—S8th Ave., New York 19, N. Y.—Offices in principal cities 
elec- Representing: 
ently New York Journal-American + Pittsburgh Sun-Telegraph + Chicago Herald-American 
is bs Baltimore News-Post-American * Boston Record-American-Advertiser * Detroit Times + Albany Times-Union 
San Francisco Examiner Los Angeles Examiner Seattle Post-Intelligencer 
will 
divi- 
hran 
early 
the 
nents 
wide 
evel- 
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Wake EXTRA Sales 
aud Profits thir 
Summer... 


Install fp) THERMOSTATIC HEAT 
CONTROL on all your present Oil Burning 
Space Heaters! 


This new “Sales Package” can be installed on any oil 
burning space heater using any A-P Constant Level Oil 
Control made since 1938. This means extra sales to 
most of the customers to whom you sold heaters since 
1939, for they will all welcome the added convenience, 
luxury and oil-saving advantages of Automatic Temper- 
ature Control — steady room comfort at the touch of 
a thermostat dial. 


A-P Model 240-ED 
Electric Heat Regu- 
lator Conversion Set 


EASY TO INSTALL... 


Complete Conversion Set in- 
cludes: Electric Conversion 
Top, Wall Thermostat, Trans- 
former, Wire, Staples ond 


full instructions. 


CONNECT 
AND WALL-MOUNTED 


AND ANY VAPORIZING BURNER HEATER IS READY FOR 
AUTOMATIC TEMPERATURE REGULATION. 


STAT. 


AUTOMATIC PRODUCS COMPANY 


2400 NORTH THIRTY-SECOND STREET, MILWAUKEE 10, WISCONSIN 


DEPENDABLE 
Od Controls 


DESIGNED TO ELIMINATE SERVICING 
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5 Months Totals of Appliance 
and Radio Shipments Released 


General Increase Noted in 
Census and CPA Figures 


The following is a summary of man- 
ulacturers’ shipments of household 
electrical appliances and radios for the 
first five months of 1946, as reported in 
monthly bulletins of the Bureau of the 
Census and the Civilian Production 
Administration. 

The figures shown here, according 


REFRIGERATORS, 
MECHANICAL (Units) 

(Electric and Gas) 
Jan. 1946 123,000 
Feb. 1946 67,000 
Mar. 1946 98,000 
Apr. 1946 143,000 
May 1946 196,000 
5 Mos. 1946 627,000 


WASHING MACHINES 
(Electric & Gas Engine) 


Jan. 1946 171,000 
Feb. 1946 88,000 
Mar. 1946 111,000 
Apr. 1946 177,000 
May 1946 186,000 
5 Mos. 1946 733,000 
VACUUM CLEANERS 
(Standard & Hand) 
Jan. 1946 120,000 
Feb. 1946 128,000 
Mar. 1946 162,000 
Apr. 1946 174,000 
May 1946 166,000 
5 Mos. 1946 750,000 
IRONERS 
Jan. 1946 
Feb. 1946 anne 
Mar. 1946 — 
Apr. 1946 6,075 
May 1946 7,484 
5 Mos. 1946 13,559 


to the Census Bureau, are estimated ; 
represent substantially complete coyer 
age of each product. It will be not 
that as of April a separate classificatio; 
has been set up for electric ironer s| 

ments. Any ironers produced prior ; 
\pril were so few as not to warra 
separate reporting. 


RANGES 
(Standard & Apartment Type) 

Jan. 1946 25,000 
Feb. 1946 20,000 
Mar. 1946 23,000 
Apr. 1946 31,000 
May 1946 31,00 
5 Mos. 1946 130,000 

IRONS 
Jan. 1946 282,00 
Feb. 1946 308,00 
Mar. 1946 382,00 
Apr. 1946 408,000 
May 1946 Not Available 
4 Mos. 1946 1,380,000 


SEWING MACHINES 
(Electric, Hand & Foot Treadle) 


Jan. 1946 12,000 
Feb. 1946 13,000 
Mar. 1946 28,000 
Apr. 1946 28,000 
May 1946 31,000 
5 Mos. 1946 112,000 


RADIO RECEIVERS 


Jan. 1946 550,000 
Feb. 1946 750,000 
Mar. 1946 1,000,000 
Apr. 1946 1,000,000 
May 1946 1,075,000 
5 Mos. 1946 4,375,000 


Philco Announces 
Low-priced Freezers 


With the assertion that its prices are 
the lowest of any national-brand manu- 
facturer, the Philco Corp. recently an- 
nounced its prices for the new 24 and 
5 foot freezers as $149.50 and $199.50 
anywhere in the United States. 

Thomas A. Kennally, vice-president, 
said that 100,000 orders for the new 
freezers were placed by distributors 
and dealers even before prices were 
announced, 

“We are offering these new freezers 
to the public at the lowest possible 
prices even in the face of rising costs, 
as part of our long-established policy 
to bring new Philco development with- 
in the reach of every family,” Mr. Ken- 
nally pointed out. He declared that at 
the prices given nearly every family in 
the nation would be able to afford one 
of the freezers. He also declared that 
availability of the freezers should help 
to alleviate the food shortage by mak- 
ing it possible to store frozen foods 
during the coming winter. He said 
that production was well under way 
and that many thousands would be de- 
livered within the next two months. 


AUGUST I, 


Simpson Takes Office 
as New NERA Director 


The nation’s electrical dealers got 2 
new champion last month in Clifford 
C. Simpson, appointed managing di 
rector of the National Electrica 
Retailers Association. Most recent jot 
in Mr, Simpson’s 20 years of organiza- 
tion management was general manage! 
oi the National Association of Inde- 
pendent Tire Dealers. In accepting his 
new assignment he said that the elec- 
trical dealer is “the firing line salesman 
or customer contact man for one of 
\merica’s greatest industries.” Hi 
promised that NERA policies would be 
both aggressive and constructive and 
would represent the best interest of the 
electrical retailer and further declared 
that the association would cooperate 
with any practical program to promote 
the interest of the whole electrical 
industry. 

Mr. Simpson will temporarily main- 
tain his offices in Washington, D. C. 
at 1304 Eye St., N. W. The Chicago 
office in Suite 1471 of the Merchandise 
Mart will also be maintained and 
eventually the new managing director 
will move his operations there. 
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25,000 
20,000 
23,000 
31,00 
31,00 A 
30,00 
\ 
82,000 
08,000 
82,00 AA 
Grade (fried) 
80,000 
Yolk round, upstanding; small zone of 
thick white, lesser fringe of thin white; covers 
le) small area when broken... The AA grade 
12,000 egg gets 5c per doz. premium, an extra $400 
13,000 . 
payee profit on 8,000 doz. per year for Henry Schlueter 
28,000 eS: vp -... and a quality market for 125 other 
31,000 — 
12.000 poultrymen in a Wooster, O. co-op born 
of Depression prices in 1932... Better breeds, 
etter feeds, frequent collection, Federal grading 
b feeds, frequent collection, Federal grading, 
50,000 faster shipment, direct sale to chain . . . intelligent 
,000 
ao approach, better methods, aggressive enterprise . . . 
00, 000 is the success story of this Wooster co-op, illustrated 
75,000 with four-color charts for grading—title “Better Checks for 
Better Eggs” page 23—in SuccessruL Farminc for July. 
This egg article is the typical SF story . . . timely, 
significant reporting for use by successful business men in 
the nation’s No. 1 business of farming—typical of the million- 
sie plus SF subscribers, best “class” market in the world today! 
g i. These SF farmers are segregated in the thirteen midwest “Hyacinths for the soul” 
“ ‘dl “Heart” states plus Pennsylvania and New York. . . —flower arrangements of interest 
niza- with the best brains, soil and climate, families larger than the to farm women . . . page 60 
a U. S. average . . . largest investments in land and equipment, 1041 coyotes killed—from a 
g his largest yields, widest diversity, highest cash incomes, largest plane—this last year by Oklahoma 
lee- farmer... page 41. 
esas margin for spending . . . with the most wants and most page 41 
eof means... a market no appliance manufacturer Feed sack fashions—for children’s 
He clothes, curtains, etc... page 70. 
ld be can ignore today—or the medium that reaches 
Corncobs— have 71% of the food value 
and most of it most effectively, and at low cost! 4 
the of shelled corn for beefcattle...page 81, 
ser ... For details, call any SF office... : : 
; And scores of other items, ideas, 
SUCCESSFUL Farminc, Des Moines, New York, articles. ..and interesting advertisements 
‘ical Chicago, Detroit, Cleveland, Atlanta, ...make SF for July electrifying reading 
San Francisco, Los Angeles. for any live wire appliance man! 
nain- 
cago 
adise 
and 
-ctor 
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THE RESPONSIBILITIES LEADERSHIP 


...and what they mean to you 


This is not a sermon. 


But here at Deepfreeze Division, Motor Products Cor- 
poration, we have a very sincere feeling about our obliga- 
tions to the public and to the appliance trade, as the oldest, 
biggest manufacturer of home freezers in this country today. 


Because of the overwhelming public acceptance of the 
Deepfreeze home freezer as the leader in the field, we believe 
it is our duty to protect our brand name Deepfreeze, so that 
it always means what the public believes it to mean . . . the 
best in home freezers, the accepted home freezer, the one- 
and-only Deepfreeze home freezer. 


In this connection we state the following facts: 


1. The brand name Deepfreeze is a trade-mark owned by 
Deepfreeze Division, Motor Products Corporation, 
registered in the U. S. Patent Office. 

2. Only Deepfreeze Division, Motor Products Corpora- 
tion, can make the Deepfreeze home freezer. 

3. Only Deepfreeze Division, Motor Products Corpora- 
tion, can call a home freezer by the trade-marked 
name, Deepfreeze. 

4. The name Deepfreeze can correctly be used only in 
reference to the products of Deepfreeze Division, 
Motor Products Corporation. 


5. The name Deepfreeze should never be used with refer- 
ence to any other brand of home freezer. 

6. Because the name Deepfreeze is a registered trade-mark, 
it cannot be used as a verb or a noun. It cannot be 
spelled as two words, with or without capital letters. 
It cannot be divided by a hyphen, a comma, or a semi- 
colon. It must always be used for what it is: the one- 
word, capitalized trade-mark name of a brand of home 
freezer—the Deepfreeze home freezer. 

7. Only dealers and distributors selling the one-and-only 
Deepfreeze home freezer can use the name Deepfreeze 
in advertising and on the sales floor. The name cannot 
be used by individuals in classified “want ads” in 
newspapers or over the radio, or by dealers handling 
competing or unbranded products. 


What does this mean to you, as an appliance dealer? 


It means that you will continue to enjoy the benefits and 
advantages of selling branded merchandise. You already 
know that Deepfreeze is the home freezer easiest to sell be- 
cause it is the best known. Millions are familiar with it. 
It is the talked-about home freezer everyone wants. 


Take advantage of this acknowledged leadership and the 
individuality of the trade-marked name Deepfreeze by us- 
ing the name correctly and by making it work for you. 


DEEPFREEZE DIVISION > MOTOR PRODUCTS CORPORATION * NORTH CHICAGO, ILLINOIS 


TRADE-MARK REG. U. S. PAT. OFF. 
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SPEED QUEEN Automatic 
Washer 


harlow & Seelig Mfg. Co., Ripon, Wis. 


Device: Speed Queen 
washer. 

Selling Features: Washes, rinses and 
damp-dries in one continuous auto- 
tomatic cycle—23 to 29 min. depend- 
ing on load; a new principle of water 
action is employed whereby a full 
load of clothes is turbulently oscil- 
lated 144 times a minute, continu- 
ously submerged in wash water ; sim- 
ple mechanical construction, has less 
than 30 moving parts; requires no 
bolting down being vibrationless; 
basic principle of the hydraulic 
brake is used to remove soap and 
damp-dry clothes, eliminating need 
for wringers, spinners, etc. ; requires 
only 10 gal. hot water for a full load; 
no electrical timer or solenoids ; con- 
venient top-loading ; can be used fully 
automatic in homes with no hot 
water heater. 

Merchandising, August 1. 


automatic 


KALAMAZOO Range 


Kalamatoo Stove & Furnace Co., 
Kalamazoo, 6, Mich. 


Model: Carlton range. 


Selling Features: Completely auto- 
matic cooking—starts, controls, times 
and turns off food cooked in oven, 
well cooker or an appliance used on 
appliance outlet. 
7-speed surface units provide cook- 
ing temperatures from slow simmer 
to fast fry; giant and 2 regular speed 
units have flat surfaces, hinged to lift 
up for cleaning; well-cooker has 7 qt. 
capacity and 7 speeds, equipped with 
cooker pan, trivet and fry basket; 
Savorseal oven has 2 units, procelain 
enameled interior with rounded cor- 


ners; non-tilt ribbon type racks with 
positive stops, rigid serving shelf 
door, automatic light and mineral 
wool insulation; non-spatter broiler 
pan and grid has 10 convenient broil- 
ing positions, provides “waist-high” 
broiling ; oven door adjusted.to stand 
open at exact position for smokeless 
broiling ; equipped with 2 big storage 
drawers with ball bearings, a ther- 
mostatically controlled warning 
drawer keeps foods at serving 
temperatures; built-in top lamp 
entire cooking and working sur- 
face; interval timer; light indicates 
when units are in operation. 


Electrical Merchandising, August 1, 
1946. 
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CLARK Water Heaters 


Clark Water Heater Div., McGraw Elec- 
tric Co., 5201 W. 65th St., Chicago, 


38, 


Device: New “Ionodic” system oi 


metered anti-corrosion protection is 
now available on Clark water heat- 
ers: 30, 50, 67, 82, 100 and 125 gal. 
with single and double units. 


Selling Features: Clark “Ionodic” 


system consists of a rod of pure mag- 
nesium inserted in an insulated steel 
cap, which is screwed into the top 
of the hot water storage tank; mag- 
nesium is connected to the steel 
through a resistor which reduces 
current to a minimum capable of 
giving complete corrosion protection 
and also serves to meter or extend 
life of magnesium rod for a maxi- 
mum period *of time—no external 
current is required—system is en- 
tirely automatic in operation, re- 
quiring no attention during entire 
life—when completely dissipated a 
new rod can be inserted; in highly 
corrosive waters where ordinary gal- 
vanized tanks last from 3 to 5 years 
a life of from 10 to 15 years can be 
expected with the “Ionodic” rod. 
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Water heaters are finished in white 
baked enamel with black baked 
enamel base and feet. 

Electrical Merchandising, August 1, 
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UNIVERSAL Percolator 
Landers, Frary & Clark, New Britain, Conn. 


Device: “Coffeematic” percolator. 

Selling Features: Dial at base can be 
set at “strong,” “medium,” or “mild,” 
aad a signal light automatically in- 
dicates when coffee is ready to serve; 
percolation stops as dialed and cur- 
rent is automatically reduced to keep 
coffee at serving temperature, indi- 
cator light remains on until “Coffee- 
matic” is disconnected ; 7-cup capac- 
ity; “cold water” pump principle; 
easy pouring, non-drip spout; 475 
watt unit; chrome-plated finish with 
a Platina panel and mottled ma- 
hogany Bakelite handle. 
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GIBSON Ranges 
Gibson Refrigerator Co., Greenville 
Mich 


Models: ER-197-H, ER-197-F, ER- 
197-D and ER-197-B. 

Selling Features: New models of post- 
war _Mesign ; outstanding feature is 
the “Ups-A-Daisy” arrangement of 
Kookall deep-well cooker unit which 
can be employed in cooker-well in 
normal fashion or can be raised to 
surface and used as a surface cook- 
ing unit increasing capacity for sur- 
face cooking ; positive-locking device 
for raising and lowering cooker unit 
is guided by curving slots in well 
liner which prevents jamming—this 
device is included in the two top 


Models: 
SFN- 


models ER-197-H and ER-197-F; 
deep-well cooker unit in all models 
has Fiberglas insulation; Ups-A- 
Daisy unit is 8 in. 2000 watts, of 
flat Chromalox design with 7-heat 
switch, all other surface units are 
V-shaped rod-type Chromalox with 
7-heat switches, with the 8 in. units 
providing up to 1250 watts. 

Entire design has been changed—in- 
creased vertical thickness of range 
top rolls off in waterfall curve into 
top portions of drawer heads, a con- 
cave curve in drawer heads provides 
for cove handles. Full width lamps 
on 2 top models have been installed 
on higher instrument panels to in- 
crease lighting efficiency and provide 
space for double decking switches, 
timer control and outlets in one 

group 

Al an are full 40 in. wide with 
25 in. over-all depth; ovens are 16x 
16x20 with 2 units—top model has 
extra oven with 1 unit adjustable for 
broiling or baking, 9 in. high, 16 in. 
wide, 20 in. deep. Another feature of 
top ‘“H” model is selector switch for 
automatic timer clock to oven, deep- 
well cooker or convenience outlet. 
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NORGE Refrigerators 
Nerge Div., Borg-Warner Corp., 
Detroit, Mi: 


LFN-746 SFN-746 and 


Selling Peatares: LFN-746, 7 cu. ft. 


el has extra-large side freezer 
which holds up to 314 Ibs frozen 
food; meat storage space holds 
equivalent of 7 to 12 Ibs; fully auto- 
matic defrosting ; large bottle storage 
space—holds 16 bottles of beverages, 
A milk bottles and 1 large gingerale 

ttle. 

SFN-746, 7 cu. ft. model has a 
frozen food compartment that holds 
284 Ibs. food; extra-large bottle 
storage; fully automatic defrosting ; 
full-width vegetable “hydrovoir” ; 
tiltabin, room-temperature vegetable 
storage. 

SFN-946, 9 cu. ft. model has 28 
lb. frozen food compartment, extra 
large bottle storage space; adjust- 
able shelves for flexible storage 
arrangements; fully-automatic de- 
frosting; 1-bushel tiltabin. 
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E-34 ELECTRIC SWITCH TIMER 


Timing up to 60 minutes Timing up to 11 hours 


Here are two brand-new Telechron electric timers . . - for control as 
well as timing. Like other Telechron timers, they can be used to give 
a strong, continuous buzzer signal. Also, they turn switches on or off. 


The E-34, at the end of the timing period, switches an appliance 
off (also available in model to switch appliance on). It’s designed to 
control electrical appliance outlets on gas and electric ranges, con- 
ventional washing machines, X-ray and photographic timers, bat- 
tery chargers, and many other types of electric equipment. 

The C-40 is a clock timer for roasters, gas range controls, process 
timers, radio and television sets, and electronic devices. It comes in 
two models . . . one to turn the switch on, the other to turn it off. 

These new electric timers include switches rated at 15 amps. 
—115 volts, and will give your product all the advantages of Tele- 
chron design and engineering. They never have to be wound—never run 
down. Famous Telechron accuracy makes them completely depend- 
able. Precision building and exclusive capillary lubrication assure 
long, trouble-free service. For full details, write or wire Industrial 
Sales Division, Dept. G, Telechron Inc., Ashland, Massachusetts. 
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NEW PRODUCTS 


VICTRON Ironer 


Victor Electric Products, Inc., 2950 Rob- 
ertson Ave., Cincinnati, O. 


Device: Lightweight portable ironer. 

Selling Features: Irons everything 
from sheets and shirts to dainty 
lingerie; pressure of stainless steel 
shoe on padded roll, adjusts auto- 
matically to the type and thickness 
of fabric; single level control hand 
or knee operated; roller may be 
stopped for pressing action, switch 
conveniently located on the riglit 
hand end of the ironer base; cali- 
brated thermostat has self con- 
tained switch for easy heat adjust- 
ment; new lag principle gives oper- 
ator time to adjust and guide work 
properly without undue haste: 
weighs about 30 Ibs.; may be stored 
on a closet shelf; 110-120 volts, 60 
cycle a.c. 1100 watts. 

Electrical Merchandising, August 1, 
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RAYTHEON Room 
Precipitator 


The Industrial Electronics Div., Raytheon 
Mfg. Co., Waltham, Mass. 


Device: Raytheon precipitator room 
unit for use in average home. 

Selling Features: By means of elec- 
trostatic process of ionization, re- 
moves 90 to 100% dust and other 
airborne particles such as pollen, and 
smoke from air, decreasing cleaning 
costs, relieving hay fever sufferers, 
providing cleaner atmosphere; com- 
pletely self-contained in metal cabi- 
net finished in grain mahogany, wal- 
nut or ivory, 39 in. high, 26 in. wide 
and 9 in. deep; consumes 100 watts. 
110 volt, 60 cycle; air to be cleaned 
is drawn through grille in base of 
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cabinet by blower, passes through 
ionizing section where it receives 
positive electrical charge and js 
drawn to negatively charged col- 
lector cell plates where it is de- 
posited; collector cell light weight 
and easily removable for cleaning 
not oftener than once every 3 or 4 
months; special high voltage, low 
current, Raytheon vacuum tubes pro- 
vided for ionizer and cell—no moy- 
ing parts. 
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KOLDMASTER Home Freezer 
Ice Cooling Appliance Corp., 33 S. Clark 


St., Chicago, 3, /il. 


Model: No. -HL-9 Koldmaster low- 


temperature home freezer. 


Selling Features: Conveniently shaped 


unit fits in with any modern kitchen 
wall or floor plan; no defrosting nec- 
essary; top-opening keeps cold in; 
3 to 4 in. insulation; 1/5 h.p. com- 
pressor; Freon refrigerant; thermo- 
statically controlled expansion valve; 
heavy galvanized steel inner tank; 
heavy steel outer shell, air-sealed 
and welded and Bonderized finished 
in baked-on white enamel. 28$x25x 
393 in. high at back and 37 in. high 
in front. 
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NORGE Washer 


Norge Div., Borg-Warner Corp., 
Detroit, 26, Mich. 


Device: Norge washer W-18. 
Selling Features: Equipped with plas- 


tic “rotator”; power pump for easy 
draining; steam seal rubber gasket 
around rim of cover; adjustable 
wringer which pressure cleanses, can 
be set for any fabric; capacity 20 
gal. to water line or 9 Ibs. dry 
clothes; white porcelain tub. 
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Hundreds of thousands of homes have de- 
pended upon Washington heating and 
cooking appliances for more than three- 
quarters of a century ... The reputation of 
these quality heaters and ranges among 
satisfied custemers throughout the nation 
means a big future replacement and new- 
customer market for Washington Dealers. 


MARTHA WASHINGTON 
HOME FURNACE (Coal) 


Down-Draft Hot Blast Combustion insures 
moximum efficiency. Heavy-duty special 
alloy slotted fire pot and large heavy ribbed 
combustion chamber, adding extra heating 
surface, insure long life and added years 
of satisfactory service. 


FROGIL HEATERS 


(OIL BURNING) 


RANGES and FURNACES 


(COAL FIRED) 


GEORGE WASHINGTON 
COAL RANGE 


The modern styling, rounded corners for easy 
cleaning, the striking lines, the gleaming por- 
celain enamel finish—oll contribute to the 
smart appecrance of the George Washing- 
ton Cast Balanced Range. 


WASHINGTON FROGIL 
OIL BURNING HEATER 


Down-Draft Hot Blast spreads flame in the ra- 
diator-type combustion chomber insuring maxi- 
mum heating capacity. A truly beautiful, powerful 
and durable heater. 


Nashville. 
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Merit-Made’s Promise Fulfilled! 


A Great New 


AUTOMATIC 


for Production! 


Now Set 


WHAT IS TY-MATIC? Ty-Matic is the second in Merit- 
Made's family of distinguished toasters. Based on a 
revolutionary new timing principle developed by 
Merit-Made and available on no other toaster, Ty- 
Matic performs almost magically. See it and be amazed! 
It toasts to suit the taste—light, medium or dark, and 
when the toast is done the current shuts off and the 
doors open automatically! No burned toast, no burned 


fingers, no burned tempers. 


OVEN-TOASTING”. This exclusive Merit-Made feature 
makes better toast faster. The enclosed shell and double 
shield doors keep the, heat inside the toaster, 
dehydrating the bread, making crisp, even-textured, 
delicious toast. Toasting time: light, 14% minutes; 
Medium, 1% minutes; dark, 2 minutes. 


The New “*Miracle-Action” 


In less than a year E-Z Flip has become famous as 
America's fine quality popular price toaster. Now 
better than ever Exclusive oven-toasting design® 
makes delicious toast quickly 


Every Merit-Made Toaster Carries a I-year Guarantee 
Plus a 4-year Warranty ... +--+ + See Your Lecal 
Distributor About These Merit-Made Sales Builders 


MERIT-MADE, INC. 
MERIT BLDG. 33-37 FRANKLIN ST. BUFFALO 2, N.Y. 
In Canada Merit-Made, Ltd., Fort Erie, Ontario 


* Pat. Pend. 
Mean 
___ CREATORS OF THE FAMOUS 
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NEW PRODUCTS 


NORGE Home Freezer 


Norge Div., Borg-Warner Corp., 
Detroit, 26, Mich. 


Model: Norge vertical home freezer. 

Selling Features: 7-cu. ft. capacity; 
holds up to 240 lbs. food; interior 
divided into 6 compartments for sim- 
plified storage arrangement and re- 
duced cold loss; doors have space for 
writing type of food inside each 
compartment—using china pencil; 
exterior similar to 7-ft. Norge re- 
frigerator. 
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EMERSON-ELECTRIC Fans 
Emerson Electric Mfg. Co., St. Louis, Mo. 


Device: 12 in. kitchen ventilating fan. 

Selling Features: Designed for quiet, 
slow-speed operation with large 
overlapping blades for exhausting 
large volume of air; equipped with 
fully enclosed, dust proof motor; 
operates on 53 watts; exhausts 900 
cim; on-and-off switch; 2 sizes of 
adjustable mounting panels for 
windows or transoms available—27 
to 48 in.; black lacquer fan; gray 
enamel mounting panel. 

Electrical Merchandising, August 1 
1946 


MASTERFREEZE Home 
Freezers 


Corp., Sister Bay, Wis. 
Models: No. 1250 and 1800 home and 


farm freezers. 


Selling Features: No. 1250, 12.50 cu. ft. 
capacity, stores from 600 to 650 Ibs. 
meat. No. 1800, 18 cu. ft. capacity, 


stores from 900 to 1000 Ibs. meat 
Both models equipped with 1/3 hp 
heavy duty air-cooled motor 110-22 
volts, a.c.; methyl chloride or freon 
refrigerant; tempered Masonite 
Presdwood exterior with Duluxe 
white enamel finish; refrigerated 
liner constructed of Kold-Hold 
plates electric welded into position 
with rust resisting sheet steel form. 
ing storage compartment; interior 
finish of white or gray enamel; 5-in 
Zero-O-Cel mineral fibre-board in- 
sulation with 4 in. in covers. 
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WESTINGHOUSE Fans 


Westinghouse Electric Corp., Electric 
Appliance Div., Springfield, Mass. 


Models: 4 new Pacemaker fans—10, 
12, 16 in. desk bracket and a 10 in 
pedestal model. 


Selling Features: All models have 


oscillating arc of 75 degs.; 1-piece 
“Powersphere” blades and a 115-volt, 
60 cycle induction-type motor; dark 
green, baked on enamel finish; desk 
models easily adjustable for wall 
mounting and equipped with auto- 
matic oscillation clutch; 10 in. model 
10PM has metal blades; 12PM, 
aluminum blades, a 2-speed snap-type 
switch; 16PM, Micarta blades with 
rounded edges and 3-speed switch; 
pedestal fan; IOPMP has metal 
blades and cast-iron base, and a 
chrome-plated column, 

Electrical Merchandising, August |. 
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ASTOR Toaster 


Union Products Mfg. Co., 35 Park Place, 
New York, N. Y. 


Device: Astor toaster No. 300. 
Selling Features: 2-slice, flip-over ; 400 


watts; 2-slice, flip-over type with 
toast turning when doors open; 400 
watts; complete with attached cord: 
chrome steel. 

Merchandising, August 1}. 
1946. 
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TIME subscriber No. 2-50-AGGH 655-301, W. E. Oliver 
owns this house in Los Angeles selected by Architectural 
Forum to be featured in a book of outstanding small houses. 


Architect: R. M. Schindler 


THE THINGS YOU MAKE should be Displayed 
IN THE SHOW-ROOM HOMES of te Nation 


RADIOS 


TIME families pay more for radio sets than 


a. ANOTHER EXAMPLE of how the homes of TIME readers set 
the nation’s standards for modern living. Built 12 years ago, Mr. Oliver's 
home is the kind which helped launch features of design, equipment, and 
furnishing that are widely copied today. 

Of course not all the 3,000,000 people who read TIME every week live 
in show-room homes like this. But by and large, they are people who 
keep up with news of new things, buy new products first, and “sell” them 
to others. 


do average U. S. urban families: an average 
of $123.52 against $43.26. And more TIME 
families own radios : 96% against 83% owner- 
ship among all U. S. urban families. 


NOTE; These two sets of facts are taken from a re- 
cently completed survey showing the ownership of 16 
major electrical appliances (including prices paid and 
brands bought) by all U. S. families and by Time- 
reading families. We will be glad to send you a copy. 


They’re people who look into and order television receivers, FM radios, 
home air-conditioners, deep-freezers, film projectors. (With incomes dou- 
ble the average U. S. family’s, they are also best customers for high priced 
standard equipment like ranges, refrigerators.) 

And millions of other U.S. families look up to families like these, key 
their buying to brand names they’ve seen in the homes of their TIME- 
reading friends. 


AOVERTIStne OFFS@ES NEW TORK © CHICAGO BOSTON 
PHILADELPHIA © CLEVELAND © DETROIT ¢ ST. LOUIS 


SAN FRANCISCO + TORONTO + MONTREAL 
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Baltimore News-Post 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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ELECTRIGA 


NEW PRODUCTS 


MELL-O-CHIME Door Chime 


Mell-O-Chime & Signal Corp., 119 S. 
Jefferson St., Chicago 6, IIl., and Hathe- 
way & Co., 75 Montgomery St., Jersey 
City, N. J., national sales representatives 


Device: Melodeon model 900. 


Selling Features: Compact and self- 
contained; 2-notes for front door, 
l-note for rear door; ivory baked 
enamel metal cover curved and 
fluted; operates on existing wiring 
on any good 8 to 10 volt trans- 
former; 74 in. x 5} in. x 23 in. 


Electrical Merchandising, 
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HEET-RITE Hotplate 


Lasko Metal Products Co., 
West Chester, Pa. 
“Heet-Rite” 


Device: 2-burner hot- 


plate No. 2 HS. 

Selling Features: Equipped with 2-heat 
switch control on 1 element, and on- 
and-off heat on the other; 660 watts 
high, 160 watts low; a.c.-d.c. 110 or 
220 volts; white, heat-resistant 
baked enamel finish—metal burner 
tops supplied at no extra cost; 1832 
in long; 93 in wide, 34 in. high. 
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SNAK PAN 


Munro-Matlack Co., Euclid Seventy-First 
Bidg., Cleveland, 3, Ohio 
Device: All-electric Snak-Pan 
Selling Features: Lightweight cast alu- 
minum pan with built-in heating ele- 
ment; pan fitted to glass wool insu- 
lated cast aluminum base—will not 
burn or scorch; plugs into any out- 
let; 8 in. Snak-Pan uses 500 watts ; 
10 in. Snak-Pan uses 800 watts ; easy 
to clean; wooden handle with finger 
grips. 
Electrical Merchandising, August 1, 
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ROGERS Freezer 


Modern Appliance Co., 111 So. Ells. 
worth Ave., San Mateo, Calif. 


Device: Rogers farm-home freezer 
AR-15. 

Selling Features: Total capacity 15 
cu. ft.—quick freeze compartment on 
right 23 cu. ft., with temperatures 
from minus 15 to minus 20 degs. 
thermostat controlling this unit has 
been set for this temperature; and 
two storage compartments have 12} 


cu. ft. with a temperature of zere 


degs—compressor is set to approxi- 
mately this temperature before ship- 
ping. Freon refrigerant; 1.3 h.p 
110-220 a.c. motor; 5 in. insulation in 
bottom, sides and top; doors 
equipped with molded rubber gasket ; 
white baked enamel exterior finish; 
overall size, 703 in. long, 28 in. wide 
and 364 in. high. 
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NORGE Range 


Norge Div., Borg-Warner Corp., 
Detroit, 26, Mich. 


Vodel: E-450 fully automatic range. 

Selling Features: Oven and conven- 
ience outlet may be preset to start 
and stop at predetermined intervals; 
3 surface units plus deep-well cooker 
cooks complete meals without at- 
tention; 6-speed surface units; one 
8-in., 2000 watts, and 2-6 in., 1 
watts; 6 qt, deep-well cooker, 1200 
watts. Oven 16 x 154 x 20 in., has 
top broiling unit with 2400 watts; 
for oven preheating before baking 
top unit gives 2000 watts and lower 
unit gives 2000 watts; for standard 
baking lower unit uses 2000 watts 
and upper unit 350 watts. 

Electrical Merchandising, August 1, 
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GEM DANDY 
MEANS BUSINESS 


Our big National Advertising campaign 
starting with this powerful, attention-get- 
ting full page advertisement in the August 
issues of Farm Journal and The Progres- 
sive Farmer will reach 3% million pros- 
perous farm homes. Millions of electrified 


farm andrural homes will want Gem Danc. y 
Electric Churn. Saves drudgery, saves 
time, saves money. Cash in on this big 
demand—order from your distributor to- 
day. ALABAMA MANUFACTURING COMPANY 
Birmingham 3, Alabama. 


PAYS FOR ITSELF... 15% MORE BUTTER 
The Gem Dandy slow-speed, long-life motor turns the 


dasher at just the right speed to produce the greatest 
amount of butter . . . 15% more than by old methods. 


SPECIAL FEATURES 
CORRECTLY DESIGNED, SLOW-SPEED, LONG-LIFE 


MOTOR .. . ALUMINUM BASE, SHAFT AND AD- 
JUSTABLE DASHER . . . SANITARY AND EASY 
TO CLEAN . . . NEOPRENE SUPPORTS, CORD AND 
PLUG . . . DELUXE MODEL HAS CONVENIENT 


SWITCH IN CORD .. . OPERATING COST ABOUT 
PER MONTH .. . WEIGHT 8 LBS... . GUAR- 
ANTEED FOR ONE YEAR. 
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DELUXE MODEL 


$1819 


STANDARD MODEL 


For years I was a slave to the old hand 
churn. I can tell you it was slow, hard work 
—downright drudgery! 

Now I just sit down and relax while my 
Gem Dandy Electric Churn does the work. 
In about 15 minutes the butter is made. 

My Gem Dandy produces 15% more 
butter than I ever got before—so it really 
pays for itself. 

Be sure to ask for Gem Dandy Electric 
Churn—it's the leader because it’s the best. 
The slow-speed motor, aluminum shaft and 
adjustable aluminum dasher are scientific- 
ally designed to produce best results. Hun- 
dreds of thousands of satisfied, 
enthusiastic users since 1937. 
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A real joy to use—Gem Dandy Electric 
Churn is sanitary, easy to clean. Fits any 
crock or jar up to 6 gals. but most farm- 
wives prefer the strong, durable, transpar- 
ent Gem Dandy glass jar, made especially 
for use with Gem Dandy Electric Churn. 
Sold separately. 3 and 5 gal. sizes. Prices 
(National average) about $1.75 and $2.25. 

Don't be a slave to the old hand churn— 
buy a Gem Dandy Electric Churn today. 
Saves time... saves work . . . saves money. 
Sold by leading electrical appliance and 
hardware dealers. If you can’t find a Gem 
Dandy dealer, write 


ALABAMA MANUFACTURING COMPANY 


Birmingham 3, Alabama 
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OfLUAE MODEL 
Retell Price $18,19 


Cat $15.22 


CT 
Retail Price 


Cot $16.03 
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Another Dealer Appraises 
CAPPER’S FARMER 
Readers: 


This is the testimony of J. H. McGrath promi- 
nent electrical appliance dealer of Emmetsburg, 
Palo Alto County, Iowa. It is amplified by 
equally enthusiastic comments from many more 
leading dealers of Mid-America’s prosperous 
farm lands. When he had finished checking 
the CAPPER’S FARMER reader list for his 
area, Mr. McGrath said: 

“Here is a very fine selection of progressive 
farmers. I know many of these CAPPER’S 
FARMER subscribers and they’re the kind 


that always seem to be out in front.” 


The Farm Magazine That 


Dominant Farm Families Heed 


PAGE 132 


for Buying Action 


Wat a break you get, Mr. Dealer, when your sales items 
the one magazine 
with real influence on Mid-America’s dominant farm fami- 
lies. 1,300,000 of these prosperous farm families (men, 


are advertised in Capper’s Farmer . . . 


women, and youngsters) rely on Capper’s Farmer for down- 
to-earth information—farm-tested suggestions—and profit- 
able advice. Its editorial content is a compelling factor in 
improving their farming and living activities. Its advertis- 
ing content is a compelling force in directing their spend- 
ing money your way. 

Yes, you'll be doing bigger business with better farm 
families when the products you sell are advertised in 


Capper’s Farmer. 


Cappers Farmer 
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LITTLE GIANT Washer 


Little Giant Inc., 548 Claire St., 
Hayward, Calif. 


Device: Little Giant Tray Queen 
washer. 


Selling Features: Made to fit on stand- 
ard size concrete laundry trays; ad- 
justs to all sizes of laundry trays; 
installed quickly—stays put, cannot 
clog; has no water pump; washes 9 
Ibs. in 20 min.; balanced rubber. 
mounted floating motor; safety 
wringer with pressure selector ; float 
ing gyrator, easy on clothes; 2-tone 
tan and white baked enamel finish, 
chrome controls, automatic meter 
switch. 
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PRESSMASTER Presser 


Pressmaster Co., 5184 Santa Monica Bivd., 
LosAngeles, 27, Calit. 


Device: Pressmaster garment presser. 

Selling Features: For pressing slacks, 
trousers, neckties, pleats, etc. ; heats 
in 3-min., no wet cloth is needed; 
will not scorch or shine any mate- 
rial, according to manufacturers; 
streamlined Bakelite handle; 110- 
115 volts a.c. or dc., uses only 27 
watts. 


Electrical Merchandising, August | 
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TOAST QUEEN Toaster 


Lexington Machinery & Development Co., 
Inc., 619 Lexington Ave., Clifton, N. J. 


Device: Toast Queen toaster. 

Selling Features: 2-slice flip-flop; Ni- 
chrome element, a.c.-d.c. 115 volts, 
550 watts; Bakelite handles; 20 
gauge steel. 


Electrical Merchandising, August 1, 
1946. 
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(Photo courtesy Faraday Electric Corporation, Adrian, Michigan.) 


FOR THE BEST INSULATION AT LOW COST 
PnoiWmasten USES GROOVED BUSHINGS OF ALSIMAG 


The popular new Broilmaster is a quality product 
priced for the mass market. It concentrates intense 
electric heat in a small area. This requires insulation 
with ideal dielectric properties, permanent mechani- 
cal strength and rigidity, resistance to thermal 
shock, and perfect performance under red hot tem- 
peratures. 

Broilmaster finds all these physical characteristics 
in AlSiMag 197 grooved element bushings. On 
quantity production, AlSiMag offers special tech- 
niques, equipment and experience found only at 
American Lava Corporation. AlSiMag is the trade 
name of a family of technical ceramic compositions. 


Each composition has definite and special physical 
characteristics. Thus your insulators can be custom 
made of the AlSiMag composition which is ideal for 
your requirement—made exactly as you want them, 
made accurately, made quickly, and made in quan- 
tity at a cost that fits your production budget. Let 
AlSiMag's Engineering Service man nearest you 
show you what AlSiMag can do for you, or write 
the main office direct. 


Property Chart giving physical charac- 
teristics of the more frequently used 
AlSiMag Compositions sent on request. 
For unusual requirements consult our 
Research Division. 


AMERICAN LAVA CORPORATION 


CHATTANOOGA 
‘es 43RD YEAR OF CERAMIC LEADERSHIP 


TENNESSEE 


ENGINEERING SERVICE OFFICES: 
ST. LOUIS, Mo., 1123 Washington Ave., Tel: Garfield 4959 © NEWARK, N. J., 671 Broad Street, Tel: Mitchell 2-8159 


CAMBRIDGE, Mass., 38-B Brattle St., Tel: Kirkland 4498 


¢ CHICAGO, 9 S. Clinton St., Tel: Central 1721 


SAN FRANCISCO, 163 Second St., Tel: Douglas 2464 @ LOS ANGELES, 324 N. Son Pedro St., Tel: Mutual 9076 


| 
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BENDIX FM Radio 


Bendix Radio Div., Bendix Aviation Corp., 
Baltimore, 4, Md. 


Vodel: No. 746B radio-phono 
graph console. 

Selling Features: Features standard 
broadcasts, shortwave and Bendix 
FM reception, plus automatic phono 
graph reproduction with a single 
button control changer; superhet 
with 6-tubes and rectifier tube; push 
pull amplification provides volume 
and depth of tone for 10-in Alnico 
\V speaker; employs ratio detector 
permitting high quality reception 
at remote distances from transmit- 
ter under adverse noise and inter- 
ference conditions; gang-shift tun- 
ing; new type mechanical push- 
button assembly provides automatic 
tuning 


Electrical Merchandising, August 1, 
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BENDIX Portable Radio 


Bendix Radio Div., Bendix Aviation Corp., 
Baltimore, 4, Md. 


Model: Portable radio 686A. 

Selling Features: Operates 3-ways— 
from a.c. or d.c. or long-life bat- 
tery; Bendix super signal antenna 
plays through tuned stage of radio 
frequency amplification and a new 
Bendix engineered superhet circuit 
with 5-tubes and rectifier; brown 
leatherette and plastic case with 
clear plastic grille. 

Electrical Merchandising, August 1, 
1946. 
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CALLMASTER Communicator 


Lyman Electronic Corp., 12 Cass St., 
Springfield, 4, Mass. 


Device: Model CM-10 Callmaster in- 
tercommunicating system for use in 
homes, offices, stores, farms, etc. 

Selling Features: Full powered 3- 
tube communicator ; 2-full sized 4 in. 
P. M. speakers; sold complete with 
substation and 50 ft. connecting 
wire; easily installed; a.c. or d.c.; 
115 volts; 25 watts; suitable for 
nursery use as a “baby listener’ ; 
plastic cabinet. 

Electrical Merchandising, August 1, 
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NEW RADIO PRODUCTS 


VIEWTONE Television Sets 


Viewtone Television & Radio Corp., 81 

Willoughby St., Brooklyn, N. Y., Charles 

W. Robbins Co., 853 Broadway, New 

York, 3, N. Y. Manufacturers Representa- 
tive. 


Models: Vanguard and Aristocrat. 
Selling Features: Vanguard, table 
model receiver with a 7-in. screen, 
features FM sound; mahogany or 
walnut cabinet. 
Aristocrat, console floor model ; 7-in. 
screen; FM sound; AM broadcast 
band radio; automatic record 
changer and compartment for record 
albums; walnut or bleached blond 
cabinet. 
Sets with 10-12 and 15 in. screens 
will be in production for fall deliv- 
ery, the manufacturer claims. 
Electrical Merchandising, August 1, 
1946 
v 


CROSLEY Portable Radio 
The Crosley Corp., Cincinnati, 25, O. 


Model: No. 56-PA Por-TABLE 

Selling Features: Plays 3-ways: a.c., 
d.c., and battery operation; 4-tubes, 
1 rectifier; 4 in. PM speaker; slide 
rule dial; enclosed loop antenna; 535 
to 1600 kes; carrying handle; new 
shock-proof ivory plastic cabinet. 

Electrical Merchandising, August 1, 
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CROSLEY Table Radios 
The Crosley Corp., Cincinnati, 25, O. 


Vodels: Minuettes 56TJ, 56TH, 56TG, 
and Duette end-table models 56TD, 
56TE and 56TF. 

Selling Features: All models equipped 


with a.c.-d.c., 4 radio tubes, 1 recti- 
fier ; 540 to 1600 kc; PM speaker and 
beam power output; slide rule dial; 
enclosed loop antenna; Minuette 
56TJ has walnut cabinet; 56TH has 
ivory plastic cabinet; 56TG_ has 
brown plastic cabinet. Duettes in 
mahogany, tan and blue cabinets 
which are styled the same front and 
back. 

Electrical Merchandising, August 1, 
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CROSLEY Consoles 


The Crosley Corp., Cincinati, 25, O. 


Models: Debutante 86CS and Carroll- 
ton 146 CS radio-phone consoles. 
Selling Features: Debutante equipped 
with 7 tubes, 1 rectifier ; 6 watts out- 
put; 10 in. permanent magnet 
speaker; Crosley FM; built-in Di- 
pole FM antenna; improved signal 
web enclosed loop antenna for stand- 
ard and shortwave broadcast; 3- 
bands; automatic record changer 
plays 12-10 in. or 10-12 in.; 4 album 
compartments; mahogany or walnut 
cabinet. 
Carrollton equipped with 11 tubes, 
1 rectifier, 1 phase inverter, 1 tuning 
indicator; 18 watts output; Crosley 
FM; improved web enclosed loop 
antenna; world-wide reception on 4 
complete bands; 12 in. PM speaker; 
“magic-eye” visual tuning indicator ; 
6-position automatic electric push 
button station selection on standard 


band; jam-proof automatic record 
changer plays 10-12 in. or 12-10 in. 
records, automatic stop after last 
record; single change-over contrel 
from 10-in. to 12-in. records; ma- 
hogany cabinet; spacious album 
cabinet. 

Electrical Merchandising, August 1, 
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v 
BURKAW Child's Phonograph 


Burkaw Electric Co., 105 E. 29th St., 
New York, N. Y. 


Model: JE-1 record player for kids. 

Selling Features: Plugs into 110-115 
volt a. c. outlet; blue and red trim 
cabinet in 2 styles; nickel-plated 
pick-up head and electric start-stop 
control; enclosed dynabox for nat- 
ural tone; felt covered steel turn- 
table; plays 6-in. to 12-in. records. 

Electrical Merchandising, August 1, 
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ARVIN Radio-Phono 
Noblitt-Sparks Industries, Columbus, Ing. 


Model: Arvin low-boy radio-phono 
model 665. 

Selling Features: Equipped with ap 
8 in. speaker, an Arvin radio with 
5-tubes plus rectifier and an auto. 
matic record changer with 1-buttop 
control for all operations; plays 10- 
12 in. or 12-10 in. records automati- 
cally ; cabinet of mahogany finish ip 
straight colonial design, 33 in. high, 
30 in. wide, 16% in. deep. 

Electrical Merchandising, August |, 
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CONVERS-O-CALL Inter- 
communicating System 


National Inter-Communicating Systems, 
1531 W. Devon Ave., Chicago, 26, Ill. 


Device: President’s model, Executive, 
No. 450, No. 450A sub-station, in- 
terconnection systems. 

Selling Features: President’s model 
eliminates talk-listen lever, leaving 

«hands free; selector push buttons on 
front; 2 tubes; 2 watts; modern, 
compact solid walnut cabinet ; equip- 
ped with 10, 20 or 30 stations. 
Executive model, same as president's 
with regular talk-listen lever; se- 
lector push buttons. 

No. 450, capacity up to 10 sub- 
stations; rotary selector switch for 
talking to any ome sub privately or 
all at one time; silent position 
feature on talk-listen lever; 2-tone 
walnut cabinet, individual voluine 
control, on-off switch. 

No. 450-A, 2-way sub-station for 
use with No. 450 Master station, 
walnut cabinet to match; special call- 
ing switch. 

Electrical Merchandising, August 1, 
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MASON Radio 


Mason Radio Sales Corp., 50 E. 42nd St., 
New York, 17, N. Y. 


Device: Mason table radio. 

Selling Features: 6-tube superhet a.c.- 
d.c.; has a 5-in. Alnico speaker; 
self-enclosed loop antenna. 


Electrical Merchandising, August 1, 
1946. 
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@ The monthly average for all home consumers of electricity in 
Louisville, Kentucky, is 94.2 KWH. 


e American Home subscribers in this typical American city average 
130.4 KWH a month. 


@ This extra power consumption indicates more toasters, mixers, 
vacuum cleaners. It spells more and bigger refrigerators, electric 
ranges, washing machines for American Home families. The major 
market for that 70%-.of your business that is replacement, these 
families are also better prospects for those new dish washers, FM 
radios, and heated blankets you are making. 


@ Note these facts about the American Home Market 


@ 2,350,000 home-loving circulation, read by 3,043,000 women 
and 1,497,000 men. 


@ 67.5% own their own homes, located in and around big city, 
easily-accessible trading centers. 


@ 64.5% have incomes over $3,000—and 3 out of 5 families have 
children under 18. 


‘FOR ELECTRICAL APPLIANCES 
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KITCHEN CABINETS 


designed and built for 
practicability 
and beauty 


To provide smart American women with strikingly 
original kitchen cabinets that they would be eager to 
possess, Lyon wentintotheir homes to learn first-hand 
just what types of cabinets they desired. 

To provide dealers with a kitchen cabinet line that 
combined the important features of minimum stock 
requirements, simplicity of layout and installation, 
and ready adaptability to a wide range of buyer tastes, 
kitchen sizes, and building requirements, Lyon de- 
veloped many completely original manufacturing 
procedures. 

Now, with every provision made for sizable pro- 
duction of Lyon Kitchen Cabinets that exceed all 
a minimum standards of the Steel 
Kitchen Cabinet Institute, our 


QUALITY 
TESTED 


STEEL 
KITCHEN CABINET 
INSTITUTE 


modern plants await only adequate 


supplies of raw material. 


METAL PRODUCTS, INCORPORATED 


General Offices: 821 Madison Avenue, Aurora, III 
Branches and Distributors in All Principal Cities 
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NEW POSITIONS 


Borg-Warner Corp. 


General sales manager of the Norge 
division of Borg-Warner Corp. is the 
new title of Howard L. Clary, re- 
cently promoted from the post of as- 
sistant sales manager, according to an 


H. L. CLARY 


announcement by M. G. O’Harra, vice- 
president and director of sales. Mr. 
Clary has received several promotions 
since joining the company following 
his resignation from the WPB last 


E. L. FROLICH 


year. He started as regional manager, 
was elevated to promotion manager, 
and then to assistant sales manager. 
He has been in the appliance business 


quarters in New York, Atlanta, Chj. 
cago, and Los Angeles. The ney 
regional managers for these areas ar 
E. L. Frolich, Dean Spencer, J. 9 
Frolich, and J. M. Tenney, respee. 
tively. 

Creation of the regional headquar. 


ters was made said Mr. O’Harra, 
“in order to assure Norg- its rightful 
share of the national market in al! 
products.” 

It was with regret that Mr. O’Harra 


announced the resignation of S. M. 
Adams, formerly sales manager of the 
Detroit Vapor Stove division and 
more recently supervisor of the com- 


DEAN SPENCER 


since 1927 and associated with the 
sale of Norge products since 1929 
except for his three years with WPB. 

Mr. O'’Harra also announced the 
creation of four new regional head- 


AUGUST |, 


S. M. ADAMS 


pany’s bottled gas operations. Mr. 
Adams was with Detroit prior to its 
absorption by the corporation in 1934 
and continued with it following the 
transfer. 
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HEATERS 


with the Beautiful Durable PORCELAIN FINISH / 


ALLEN HEATER 
famous for Low Lost-Lo-Pilot 


Rich brown porcelain enamel! Smooth-surface designing! These 


Ml features have produced a tonal quality and styling which will capture 
he the interest of the homemaker at a glance. She'll want this heater! 
and While she will quickly sense the easy cleaning advantage of the new, 
ym- 


sparkling and durable finish . . . he will be far more impressed with 
the economy of Allen's two independently operated burners and the 
exclusive “LoPilot” (which efficiently burns a minimum amount of 
low-cost fuel oil). 


Whoever decides, you'll close the sale without delay . . . when you 
show your prospects this new “LoPilot” Allen Heater . . . or any other 
Allen-made product! 


RANGE 
(Coal, Gas or Wood) — (Coal or Wood) (Coat ar Wood) (Oil Burning) 


ALLEN: MANUFACT URING CO., INC., NASHVILLE, TENNESSEE 
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The PLAN Behind The PRODUCT! 


TRADE MARK REG. 


PROTECTED Profits! 
Aggressive PROMOTION! 
Distinguished DESIGN! 


the NAME WOMEN KNOW! 


Liven housewares sales with VACULATOR — the 
consumer-accepted “best-seller”! FAIR-TRADED 
for FULL profits; backed by POTENT ADVERTIS- 
ING in leading magazines to millions of home- 
makers; BEAUTIFULLY DESIGNED for eye- 
appeal; made with PYREX brand glass; and 
equipped with the new DUTCH clothless coffee 
filter. For the best in coffee makers, feature VACU- 
LATOR 


Coffee Maker specialists exclusively! 


IN A CLASS BY ITSELF! 


The biggest “LITTLE” thing in coffee 


Pree! 
DISPLAY 
DISPENSER 
STOPS the pros- 
pect; TELLS the 
story; MAKES 


virtually unbreakable. Fits ALL standard the sale! , i 
makes. It's R-E-D HOT! 


makers! No cloth or paper; can’t pop-up 


or fall-out. Made of sparkling china — 


VACULATOR 


U.S.A. 


CHICAGO 6, 
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Appliance Co., Inc. 


Edison General Electric ( Hotpoint) 
Co., Chicago, Ill., has a new manager 
of its kitchen sales division in William 
G. Conley, Jr. In addition to utility 


W. G. CONLEY, JR. 


work and a stretch in the Army, Mr. 
Conley has been sales manager, counter 
equipment group, electric commercial 
cooking equipment division of the com- 
pany. 


Automatic Washer Co. 


Frank Breckenridge is the new vice- 
president and chief engineer of the 
Automatic Washer Co., Newton, ITa., 
according to W. Neal Gallagher, presi- 
dent and general manager of the firm. 
Mr. Breckenridge comes from the In- 
ternational Telephone and Telegraph 
Corp., and before that was section 
manager of the appliance engineering 
department of Westinghouse. 


Ansley Radio Corp. 


The appointment of C. A. Clinton to 
the position of general manager of the 
Ansley Radio Corp., Trenton, N. J., 
was recently announced by the com- 
pany. Recently he has had charge of 
expediting, material control, and has 


Cc. A. CLINTON 


aided in production scheduling. Prior 
experience included the sales man- 
agership of the New England area. 
Before joining Ansley he was east- 
ern representative for the Phanstiehl 
Chemical Co. and earlier was sales 
manager of the Straube Piano Co. 
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Noblitt-Sparks Industries, Inc. 


Gordon T. Ritter who has been an 
employe of Noblitt-Sparks Industries, 
Inc. for 17 years, was recently pro- 
moted to director of Arvin sales by 
Glenn W. Thompson, president, who 
said, “Mr. Ritter, who has alternated 
as Arvin radio and appliance sales 
manager, now assumes full responsibil- 
ity for Arvin home radios, appliances, 
and car heaters on a country-wide 
hasis.”” 

Simultaneously with Mr. Ritter’s 
appointment, Paul Tanner was named 


G. T. RITTER 


assistant director of Arvin sales. Mr. 
Tanner had been Mr. Ritter’s assistant 
previously and later became manager 
of the Southern district. 

Phil C. Baker, who already is sales 
manager for car heaters, has added 
the duty of managing sales of laundry 
tubs bearing the Arvin name. 

New northwestern manager for Arvin 

is James B. Hofer, Noblitt veteran of 
14 years, who succeeds John Prout, 
transferred to the personnel depart- 
ment. 

Replacing Mr. Tanner in the south- 
eastern territory is Earl Arthurs, 
former war-time expediter and produc- 
tion supervisor for a radio parts manu- 
facturer. 

William D. Howell has been named 
issistant to the ad manager. 


Deepfreeze Division, 
Motor Products Corp. 


John Fellman, central regional sales 
manager for the Deepfreeze Division 
of the Motor Products Corp., has an- 
nounced the appointment of L. R. Die 
mand as district sales manager for 
Cleveland. Mr. Diemand was formerly 


L. R. DIEMAND 


associated with G-E Supply Co. and 
with Butler Brothers in Chicago as 
branch sales manager. 

Theben Elrod is the new regional 
sales manager for the South, accord- 
ing to a recent disclosure by F. F. 
Duggan, general sales manager. 
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AuthOtone 
SUBURBAN 


THE MUSICAL KNOCKER 


NATIONAL 

Solid brass push button on 
front of door, with bar chime 
on back of door. Popular at 
$3.95 list. 


MAYFAIR 

Polished brass col- 
onial knocker ‘out- 
side door, and 
two-tone cathedral 
chime inside. ‘Tops* 
at $9.95 list. 


COLUMBIA 
Solid brass push 
button on front of 
door, with brass 
tube cathedral 
chime inside. At 
$8.50 list. 


PARKCHESTER. Similor to National, 
but hes transviewer for apartment 
doors, 

SERVIS portable signal chime, 
SENTINAL for doctors’ office and 
store doors, 


To the visitor it's a charming 
colonial brass door knocker 
... but instead of knocking, 
it chimes 


This chime box 
mounts right on 
inside of door 


~~ Here's a new, popular door chime idea that's going 


over big! 


With no transformers, wires, or other accessories 
required, the new, patented AuthOtone chimes com- 


bine simplicity with beauty and quality. 


Popular leader of the line is the AuthOtone Suburban 
—a beautiful solid brass knocker that sounds melodious 
chimes instead of a jarring bang. Any man can install 
them. A hand drill and screw driver does it. Once 
on the door, they're tamperproof and will last a life- 
time. The Suburban retails for $5.50. See the other 
AuthOtone chimes at left. 


All types of sales aids are ready! A compact, attrac- 
tive counter display does most of the selling, and 
you'll want our newspaper ad mats, folders, bulletins, 
etc. Send for complete details today—just use the 
coupon below! 


AUTH ELECTRIC COMPANY, INC. 


34-20 45th STREET 
SINCE 1892 
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FOR A TOP RATE 
ELECTRICAL APPLIANCE 
CONNECTION..... 


PLUG IN WITH 


OL 


APPLIANCES 


TENNESSEE VALLEY 
SSOCIATED MARKETERS 


GAMBILL BUILDING, NASHVILLE, TENNESSEE 
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NEW POSITIONS 


Westinghouse Electric Inter- 
national Co. 


William E. Knox has been elected 
president and general manager of the 
Westinghouse Electric International 
Co., after 24 years of service with the 


W. E. KNOX 


firm, to succeed John W. White, now 
director general of Industria Electrica 
de Mexico. Mr. Knox, who started 
with the company as a sales clerk, 
has been vice-president since 1944 and 
before that was assistant general 
manager. He is thgauthor of a manual 
on electrical equipment for oil fields. 


Noma Electric Corp. 


Joseph H. Ward, executive vice- 
president of Noma Electric Corp., has 
been assigned new responsibilities as 
sales director and supervisory officer 
for all of Noma’s manufacturing and 
sales divisions and subsidiaries with 
the exception of those engaged in the 


J. H. WARD 


household durable goods field and in 
automotive lighting activities, Henri 
Sadacca, Noma president, revealed 
recently. 

Under Mr. Ward’s supervision are 
toy, decorative lighting, plastics and 
capacitor divisions, the Ansonia Elec- 
trical Division, Air Conditioners Sales 
Division, and several subsidiaries in- 
cluding Triumph International, Inc., 
and the Glolite Corp. Mr. Ward 
joined Noma in 1927 as manager of the 
lamp division. He was subsequently 
employed in the sales department and 
as advertising manager; was made a 
vice-president in 1938 and executive 
vice-president in 1945. 


Remington Rand, Inc. 


Ray G. Hamann has been appointed 
general sales manager of the electric 
shaver division of Remington Rand, 
Inc., and will maintain headquarters in 
Bridgeport, Conn. Prior to his new 


R. G. HAMANN 


association, Mr. Hamann was vice- 
president and general sales manager 
of the White Rock Corp., general sales 
manager and general manager of 
Hecker’s H. O. Co., and sales manager 
of the Shredded Wheat Co. 


Schick, Inc. 


The president of Schick, Inc., Ken- 
neth C. Gifford, has announced that 
Alden Horton is the new general 
manager of Schick Service, Inc., which 
maintains 40 service stations in this 
country and Canada. He succeeds L. 
H. Simmonds, recently advanced to 
vice-president in charge of sales and 
advertising for the parent company. 
Prior associations included the Hard- 


ALDEN HORTON 


inge Co. and the Missouri Pacific and 
the Union Pacific Railroads. 

Mr. Simmonds joined the firm in 
1940, served in Army Ordnance dur- 
ing the war and returned in 1944 to co- 
ordinate the company’s post-war plan- 
ning and selling. From this post he 
moved up to his most recent job with 
Shick Service in charge of the 40 
service stations in key cities. 

Ralph Cooke has been promoted 
from supervisor of the Detroit sales 
territory to supervisor of the Chicago 
sales territory of Shick, Inc., accord- 
ing to a recent announcement by L. H. 
Simmonds, vice-president in charge of 
sales and advertising. 
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WANT WHAT 


KOILED KORDS bo..... 


THE AMAZING CORD THAT S-T-R-E-T-C-H-E-S WITH EASE 


THEN CURLS INSTANTLY OUT OF THE WAY 


No doubt about it America’s sold on Kellogg Koiled 
Kords! On dealer counters from Maine to California, 
folks see these modern cords—and find what they've 
always wanted but couldn't get. They see electrical 
cords that never tangle, dangle or kink—cords that 
won't fray—cords that stretch instantly to 6 times 
their length and contract when tension is eased—out- 
wear ordinary cords many times and end the fussing 
and fighting with the old straight cords. 

There’s a cord for just about every use in the 3 types 
now available: EX TENDO, the ideal cord for devices 
using a conventional power cord; KOILED KORD for 
any appliance using a heater-type cord; and RETRAX, 
the heavier duty power cord for equipment like wash- 
ing machines. 

Profit by the experience of Koiled Kord dealers—be 
sure you order an ample stock of all 3 types from your 
wholesaler . . . right now. 


KOILED KORD DIVISION 
Kellogg Switchboard & Supply Company 
6624 South Cicero Avenue, Chicago 38, Ill. 


Leading Manufacturer of Telephone Systems, Radio Apparatus 
and Industrial Electrical Equipment 
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Idea-planned editorial content — that’s what makes 
Household click with 1,900,000 active women and their 
families. Always an outstanding magazine for small 
cities and towns—Household, with its 150 compelling 
ideas per issue— is now a record-breaker for reader 
results . . . results that keep cash registers jingling and 


advertisers happy. 


No wonder one advertiser got 62,000 coupon replies 
from a single back cover ad in Household. And scores 
of others have had similar spectacular results. That's . 
why wide-awake advertisers— aware that 35% of the 
national income is in small cities and towns—are get- 


ting more and more Household minded. 


(plicaodbved FOR SMALL CITIES AND TOWNS 


CAPPER PUBLICATIONS, INC. 
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Westinghouse Electric Cerp. 


The laundry department of the elec. 
tric appliance division of the \Vey 
inghouse Electric Corp. has 4 ney 
merchandise manager in Richard | 
Sargent, recently appointed to the posi 
tion by I. Frank Brownson, deparimen: 
manager. Mr. Sargent has been wi: 
the company since 1936 and prior ; 
that was an appliance salesman {| 
the Apex Rotarex Co. and was distri: 
manager for that firm in Indiana. H 
was with Westinghouse Electric Sup 
ply as refrigerator supervisor {o; 


R. J. SARGENT 


Indiana and from 1940 to 1942 he re; 
resented the full line of appliances {fo 
the appliance division in Nebraska an 
South Dakota. 

Harold C. Hickock, former centra 
district manager of Westinghouse’s 
elevator division, has been appointed 
central district manager of the b. Ff 
Sturtevant Co. division with lead 
quarters in Pittsburgh. He has been 
with the firm since 1918, first holding 
a post in the general engineering de 
partment. Mr. Hickock’s old positio 
in the elevator division has been as- 
sumed by Dallas W. Norris, manager 
of the St. Louis district of the eleva- 
tor and air conditioning division. Mr. 
Norris first joined the firm in 1923 
as a test course student. He was trans 
ferred to the elevator company in 
1928, was made Cleveland manager in 
1933, and in 1942 was assigned to the 
St. Louis post. 


Lamp Division Buyer 


Frederick C. Esser, formerly pur- 
chasing agent of the Bryant Electric 
Co., a subsidiary, has returned to 
Bloomfield, N. J., as purchasing agent 
of the lamp division. Andrew H 
Phelps, vice-president in charge 0! 
purchases and traffic, who made the an- 
nouncement, also said that T. Addison 
Clohosey, lamp division purchasing 
agent for 37 years, has made purchas- 
ing consultant. Harry D. Hanafus, 
section supervisor in the purchasing 
department since 1944, has been named 
assistant purchasing agent. 

The appointments of H. A. Klug 
as merchandise manager and ]. B 
Baughman as product supervisor ‘1 
the refrigeration specialties depart- 
ment at the East Springfield, Mass., 
plant, have been announced by H. F. 
Hildreth, department manager. Mr. 
Klug will be responsible for the sale 
of the department’s products—milk, 
beverage and water coolers, farm 
freezers, room air conditioners, and 
other items. He was formerly pro/- 
ect manager of war plant construction 
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jor the Frank A. McBride Co. and 
spent eight years with the refrigera- 
on and air conditioning division of 
General Motors. 

Frederick P. Walter has been ap- 
»ointed product supervisor of the 
able appliance department. He will 
ye responsible for new product verifi- 
ition, quality control standards, and 
yoduction schedules, according to 
Ralph Z. Sorenson, manager of the 
department. 

New central supervisor on the staff 
of the Westinghouse Home Economics 
Institute is Miss Marcella G. Liebock, 
ermer member of the staff who left 
juring 1945 to attain a B.S. degree at 
the University of Tennessee. 

\W. E. Slabaugh, Jr., manager of 
the vacuum cleaner department of the 
ippliance division, has announced the 
»ppointment of Robert E. Dobson as 
merchandise manager for vacuum 


R. E. DOBSON 


cleaners. Prior to war service as a 
marine, Mr. Dobson was with the 
A. B. Dick Co. and the Hoover Co. 


Radio Managers Named 


Sales manager Edgar G. Herrmann 
of the home radio division has an- 
nounced the appointments of Arthur 
P. L’Hommedieu as manager of the 
division for New York and New Eng- 
land, and of Donald Redmond as head 
of the Northwestern Pacific district. 
Their headquarters will be New York 
and Seattle, respectively. 

Mr. L’Hommedieu entered the radio 
business in the early 20's, serving as 
sales manager of D. W. May, Ince., 
then in Newark, N. J., from 1923 to 
1928. He joined Philco in the latter 
year and served as eastern sales man- 
ager of the specialties division until 
1940. From 1940 to 1942 he was divi- 
sion manager for Roberts and Mander, 
range manufacturers. From 1943 to 
1945 he was manager of sales promo- 
tion of Aircraft Marine Products, 
Harrisburg, Pa. 

Mr. Redmond, whose association 
with radio dates from 1915, joined 
Philco in 1942 and served with that 
company until 1944 as manager of its 
Army radar and radio school. He 
later was detached for service with 
the Office of Scientific Research and 
Development; with the British branch 
of the Radiation Laboratories; and in 
England and Italy on special radar 
work with the AAF. 

Mrs. Ollyne Jeffries has been named 
district home economist of the south- 
western district of the appliance divi- 
sion, according to C. E. Reid, district 
manager. She left the Texas Exten- 
sion Service of the Texas Agricul- 
tural and Mechanical College to join 
Westinghouse. 

Hilbert E. Edwards has been named 
section engineer in charge of home 
laundry equipment engineering for the 
appliance division at Mansfield, Ohio. 


HUCKER 


Se" 


Everybody is happy to welcome the new, improved postwar 
version of Inland’s famed Shucker Ice Cube Tray. 

Refrigeration makers, jobbers, dealers, and users, see at a 
glance that it is structurally sturdier in every actuating part— 
with streamlined beauty to match! 

And as always, a demonstration of the Shucker Tray’s utter 
simplicity and super-swift delivery of any quantity of ice cubes, 
full sized and dry, marks the beginning of a quick and profit- 
able sale. For prices and details write to 


INLAND MANUFACTURING DIVISION 
General Motors Corporation, Dayton, Ohio 
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Sales Cinch! 


Show customers these 5 sales points—they’ll be a cinch to wait for 
KitchenAid. That’s best for you and best for them! 


You'll get a bigger initial sale—a chance at a tie-in coffee mill sale— 
a prospect for attachment sales—and a mighty satisfied customer. Your 
customer gets a mixer made and guaranteed by Hobart—pioneer and 
still leader in the household and commercial mixer fields. 


Here are just five of your sales points. Use them for profit. 


I. Exclusive Planetary Action— 
Beater travels around stationary 
bow] while rotating in opposite 
direction. Uniform, exact results! 


2. Full Power—No “power- 
booster” is ever needed—not even 
for heavy-duty attachments such 
as ice cream freezers. 


3. 10 Speeds—Fingertip Control. 
4. Heavier Housings —Sturdier 


Motors, designed and guaranteed 
by Hobart. 


HOBART 


PRODUCT 


5. A Model for Every Need— 
an Attachment for Every Use. 
Two models to cover the field 
—full attachment line to build 
volume — plus KitchenAid Elec- 
tric Coffee Mills for fresh, home- 
ground coffee. 


KitchenAid is on the way! It’s 
guaranteed by the food machine 
industry’s biggest name — adver- 
tised nationally — with full profit 
margins for a full line. Keep in 
touch with your distributor. 


KitchenAid 


The Hobart Manufacturing Co., KitchenAid Division, Troy, Ohio | 
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Webster Electric Co. 


After almost four years in the AAF, 
L. H. Mingins has rejoined the sales 
organization of the Webster Electric 
Co., Racine, Wis., as representative 


L. H. MINGINS 


in the New York and New Jersey 
area. Mr. Mingins, discharged as a 
major, served in the China-Burma- 
India Theater of Operations. 


General Electric Co. 


G. W. Dodson has been appointed 
manager of manufacturing of the 
automatic blanket and sunlamp divi- 
sion of the General Electric Co., ac- 
cording to an announcement by David 
C. Spooner, Jr., division manager 
Mr. Dodson, in turn, has announced 
the appointment of A. B. Johnson as 
manager of the Coxsackie, N. Y.., 
works and G. E. Graham as manager 
of the New Milford, Conn., works. 

The appointment of Vern Hagmann 
as acting manager of the General Elec- 
tric Co.’s appliance service center at 
2373 East Ninth St., Cleveland, has 
been announced by T. J. Killeen, man- 
ager of warehousing and distribution. 


B. F. Goodrich Co. 


Harold R. Linebaugh has become 
the new buyer and merchandiser {or 
electric refrigerators, ranges, home 
freezers, water heaters, and traffic ap- 


H. R. LINEBAUGH 


pliances for the B. F. Goodrich Co., 
Akron, Ohio. Mr. Linebaugh recently 
served with the Army as a contract- 
ing officer and Chief of the Termina- 
tion Section in the Michigan and Ohio 
central district. He was discharged 
as a lieutenant colonel. Prior to serv- 
ice he headed the appliance section of 
a large Omaha distributor. 


Admiral Corp. 


W. C. Johnson, manager of field 
activities of the Admiral Corp., Chi- 
cago, recently announced the assign- 
ment of three additional regional ter- 
ritories in the United States. The 
northeastern region was given to 
FE. M. Perkins who will maintain a 
home office in Boston. J. F. Gilbarte 
will manage the central region with 
headquarters in Cleveland. Milwau- 
kee is headquarters for P. R: Dye, 
midwestern regional manager. 


A COOL PLACE TO WORK: The new sales manager and the new assistant gen- 


eral manager of the Freshn'd Aire Co., D. B. Huggard (left) and H. Hartman, look 
as if their product will insure them a cool summer. Mr. Huggard is a former assist- 
ant sales manager of Cory Glass Coffee Brewer Co., while Mr. Hartman has been 


with Freshn'd Aire since 1939. 
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The first dealer in your town to 
get increased deliveries of new 
appliances and radios should re- 
ceive valuable publicity. Why not 
be that dealer? Arrange your 
initial shipments by Air Express 
... Show your customers they have 
a livewire merchant to serve 
them. 


More Planes in service, more flights, more space available for all 
kinds of traffic! Bigger planes, swifter planes, faster air schedules ow 
many runs! 


Every way you figure, Air Express service is stepped up to an all- 
time high at an all-time low in cost to the shipper. 


: Reduced Rates (see table) include special pick-up and delivery 
between airport towns and cities. Rapid air-rail schedules to and 
from 23,000 other communities in 


this country. 
| y RATES CUT 22% SINCE 1943 (U.S. A.) 


Foreign Service direct by air to and am 


| 2 lbs. | 5 ts. | 25 Nos. | 
from scores of foreign countries — 
the world’s best service, in the world’s 349 | 102| 230) 308] 92% 
best planes. 1.07 142 384) 614 15. 35« 

1049 198 748| 12.28 30.70 


Write Today for the Time and Rate 
Schedule on Air Express. It contains 
illuminating facts to help you solve —————e—es=ever 
many a shipping problem. Air Express 


: Division, Railway Express Agency, 230 Park Avenue, New York 17, 
| 


N. Y. Or ask for it at any Airline or Railway Express office. 


GETS THERE FIRST 


Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 
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@ Patented “Even-Heat” coil insures over-all, all-at- 
once broiling. Quick, simple and convenient. 


(2) New, specially-designed all Aluminum Drip Rack. 
© Well-tree Sizzle Platter, ideal for table service. 

4) Broils without smoke, muss or fussing over a hot stove. 
@ EZ lock-device for removing coil unit for cleaning. 
@ Non-heat-conducting bakelite handle and legs. 


(7) Safety hinge permits easy removal of top—locks into 
position when top is raised for table service. 


© Two-heat control for broiling to required taste. 


Yes, feature for feature, your customer is sold 
by the unparalleled value of the HOLLIWOOD... 
Merchandise the best buy in broilers for volume sales and 
unquestioned customer satisfaction. 
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APPLIANCE 


DOUBLE UP ON SALES WITH 
CLARVAN WASHER COVERS 


Here is your opportunity to cash in on 
the large demand for washing machine 
covers. Styled to fit all round washers, 
CLARVAN PLASTICOID Covers com- 
bine attractive appearance with utmost 
utilicy. For extra strength and beauty, 
crystal-clear CLARVAN Covers are 
bound with colored Plasticoid and sewn 
with Nylon thread. 


PLASTICOID—an exclusive CLARVAN 
development — is tough as leather and 
soft as silk. It is waterproof, greaseproof, 
stainproof and mildewproof—will not 
crack, peel, rot or embrittle. Backed by 
a money-back guarantee in each package. 


Packaged to sell, CLARVAN Covers form 
eye-catching, self-selling displays that 
assure quick turnover. Now is the time 
to jump on the bandwagon! “Trade up” 
on appliance sales — every appliance, 
whether in your store or your customer's 
home, sells a CLARVAN Cover for you! 
Make your motto: “A CLARVAN Cover 
for every appliance”. 


“REGISTERED TRADE MARK 


PAGE 1446 


Lustrous Plasticoid 
Cover designed to 
beautify and protect 
all types of electric 
roosters. Keeps 
roasters bright and 
shiny. Waterproof - 
greaseproof! 


Made of crystal- 
clear Plasticoid to 
provide complete 
dust protection and 
utmost sanitation for 


standard toasters. 


Brilliant, transporent 
Plasticoid Cover to 
fit all food mixers. 
Keeps mixer clean 

and sanitary — 
prevents dust entering 
moving parts. 


Constructed of fire- 
proof metallic 
Alumoloid. Fits 
between any ironing 
pod and cover. 
Retains and radiates 
heat to speed ironing. 
Reduces friction and 
eliminates drag. 


LIGHT ON THE SUBJECT: The new home of United Distributors, Inc., New 
Orleans, has plenty of light. The three-tiered ceiling provides for the display of 
lighting fixtures and the fixtures themselves shower light on the many appliances 
carried by the 16 month-old firm. The entire office and display room of the 30,000 
square foot building is air conditioned. Remodeling, says president O. G. H. Rasch, 


cost $25,000, but results were well worth while. Recently the firm was awarded the 
Presteline distributorship for Louisiana, Mississippi and southern Alabama. 


DISTRIBUTOR NEWS 


CALIFORNIA 
The Modern Appliance Co.. San 
Mateo, has received an appointment as 


distributor of Lasko Metal Products 
Co., West Chester, Pa. The Lasko 
line includes bathroom heaters, hot 
plates, toasters, and waffle irons. 
Charles Rogers is president of Modern. 

The California Refrigerator Co., 
wholesale jobber of refrigeration and 
air conditioning equipment in San 
Francisco and Oakland, has been pur- 
chased by Gerald S. Robinson of Se 
attle. The former owner, Sandy Pratt. 
is retiring. Mr. Robinson was execu 
tive secretary of the Washington 
Bankers’ Association for three years 
and was vice-president of the Pacific 
National Bank of Seattle for six years. 

The distribution of electrical special- 
ties will be the business of Nibley & 
Walk, recently established at 340 Pine 
St., San Francisco. Owners Cliff Walk 
and Frank P. Nibley will distribute in 
northern California, Nevada and Utah. 

New district manager for the San 
Francisco division of the |. N. Ceazan 
Co., radio and appliance distributing 
firm, is Patrick T. Coyne, whose ap- 


PATRICK T. COYNE 


pointment was announced recently by 
H. D. Scibird, manager of the division. 
Mr. Coyne, recently discharged from 
the AAF, previously served in sales 
capacities with the California Pocking 
Corp. and Thomas J. Lipton, Ince. 


FLORIDA 


Thurow Distributors, Inec., has com 
pleted the construction of a building at 
15 East Church St. and the renovation 
of another at 17 East Church St, 
Jacksonville. Total cost was estimated 
at $23,000. Former Jacksonville quar- 
ters for the Tampa firm were at 806 
Main St. H. M. Carpenter, prestdent, 
stated that the new, one-story building 
will be used for display purposes and 
that the renovated building, a_ two- 
story structure, will be utilized for 
electronic parts. F. C. Mitchell is 
Jacksonville manager. Items handled 
include Motorola radios, Proctor appli 
ances and Sonora records. 

Major Appiiauces, ine., distributor 
in several Florida cities, has com- 
menced construction of a $100,000 
building for offices, display rooms, and 
warehouse facilities in Jacksonville at 
fourth and Clark Sts. The building 
will have approximately 13,000 square 
leet of tloor space and outside dimen- 
sions are 95 by 133 feet. General of- 
fices are in Miami. Walter D. Row- 
lands is president and general manager 
and J. C. Ammons is manager of the 
Jacksonville branch, currently located 
at 474 Riverside Ave. 


GEORGIA 


The Ajax Equipment Co., Atlanta, 
founded recently with Jacob Levitt as 
president and A. L. Mays as secretary- 
treasurer, has been appointed distrib- 
utor for the Automatic Manufacturing 
Co.'s line of radios. The firm is now a 
distributor for Weber frozen food cab- 
inets, display cases and other types of 
commercial ' refrigeration. Adjax has 
also been authorized to distribute Mir- 
acle home appliances. 


KENTUCKY 


The Harrod-Reynolds Refrigerator 
Co., Frankfort, has been incorporated 
with a capital of $6,000 to operate both 
a wholesale and a retail business. In- 
corporators include Earl Harrod, 
George W. Reynolds, John W. Hughes. 
Jr.. Guy M. Reeve, Jr., Charles H. 
Morris and Arthur Wittwer. 
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These are only a few of 
the features that you will 


find in the 


IRON 
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In June or January . . . April or 
October . . . 98 in the shade or 20 
below . . . Surf SEASON-AIR is a 
steady best seller because it does 
either job—heating or cooling— 
at a moment’s notice. 

Ultra-smart in appearance .. . 
priced low for volume sales .. . 
Surf SEASoN-AIR is the biggest 
news in room-conditioning appli- 
ances since the invention of the 
electric fan. 

Material shortages still are de- 
laying shipment of SEASON-AIR. 
But keep after your jobber and 
make sure you'll be first in 
your neighborhood to show—and 
SELL — this all-season profit- 


From heater to fan in 29 seconds 
... Simply remove heater housing 


maker. G-M Laboratories Inc., 
4292 N. Knox Ave., Chicago 41, 
Tllinois. 


BEAUTY... Handsome crackle finish e 
Chrome heater grill e Modern-de- 
sign fanblades eSeparatefan guard. 


STABILITY . . . Sturdy all-metal con- 
struction e 74-inch base e Finest 
materials and workmanship. 


UTILITY... For summer, powerful 10- 
inch fan with air displacement of 
500 cu. ft. per minute e For winter, 
1320-watt forced air heater. 


SILENCE... Incredibly quiet—nearest 
thing to noiseless you’ve ever seen 
in a motor-driven appliance. 


ECONOMY... Heater and fan COM- 
BINED for one low price. 
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The latest AG M heat engineering improvements are 
incorporated in all of the new SUN FLAME Oil 
Space Heaters for 1946. Modern in style and finished 
in the exclusive AGM Harmony Tone enamel, each 


unit is designed to win the customer dollar. 


Six attractive models in three different sizes cover the 
entire field of heating requirements. SUN FLAME Oil 
Space Heaters have been given a tremendous acclaim 
wherever they have been displayed. WRITE TODAY 
for literature and dealer arrangement. 


Three Out of Three Have It! 


THE 100-WATT QUESTION: Instructor T. E. Roche, electrical engineer for Cotie, 


Fleming & Associates, puts a stumper to his sal 


's refresher class. The Minne- 


apolis manufacturer's representative firm is currently conducting a course to bring its 
salesmen up to date in lighting applications and technique. Seated, left to right: 
A. J. Fleming, Merrill H. Pearson, William Snell. Standing: John Lavan and Jon Hall. 


DISTRIBUTOR NEWS 


MISSOURI 


The White-Park Co. has been set up 
by Edw. B. White, with the assistance 
of C. A. Park, to distribute several 
lines of appliances and allied lines. The 
firm, located at 700 W. 12th St., Kan- 
sas City 6, plans to add salesmen as 
lines become available. 


NEW JERSEY 


William Nixon, who for the past 20 
years has represented the Birtman 
Electric Co. of Chicago, has formed 
his own company, the W. A. Nixon 
Sales Co., Irvington, N. J. He will 


recently purchased all of the outstand- 
ing stock and liquidated the corpora- 
tion. Operations will continue to be 
conducted from offices and showrooms 
at 271-273 Halsey St., Newark. Fol- 
lowing his assumption of control, Mr 
Eisenberg appointed Harry E. Mintz 
as general sales manager and Emanuel 
Stein as head of the service department. 
Activities of the firm, which serves 750 
dealers, recently included a dinner and 
demonstration of the Quaker space 
heater conducted in Newark’s Conti- 
nental Ballroom which was attended 
by some 150 retailers. Lines carried 
include Clarion radios, Voss washers, 


Me ~agh- L & H ranges and heaters, Ward room an 
| continue to represent Birtman in New coolers. sir conditioners th 
| York, New Jersey, Pennsylvania, Bal- 
Avco automatic door openers, Kisco 
timore and Washington, and in addition é 
will cover the territory for Made 
territory and Miracle appliances. 
Manufacturing Co., maker of Comfort- a ee ve 
Air humidifiers, and the Florence sn 
Products Corp., producer of Todelite 
i night lamps. Hotpoint distributors from Syracuse, fo 
j The new sole owner of Appliance Binghamton, and Erie (Pa.) joined gl 
Wholesalers is Al. A. Eisenberg, who distributors in Buffalo to hold a three- 
AGM SUN FLAME 
al 
Oil Space Heaters 
FEATURES 
b 
@ Smart, new modern design. i 
@ Finished in bright Harmony 
Tone enamel to blend with walls and woodwork. 
@ Exclusive AGM Steady-Flo principle for fuel economy. 
@ Reaches full, clean combustion (not in 8-10 or 15) 
but in 2 to 3 minutes, 
@ Simple to install . . . easy to service. 
“AMER CAN GAS | MACHIN COMPANY 
DEALERS’ DELIGHT: A few of th ded th 
j : A few of the 500 Zenith dealers who attended the opening 
of the new home of the J. A. White Distributing Co. in Grand Rapids, Mich., gather 
bi round a radio-phonograph demonstration. According to Mr. White, the quarters 
; : R37 at 211-217 Ottawa Ave. provide 19,500 square feet of floor space. — 
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NEW 


A KITCHEN fresh as a daisy—cool, clean and comfort- 
able —that’s every housewife’s dream. And it’s a 


profitable dream for any dealer handling the new Aeropel 
Home Ventilator, 


Aeropel is designed for quick, profitable installation in 
any kitchen, old or new. Installed, the unit fits so neatly 
that it seems architect-planned. 


A pull of the bead chain—and this efficient, super-quiet 
ventilator goes to work. Cooking odors, greasy fumes and 
smoke disappear. Built by American Blower and priced 
for competitive selling'—capacity ratings certified and 
guaranteed. 

Aeropel sales possibilities include bedrooms, nurseries, 
bathrooms, laundry, recreation and utility rooms. Acropel 
also has ample capacity for individual ventilation of most 
offices, reception, conference and rest rooms. 


Ask your jobber or call the nearest American Blower 
Branch Office for complete information on Aeropel—the 
best answer to the big demand for daisy-fresh kitchens. 

S 


SS | View shows 


; 
SS com ponent parts 
= of Acropel 


AMERICAN BLOWER 


AMERICAN BLOWER CORP., DETROIT 32, MICH. 
Division ot & Standard Sanitary conronation 


= 


keeps kitchens fresh as a daisy 
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All al and down the line 


There’ ‘Profi it 


| 


\\ A 
- SURE-FIRE seller and profit maker 


like KORDITE, the new, plastic clothesline doesn’t often appear . . . 
When it does—Bang! . . . Overnight you have a success story really 
worth shouting about. And we ARE shouting. 

KORDITE sales are BOOMING all over the country. In just six 
months, housewives have purchased over thirty million feet . . . more 
than enough to hang a wash from New York to San Francisco and 
back. When the lady of the house hears or reads about KORDITE . . . 
she buys! After she has used KORDITE, she raves about it . . . And 
small wonder! KORDITE’S easy-to-clean, non-stretch, all-weather 
features make it the world’s best clothesline! Tested and proven to 
wear five times longer. 

Soundly merchandised, attractively packaged, interestingly dis- 
played . . . priced to increase your unit sale . . . $2.95 per 100 feet— 
KORDITE has established new and higher standards of clothesline 
sales and profits for houseware, hardware and grocery merchants 
from coast to coast. What’s more—your profits are protected because 


KORDITE is fair traded. Sell KORDITE and you sell the finest— 
Four 50-ft. hanks of Kordite form one continuous 200-ft. length. 


RETAIL PRICE—50 Feet. .$1.49—100 Feet. . $2.95 


NO STREAKY CLOTHES! 


A quick wipe with a 
damp cloth cleans 
KORDITE’S gleam 
ing white surface. 


NO SAG! NO STRETCH! 


Patented KORDITE 
Plastic will not sag 
or stretch. Hang it 
once. That’s all, 
Clothes will not drag 
on ground. 


WILL NOT ROT OR RUST! 

KORDITE patented 

J plastic is not harmed 

by summer heat or 

\ means five times 
longer life. 

easel-back display 

piece tells the KORD- 


WITHSTANDS ALL WEATHER! 
winter cold...insects 
or bacteria. This 

THESE DEALER HELPS BUILD YOUR SALES! 
DISPLAY. 3-colcr, 
ITE story—briefly, 
attractively. 


From Pole to Pole 
the World’s Best Clothesline. OS 


CLOTHESLINGE FACT TAG. A silent 


salesman explaining 


COUPON. WE'LL SEND YOU 

THE KORDITE STORY. | KORDITE CORPORATION : 

Victor, New York; Dept. EM ' 

Please send me, free, complete information and ! 

descriptive material telling the Kordite story. 1 

i 

KORDITE @ Store Name... 

CORPORATION Buver’s Name 

Street and No. City State 

VICTOR, N. Vee U. A. 4 Our Distributor is 1 
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SELL IMPORTANT FUEL SAVINGS, NEW 
COMFORT TO ALL FURNACE USERS 


You'll make many new friends—plus new sales and profits 
— by urging every furnace user, new or old —to have a 
new A-P DEPENDABLE Heat Regulator Set installed 
NOW. You'll be showing them how to save scarce fuel 
next winter, how to stretch short supplies for greater 
warmth, enjoy more uniform and healthful temperatures, 


greater comfort and time-saving convenience. 


DEPENDABLE HEAT REGULATOR SET 


The A-P Heat Regulator Set is 
available for steam, hot water, or warm ‘ 
air coal-fired furnaces. It is complete with a mod- 

ern wall Thermostat, Limit Control, Damper Regulator, 
Transformer, and complete installation kit—pulleys, screws, 
conductor cable, staples, chain, and full instructions. Every 
unit is precision built for years of fuel-saving service — 
typical of all A-P DEPENDABLE Products. 


for com: 
eT fot SALES 


AUTOMATIC PRODUCS COMPANY 


2400C North Thirty-Second Street, Milwaukee 10, Wisconsin 


DEPENDABLE (outrols 


FOR HEATING AIR CONDITIONING REFRIGERATIOW 
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DISTRIBUTOR NEWS 


day sales development school recently. 
Class sessions were conducted in the 
salesroom of the Hotpoint division of 
the Graybar Electric Co. by Vincent 
J. Corsaro, divisional merchandising 
manager for Graybar, and his staff. 

David M. McLellan has been ap- 
pointed general manager of the appli- 
ance division of the Joseph Strauss 
Co., Buffalo appliance wholesalers, 
according to Luke Strauss, president, 
who has had Mr. McLellan as an 
assistant for two years. He will have 
charge of all major and small appli- 
ances, including Zenith, Bendix and 
Gibson lines. 


OHIO 


Plans for a $40,000 concrete block 
warehouse in Canton have been an- 
nounced by the Moock Electric Co., 
distributor of Westinghouse appliances 
in Akron, Youngstown and Canton. 

The 37 year-old M & M Co., Cleve- 
land distributing firm, has leased a 
storeroom at 327 East Broad St., 
Columbus, which provides some 10,000 
square feet of ground floor space. 
Other branches are maintained in 
Youngstown and Akron. Founder J. C. 
McLean is president and has appointed 
E. B. Higbee as manager of the 
Columbus branch. 


OKLAHOMA 


Guy W. Gentry, head of Gentry- 
Brown Supply Co., Inc., Oklahoma 
City, announced recently that the firm 
has been appointed distributor for Ace 
ice cream cabinets, home and farm 
freezers, and LaCrosse beer and bever- 
age cooling and dispensing equipment. 


OREGON 
New Portland offices at 509 North- 


west 10th Ave. have been occupied by 
the Eoff Electric Co., distributor for 
Thermador, Monitor, Silex, and Toast- 
master. The company also maintains 
offices at Eugene and Salem. Asel C. 
Eoff and Mrs. Ellis F. Von Eschen 
are partners, 


PENNSYLVANIA 


\t a recent meeting of the board of 
directors of the Anchor Distributing 
Co., Pittsburgh, the following officers 
were elected: Harold W. Goldstein, 
president and treasurer; S. I. Lasner, 
vice-president; and M. H. Marshall, 
secretary. 


TEXAS 


J. B. Donovan, general sales man- 
ager of the Kaco Appliance Co., a 
division of the Southwestern Drug Co., 
has announced the completion of a new 
building at 1111 Wood St., Dallas, 
which will house the general offices 
and warehouse of the company. The 
firm plans to cover the state with seven 
separate branches located in Houston, 
San Antonio, Waco, Fort Worth, 
Odessa, and Amarillo. Currently the 
firm is conducting Youngstown kitchen 
sales schools with the cooperation of 
Morris Durham, Mullins Manufactur- 
ing Corp. representative. Lines carried 
include Conlon washers and ironers, 
G-E traffic appliances, Bersted appli- 
ances, Camfield toasters, Kitchen-Aid 


mixers, Waring Blendors, Viking ap- 
pliances, and Bastain-Blessing freezers, 

The South Texas Appliance Corp,, 
wholesale distributing firm, recently 


JACK B. POLLOCK 


occupied new and larger quarters at 
605 South Flores St., San Antonio 
Jack B. Pollock is president of the ex- 
panding firm. 


VERMONT 


Interstate Products, Inc., is a new 
appliance, housewares, and hardware 
distributor located at 35 Evelyn St. 
Rutland. 


WISCONSIN 


The J. B. Bradford Piano Co., Mil- 
waukee, has been named Wisconsin 
distributor for the new Minshall-Fstey 
electronic organ. 

Theodore E. Fleming Co., Milwau- 
kee distributor, has added Filt-R-Fan 
to its stock of merchandise. Fleming 
distributes appliances and electrical 
apparatus in Wisconsin, upper Michi- 
gan and Iowa. 


FRANCHISE FLYER: When W. 09. 
Smith, sales manager of Appliance Dis- 
tributors, Inc., Jackson, Miss., wanted 
to get a franchise for Wayne Home 
Equipment Co's. water heaters, he didn't 


waste any time. In his company's twin- 
motored plane he flew to Fort Wayne. 
Ind., and was greeted by B. G. Duer. 
right, vice-president of Wayne, and 
Paul Gotsch, Willis S. Martin Co., sales 
and marketing counsel. 
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Scheduled Meetings 


Following is a list of meetings 
scheduled for the near future: 


Fall Market 

Western Merchandise Mart, San Fran- 
cisco, Calif. 

August 5-10 

{Includes Western Radio and Appli- 
ances Trade Dinner, August 7, Mart 
Club) 


Wholesale Merchants Division, 
Pittsburgh Chamber of Com- 
merce 

Merchandise Mart 

William Penn Hotel, Pittsburgh, Pe. 

August 19-21 


Rocky Mountain Electrical 


League 
Annual Convention 
Stanley Hotel, Estes Park, Colo. 
September 5-7 
R. B. Hubbard, Manager, Gas & Elec. 
Bidg., Denver, Colo. 


Sen Antonio Chamber of Com- 
merce 

International Housewares, Furniture 
and Major Appliance Show 

Municipal Auditorium, San Antonio, 
Texas 

Sept. 29-Oct. 2 

Luke Collins, National Director 


Electrical Association of New 
Orleans 

Electrical Show 

Municipal Auditorium, New Orleans, 
La. 


October 6-10 

E. N. Avego, Chairman of Show Com- 
mittee 

Retall Trade Board, Boston 


Chamber of Commerce 
Boston Conference on Distribution 
Hotel Statler, Boston, Mass. 
October 14-15 
Daniel Bloomfield, Conference Di- 
rector 


National Electronics Exposition 

Grand Central Palace, N. Y., N. Y. 

October 14-19 

Electronic Exhibitors, 50 Broad St., 
N. Y. City 


Appliance Parts Jobbers Asso- 
ciation 

Fall Meeting 

Cincinnati, Ohio 

October 24-26 


National Electrical Manufacturers 
Ass'n. 

Annual Meeting 

Marlboro-Bienheim and Claridge Ho- 
tels, Atlantic City, N. J. 

October 28 

W. J. Donald, Managing Director, 
155 East 44th St., N. Y. City 


Refrigeration Equipment Manu- 
facturers Ass'n. and Frozen 
Food Locker Manufacturers 
and Suppliers Ass'n. 

Fourth All-Industry Refrigeration and 
Air Conditioning Exposition 

Public Auditorium, Cleveland, Ohio 

Oct. 29-Nov. | 

R. Kennedy Hanson, Show Manager, 
Clark Bldg., Pittsburgh, Pa. 


Garod Establishes 


International Corp. 


The Garod International Corp. has 
been established for the export sales 
and distribution of Garod radios and 
television products with offices at 70 
Washington St., Brooklyn, N. Y.° 
Ernest Nigaglioni has been appointed 
export manager to direct the com- 
pany’s sales activities. 
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1946 


Nichrome 


HEATING ELEMENTS 


Waffle trons or Electric lrons—your customers want 
quality electrical appliances capable of dependable 
performance and long service. And, as a progressive 
retailer with an eye to future sales you'll want to 

sell electrical appliances that stay sold. 


You'll sell more customers that stay sold and re- 
duce servicing complaints to a minimum—when you 
feature appliances equipped with NICHROME heat- 

ing elements. For NICHROME delivers abundant 
heat for a lifetime of economical and trouble-free 
operation. For more than 35 years it has been the 
standard of quality in electrical heat and corro- 
sion resisting alloys—the hallmark of enduring 
quality and time-tested performance. 


Let the LONG LIFE selling features of 
NICHROME heating elements help you sell 
more electrical appliances that stay sold! 
When ordering your appliances insist on 
NICHROME heating elements. Most manu- 
facturers who build durable appliances al- 
ready use them. But remember, although 
there are several excellent nickel chromium 
combinations—there is only one NICHROME 
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1000-WATT 

LIGHTWEIGHT 

AUTOMATIC 
IRON 


Light weight 1000-watt iron affords greater handlin 
ease. Fast heating element steps up ironing speed. 
Thermostat accurately maintains temperatures for 
which iron is set, from high to low. 


INSTANT HEAT 
HOT-PLATE 


Double burner plate of satin 
chrome finish has two 7-in., 
three-heat elements with 
six available heats. Recipro- 
cating switches with indi- 
cating switch plate shows watt- 
age at which element is oper- 
ating. Left, 1000 500-250; right, 
650-325-165. Cord and plug 
attached. 


DE LUXE GLASS COFFEE -VAC 


Universally preferred by 
housewives for beauty of de- 
sign and maximum conven- 
ience. Triple speed patented 
filter cloth positively elimi- 
nates any grounds or sedi- 
ment in the coffee. Wide or 
narrow neck models—eight 
cup size with platinum band- 
ing. Wide-neck models 
equipped with hinged de- 
canter cover, double purpose 
top cover and funnel holder 


... all of attractive, durable 
bakelite. 


FOR EFFICIENT DESIGN... THE WHITE CROSS LINE 


The trio of home appliances illustrated above repre- 
sents but a few of many proven performers in the 
extensive White Cross line. Remember, in all 
White Cross products are incorporated features of 
design and convenience that minimize sales resist- 
ance. As more materials are released greater quan- 
tities of White Cross products will become available. 


Now in our 55th Year of Appliance Manufacturing 


NATIONAL STAMPING & ELECTRIC WORKS 


Subsidiary of Eureka Williams Corporation 
3214 W. LAKE STREET CHICAGO 24, ILLINOIS 


PERSPECTIVE: This modern home appliance store was recently opened at 906 
Gravier St., New Orleans, as a separate unit of Labiche's, Inc., local department store. 


DEPARTMENT STORES 


Butler Brothers Divides 
Stock into Three Groups 


M. C. Pond, vice-president in 
charge of merchandising of Butler 
3rothers department store, Chicago, 
has announced the division of the 
store’s merchandising functions into 
three broad groups — soft lines, hard 
lines and home furnishings. Appointed 
to head the last group, which in- 
cludes electrical appliances, furniture 
and floor coverings, was Charles E. 
Gunther, who has been with the firm 
since 1930. Mr. Gunther has man- 
aged the home furnishings depart- 
ment in the past, but without the new 
title of group manager. 


Price Picks Parsons 
to Manage Radios 


The Price Furniture Co., Fairhope, 
Ala., has announced the appointment of 
Carl Parsons as manager 6f its new 
radio department. 


Broadway Stores Announces 
Appliance Appointments 


The Broadway Department Stores, 
Inc., which runs outlets in Los Angeles, 
Hollywood, Pasadena, and Crenshaw, 
has announced the appointment of 
F. F. Brown as divisional merchan- 
dise manager for major and small 
appliances, radios, pianos, china, 
glassware, and housewares in the four 
stores. Simultaneously, J. O. Krokee 
was named buyer of appliances and 
housewares while Robert Ham was 
appointed radio and piano buyer. 


Wolff & Marx Open 
Appliance Floor 


A new housewares and appliance de- 
partment has been opened on the fifth 
floor of the Wolff & Marx Co. depart- 
ment store in San Antonio, Texas. 
The following lines are carried: 
Westinghouse, Easy, Maytag, Dexter, 
Speed Queen, Monarch, Kelvinator, 
Admiral, Caloric, Estate, Grand, 
Southern Air Conditioners, Filter 
Queen, Royal, Cadillac, Youngstown, 
Farnsworth, Enferson, Bendix, and 
Clarion. 
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New Orleans Firm 
Opens Appliance Store 


More than 50 manufacturers are 
represented in the products carried in 
the new appliance store at 906 Gravier 
St., New Orleans, opened recently by 
the Labiche department store of that 
city. The outlet is under the manage- 
ment of Albert V. Labiche, vice- 
president, and Theodore Eckert. In- 


A. V. LABICHE 


cluded in the layout is a model kitchen 
and soundproof radio and recording 
rooms. 


Bry's New Housewares 
Dept. Offers Scarce Items 


Scarce items including electric toast- 
ers, waffle irons and sandwich makers 
were offered by Bry’s Department 
Store, Memphis, Tenn., at the opening 
of its new housewares department. 
The new section, which occupies the 
entire west half of the firm’s first floor, 
combines appliances, kitchenware, 
china, gifts, and hardware. 


Taylor's Expansion 
Includes Appliances 


Part of the $2,000,000 expansion 
program of Taylor’s, Cleveland de- 
partment store, is a new home appli- 
ance shop. A record and radio shop 
is currently under construction. 
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Milwaukee Store 
Adds Appliances 


Goldman’s Department Store, Mil- 
waukee, Wis., has added electrical 
appliances to the merchandise carried 
in its furniture department. The two 
activities are under lease to Ben Wex- 
ler. Phileo, G-E, Gibson, Coolerator, 
R. C. A, Zenith, Stewart-Warner, 
Thor, and Maytag are handled. 


Burdine's Names 
New Buyers 


James P. Baxter, merchandise mana- 
ger of Burdine’s, Miami, Fla., has an- 
nounced that John Hunter has been 
promoted to buyer in the radio depart- 
ment and Jack Shephard has been 
appointed buyer of minor electrical 
appliances. 


Klinefelter Buys 
Stix, Baer Appliances 


After three years in the Army, Os- 
car Klinefelter has returned to Stix, 
Baer & Fuller Co., St. Louis, as assist- 
ant buyer of electrical appliances for 
the housewares department. 


Strawbridge Reopens 
Appliance Branches 


Two appliance sections, adjacent to, 
but separate from the Ardmore and 
Jenkintown, Pa., branches of Straw- 
bridge and Clothier’s department store, 
Philadelphia, will be reopened by the 
company, it was announced recently. 
The Ardmore section is located about 
400 feet from the branch and contains 
about 4,000 square feet of floor space. 
It will open about August 1. Plans 
for the Jenkintown section are not yet 
definite, although it is expected that 
it will be larger than the Ardmore 
section. Maurice Webb, sales man- 
ager of the home appliance center in 
the main store, will supervise sales at 
the branch sections. 


Yeager to Spend $500,000 
in Two-Year Remodeling Plan 


C. H. Yeager Co., Akron, Ohio, de- 
partment store, plans to spend an esti- 
mated $500,000 in remodeling and 
modernization during the next two 
years. Floor space will be almost 
doubled by adding an additional 78,000 
square feet. First portion of the pro- 
gram has been completed, the opening 
of fifth floor music center for the sale 
of radios and records. The unit is 
completely air conditioned, and features 
the following radios: RCA, Zenith, 
Sparton, Philco, Stromberg-Carlson, 
G-E, Majestic, Olympic, and General 
Television. 


Daum Heads Appliance 
Department at Weingarten 


David M. Daum, former executive 
secretary of the Price Control Board 
in Harris County, Texas, has been 
appointed manager of the new major 
household appliance department of J. 
Weingarten, Inc., Houston, Texas. 
Prior to OPA work, Mr. Daum was 
with the United Gas Co., where he 
headed the appliance division. Present 
appliance operations of Weingarten 
are confined to the firm’s No. 16 Store 
Home Center. A new store planned 
for Telephone Rd. will feature an 
appliance department, as will other 
stores in the chain. 


Department Store Chain 
Opens Appliance Annex 


The H. C. Prange Co., which oper- 
ates department stores in Sheboygan, 
Sturgeon Bay and Green-Bay, Wis., 
has opened the Prange Appliance An- 
nex near the Green Bay store. A. L. 
Kirchner is manager of the new outlet. 
The move was explained as made 
necessary by the lack of space in the 
Green Bay store. The firm has an- 
nounced that it is no longer taking 
advance orders for appliances. 


Beil to Buy Housewares 
for Spiegel, Inc. 


Earl O. Youngblood, home furnish- 
ings and merchandise manager of 
Spiegel, Inc., Chicago, has announced 
the appointment of Larry Beil as 
housewares buyer on the staff of T. S. 
Freemont, divisional merchandise man- 
ager of small appliances and house- 
wares. Mr. Beil was with the May 
Co. in Cleveland for 13 years and 
prior to that was employed by Sears, 
Roebuck & Co. 


Ward's Appliance 
Buyer Resigns 


Montgomery Ward & Co.’s small 
appliance buyer, Russ F. Kirkpatrick, 
has resigned to join Walter Jacob- 
son & Co., factory representatives, as 
a firm member. Mr. Kirkpatrick has 
been on the mail order house staff for 
11 years. He is president of the 
Housewares Club of Chicago. His 
duties at Ward’s have been assumed 
by two veterans, J. A. Chittenden and 
T. W. Thackey. 


Crew Appointed Assistant 
S & L Appliance Buyer 


Salkin & Linoff, Inc., operators of 
a chain of stores in seven states, have 
announced the appointment of Charles 
Crew as assistant to Al Michel, buyer 
of appliances, housewares and toys. 
Samuel Salkin, firm president, ex- 
plained the appointment as part of 
an expansion program. Mr. Crew has 
been with the firm for seven years. 


HAPPY MANAGER: J. W. Johnson, 
who was recently appointed manager of 
the appliance department at the N. W. 
Pugh Co. department store in Roanoke, 
Va., is a happy man. The store is under- 
going $175,000 worth of remodeling and 
the whole fourth floér becomes his baili- 
wick. 
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$9950 


COMPLETE 
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TOOL KIT 


e@ A whole shopful of tools in one — 
complete with 35 accessories 
@ For hobbyists, craftsmen, mechanics 


Soon it will be back for profitable promotion...and 
soon you'll be taking the lead again with the Casco 
Electri-Craft Hand Power Tool Kit...with more 


exclusive features than any other. 


CASCO ELECTRI- CRAFT 


Precision-engineered to run accurately in excess of 
20,000 RPM on AC or DC current. It’s dynamically 
balanced, sturdy and safe. Tools won’t wobble. 
Fan-cooled, air-vented and positively insulated. 


Vibrationless on ball bearings. 


Guaranteed. Comes in dual-purpose, sturdy, fitted 
steel chest. A complete portable power workshop 
that once again will make sales-history. Nationally 
advertised in leading hobbycraft magazines. 


Deliveries will be limited but production is well 
underway. With necessary raw materials on hand, 
a steady supply of America’s finest Hand Power 
Tool Kits will soon be on the way. First preference 
will, of course, be given pre-war customers. 


wateh 


and 10,000 
other uses 


CASCO 


FOR NEW AND UNUSUAL CONTRIBUTIONS TO BETTER LIVING 


CASCO PRODUCTS CORPORATION, BRIDGEPORT 2, CONN. 
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STOKER ENGINEERING 


@ Your CUSTOMER wants a stoker that provides the greatest 
amount of comfort and convenience with the best economy. You want 
to sell a stoker that will deliver these factors for the most years with 
the least amount of service. Customer satisfaction creates sales... 
reduced service costs increase profits. 


GE Hi L STOKERS 


In Gehl Stokers you get engineering that has met the test over a period 
of many years... stokers built to do a better job for more years, by 
a 79-year-old company. You get friendly, experienced co-operation 
based on a long-time knowledge of stoker merchandising. 

Among the many features that make Gehl Stokers outstanding are: 
Heavy, all-cast, rust-resisting chassis . . . Barometric automatic control 
of chimney draft...Unit air and coal feed tube that insures even dis- 


tribution of air in the fire bed... An auto-type transmission... A retort 
that assures efficient combustion. 


Domestic and 
industrial models 
now available. 


AGAIN “Stoker Sales 
are Blowing a Gehi.” 


WRITE today for literature and 
details of the Gehl dealer program. 


.. GEHL BROS. MFG. CO. 


ESTABLISHED 1867 
DEPT. BH-871 WEST BEND, WIS, 


A GEHL WINS FRIENDS WHEREVER IT GOES 
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RETIREMENT CUM LAUDE: When J. A. Kahn, seated, center, retired after 30 
years of service as general manager of the intermountain district of the General Elec- 
tric Supply Co., 200 members of the electrical industry honored him with a dinner at 
the Hotel Utah, Salt Lake City. The Intermountain Electrical Ass'n., which sponsored 
the occasion, presented him with a certificate of life membership. Eulogizing speakers 
were Elias Strong, left, secretary-manager of the Association, and George M. Gadsby, 
at the mike, president of Utah Power & Light. 


LEAGUE ACTIVITIES 


Elects Officers 
Henry County League 


At recent elections of officers of 
the Henry County Appliance Dealers 
Association, New Castle, Ind., the 
following were installed: Howard E. 
Greene, president; Wes Lee Bouslog, 
vice-president; Claude Harry, secre- 
tary-treasurer. William F. Beher, 
retiring president, was named chair- 
man of the board of directors. 


New Refrigeration Group 
Elects Edmundson President 


The newly formed Commercial Re- 


frigeration Association of Raleigh, 
N. C., recently elected A. J. Edmund- 
son to head the organization. W. H. 


Jones was named vice-president and 
Alleine B. Hicks was elected secre- 
tary-treasurer. The new league is 
associated with the National Commer 
cial Refrigerator Manutacturers As- 
sociation and will promote _ the 
interests of distributors of commercial 
refrigerators. 


Thomas Lectures to 
Kansas City League 


Dr. Phillips Thomas, Westinghouse 
research engineer, presented “Adven 
tures in Electricity” to a luncheon 
meeting of the Electrical Association 
of Kansas City (Mo.), on June 7. 
In his talk covering recent scientific 
phenomena, Dr. Phillips made nine 
demonstrations and" utilized nearly a 
half-ton of equipment. 


Toronto Dealers 
Name Officers 


New officers of the Toronto Asso- 
ciation of Radio and Appliance 
Dealers recently elected include: presi- 
dent, Mel Richmond; vice-president, 
Gustav Newburger was appointed 
secretary-treasurer. 

J. A. Pardie; and treasurer, J. D. 
Ford. 


AUGUST |, 


Boston Institute Announces 
Electric Living Courses 


The results of a questionnaire sent 
out to retailers by the Electric Insti- 
tue of Boston, Inc., indicated that 
retailers wanted more information on 
the fundamental advantages of elec- 
trical appliances. With this in mind, 
the Institute’s appliance and radio com- 
mittee prepared a series of courses 
which were presented from June 18 
through July 9 and covered electric 
cookery, water heating, refrigeration 
and home freezing, laundry equipment, 
kitchen appliances, vacuum clearners, 
and _ radios. 


Long Island Dealers 
Organize League 


“For the purpose of fostering the 
interests of television, radio, phono 
graph, household and store appliance 
dealers,” the Eastern Allied Dealers 
Association, Inc., was recently char 
tered in Long Island City, N. Y. 


Reynolds Made Executive 
Manager of Intermountain 


Arthur J. Reynolds has been se 
lected as executive manager of the 
Intermountain Electrical League oi 
Salt Lake City, replacing Elias J. 
Strong, who has resigned to accept a 
position with the Automobile Asso- 
ciation of Utah. Mr. Reynolds has 
been with the Utah Power & Light 
Co. ior the past 18 years. 


Lazarus Store Executive 
Heads New Appliance Ass'n. 


Harry Haycox of the Lazarus Store, 
Wilkes-Barre, Pa., has been elected 
president of the newly organized 
Wyoming Valley Appliance Associa- 
tion. David Schooley, the Boston 
Store, was named vice-president and 
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Memphis Appliance League 
Completes Organization 


The Memphis Retail Appliance Deal- 
ers Association (Memphis, Tenn.) re- 
ently completed its organization with 
the election to the presidency of act- 
ing president John F. Camp, Sr., of 
Camp Electric Co. and the naming of 
ther permanent officers. Glen Liles 
is vice-president; Robert Feltus, secre- 
tary; and Dwight Baker, treasurer. 
The 24 firms who met June 25 at the 
‘aridge Hotel expressed their prin- 
‘pal aim as the promotion of 
operation among appliance dealers, 
wholesalers and manufacturers and 
schievement of higher service stand- 
ards. New president Camp hopes for a 
total of 50 to 70 member firms within 
two months. 


Frozen Foods Topic at 
New Orleans Meeting 


The processing, storage and dis- 
tribution of frozen foods were dis- 
cussed at a recent Refrigeration, Air 
Conditioning and Ventilation Division 
meeting of the Electrical Association 
of New Orleans by association vice- 
president Carl D. Taylor who was as- 
sisted by N. J. Helwick and J. O. 
Crary. The discussion was accom- 
panied by a showing of the Carrier 
Co's. quick-freeze and food processing 
film. Clay A. Bankston of the Car- 
rier Corp., following Mr. Taylor, de- 
clared that over 100,000 home freezers 
are now in use and that the immediate 
market potential is somewhere be- 
tween 300,000 and 1,000,000 units. 


Detroit Housewares 
Club Reorganized 


After a wartime dormancy, the 
former Housewares Club of Detroit 
has been reorganized to provide for 
more aggressive activitics in encour- 
aging the participation of all buyers, 
salesmen, and executives active in the 
appliance, housewares, and hardware 
industries. The 40 members who met 
June 12 at the Harmonie Club selected 
a committee of four buyers and four 
salesmen to prepare reorganization 
plans. Headed by Don Rose, manu- 
facturer’s representative, the commit- 
tee included A. J. Malone, J. L. Hud- 


son’s; Joseph Marino, Crowley Milner 


& Co.; Martin Friedman, Federal 
Department Stores; Harry Hansen, 
Landers, Frary and Clark; Larry 


Nabor, Radio Distributing Co.; H. J. 
Olsen, Tavern Products; and Hugo 
Strauss, manufacturer’s representa- 
tive. 


Rock River League 
Formed in Illinois 


The Rock River Valley Electrical 
Association, Rockford, Ill, was for- 
mally organized at a meeting held 
June 21 at which Arthur F. Loewe 
of the General Electric Co. was guest 
speaker. Walter Johnson was named 
temporary chairman while John Cahill 
filled the post of vice-chairman and 
Warren M. Sparks took the job of 
secretary. Wholesale electrical deal- 
ers who became members of the new 
league included the General Electric 
Supply Co., Rock River Electric Co., 
Muntz & Lea, and the Freeport Whole- 
sale Electrical Co. Utility members 
include Central Illinois Electric and 
Gas Co., Illinois Northern Utilities, 
Western Power and Light Co., and the 
Central Illinois Light Co. 


Mountain League Plans 
Lighting Course 


With the completion of a three-day 


intensive lighting course for key 
instructors, the Rocky Mountain 
Electrical League has announced 


plans to hold classes for league mem- 
bers in various areas of the four states 
which it covers. The course consists 
of 18 lessons presented by means of 
sound-slide films and records which 
cover subjects from lighting funda- 
mentals to principles of light 
trol. Fall convention of the league 
is set for September 5-7 at Estes 
Park, Colorado. 


con- 


Philadelphia Starts 
Range Training Program 


In a self-declared effort to train and 
prepare local appliance dealers to take 
iull advantage of future keen competi- 
tion and plenty of merchandise, the 
Electrical Association of Philadelphia 
has embarked upon an electric range 
training program for dealers, a fol- 
low-up course to its recent basic sales 
training course. 

Some 250 dealers attended the open- 
ing meeting on June 24 which was 
opened by John A. Morrison, the asso- 
ciation’s managing director. Speakers 
included George E. Whitwell, vice- 
president in charge of sales, Philadel- 
phia Electric Cp.; W. A. Anderson, 
also of Philadelphia Electric, who pre- 
sented the selling points of the elec- 
tric range; and Mrs. Florence M. 
Hobbs of the same company, who 
demonstrated electric cooking. Fu- 
ture meetings will be devoted to giv- 
ing actual cooking experience to all 
course enrollees. 


DEALER SCHOOL: Some of the 250 intent listeners who attended the first class of 


the Electrical Association of Philadelphia's new electric range training course. Deal- 
ers preparing to battle stiff competition when ranges become available in quantity 
meet four days of each week from July 15 to August 13. 
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No Fans to Sell 
These Hot Days? 


FUTURE FAN PROFITS 


Tie in with 


ARCTICAIRE 


ALL-YEAR FAN PRODUCTION! 


Now is the time for you to plan ahead . . . to protect 
yourself from a fan shortage next summer. And you 
can profit by selling fans all year. You can do this by 
tying in with the 4rctic Aire program of all-year fan 
production. Accept deliveries of ArcticAire fans dur- 
ing the cooler months. **Keep them on display Fall 
and Winter. And place your orders for next year with 
your 4rcticAire distributor this Fall. F. A. SMITH 
MANUFACTURING CO., ROCHESTER 2, N. Y. 


**Initial shipments of ArcticAire 
fans have been allocated among 
jobbers on a fair basis. 


RCTICAIRE 


FANS and VENTILATORS 
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“Every time he sees a crowd 
goes into his act!’’ 


You can’t blame a wide-awake distributor for 
being enthusiastic . . . once he’s seen the picture 
of the new 1946 Fairbanks-Morse Stoker. 


Fairbanks, Morse & Co. 
Fairbanks-Morse Bldg. 
Chicago 5, Illinois 


FAIRBANKS-MoRSE 


A name worth remembering 


DIESEL LOCOMOTIVES - DIESEL ENGINES - MAGNETOS - GENERATORS - MOTORS - PUMPS 
SCALES - STOKERS - RANROAD MOTOR CARS end STANDPIPES - FARM EQUIPMENT 
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SHE STOOPS TO OFFER: Sylvia Miller, sales director of Sun-Kraft, Inc., presents 
Frank Furedy, president of the concern, with a gold antique Benzaries urn, at the 
birthday party which 115 employees and friends organized as a testimonial. To your 
tight from Mr. Furedy are Mrs. Furedy and Edward Atkins, John Parlopino, master 
of ceremonies and production manager at Sun-Kraft, stands in the background. Lois 
Fisher, Chicago Tribune artist, caricatured Mr. Furedy's early life as the “boy genius”. 


HAVE YOU HEARD... 


THE 400 


On the first anniversary of V-E Day, 
the Stromberg Carlson Co. paid trib- 
ute to its 400 war veterans with a 
“welcome home” dinner party in the 
Starlight Room of New York’s Hotel 
Sheraton. 


CITATION 


Lieutenant Colonel Vernon A. Ka- 
min, regional sales manager in New 
York for Motorola, was recently 
cited by Major Gen. H. C. Ingles, 
chief signal officer, for establishing 
equipment development projects and 
technical investigations in radio during 
his war-time service. 


BREAKFAST MACHINE 


Organist Ethel Smith went to Holly- 
wood recently with the ostensible 
purpose of making a picture, “Cuban 
Pete,” for Universal, but, reports the 
New York World Telegram in its May 
20 issue, she really made the trip to 
pick up the electric toaster which she 
and husband Ralph Bellamy, current 
star of “State of the Union,” had left 
in movie land. “I had tried all over 
New York to get a toaster,” she said. 
“It’s impossible.” When she got to 
Hollywood all her belongings were in 
crates, so she still hasn’t got a toaster. 
From the way she talks, that toaster 
is indispensable. “It’s wonderful—the 
toast flies out and practically butters 
itself.” 


DWARF 


He’s only 15 inches high and, un- 
like most people, is a three-colored 
fellow. Furthermore, he always wears 
a top hat, white tie and tails. If you 
don’t know him now, you soon will, 
says A. Raysson, general sales man- 
ager of the appliance division of 
Pressed Steel Car Co., because the 
little chap will impart the Presteline 
magic touch of electric cooking to Mrs. 
America. His name, by the way, is 
Presty and he carries an electric cane. 
You can’t miss him. 


AUGUST 1, 


JAPAN LAST 


William A. Kennedy, former vice- 
president and general manager of G-E 
Supply, has been discharged from the 
Army and is waiting an assignment to 
Japan to assist in that country’s re- 
habilitation. But, says Mr. Kennedy, 


W. A. KENNEDY 


Japan is the last place he wants to go. 
He would rather remain in the United 
States and return to the type of work 
which he distinguished in the past. 
After over three years in the Office of 
the Chief of Engineers and consider- 
able time as assistant administrator 
of WPB Iron and Steel Order No. 126 
and as senior materials engineer of 
WPB’s Copper Division, he wants to 
find out what civilian life is like again. 
And that means no uniforms and no 
government bosses. Before he got tied 
down to bureaucratic jobs, Mr. Ken- 
nedy was at one time vice-president of 
the Electrical Board of Trade of New 
York and held a similar position with 
the New York Electrical League. 


GOES TO TOWNE 


Advertising for the new appliance 
department of the Yale & Towne 
Manufacturing Co. will be handled by 
L. E. McGivena & Co., Inc., New 
York agency. 
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NEW YORK 17 


THE GAP 


BETWEEN YOUR 
PRODUCT AND 
TREMENDOUS 
MIDWEST..... 


FARM 
BUYING 
POWER! 


The Midwest Farm Papers form the bridge which brings your 
product to over a million Midwest farm families—and their huge 
buying power to you. The consistent reader interest—indicated 
by the Midwest Farm Papers’ 89% coverage of this area—offers 
you your best road into one of America’s greatest present and 
future farm markets. 


In the rural areas of the 8 Midwest States—always a rich source 
of sales—there is, today, a new and tremendous buying power. 
Never before was the demand for commodities so great. Never 
before were farm bank balances and credit so high. 


The MIDWEST FARM PAPERS are aimed directly at the 
interests and problems of farmers in the rich and prosperous 8 
MIDWEST STATES. 


Write for: A complete summary of 1946 BUY- 
ING REQUIREMENTS of Midwest farmers. 


Through a recent survey 1,860 farmers have indicated 
their 1946 buying interest im 148 types of commodities 
—including farm equipment, home furnishings and 
appliances, and remodeling and rebuilding necessities. 
The results of this important survey have been arranged 
in pamphlet form for each of the 8 Midwest States. 


YOUR DISTRIBUTION MAY BE NATIONAL 
---BUT YOUR SELLING IS ALWAYS LOCAL 


The Farmer Wisconsin Agriculturist & Farmer Prairie Farmer 
Nebraska Farmer Wallaces’ Farmer & lowe Homestead 


CHICAGO 2 DETROIT 2 
@N. Michigan Ave. $42 New Center Bidg. Ruse Bldg. 


150 Park Ave. 


ELECTRICAL MERCHANDISING—AUGUST I, 1946 


HAVE YOU PLACED 
YOUR ORDER ? 


Your TRILMONT distributor 
is ready NOW... 
immediate deliveries 


HE manufacturers of Trilmont 
Safety* Electric Heaters antici- 
pated “trouble ahead’’—ordered 
their materials early and got into 
production immediately . . . with the 
result that Trilmont distributors now 
have their full quota. 


PROMOTING 
GREATER SAFETY 


* NOTE: The Trilmont Model™ ri 
which won The National Safe 
Award bas been augmented 
to get suffh- 
cient beat om low voltage lines. 


To make sure that you will be ready 
for the early fall buying period, put 
your order in now for America’s best-known, fastest-selling 
heater in its price class—a price that assures you more prof- 
it per unit than the total retail price of conventional heaters! 


Don’t leave your customers “out in the cold”... be sure to get 
your Trilmonts NOW. Write today for name of nearest distributor. 


MODEL A—1200 WATTS—10 AMPS @ 120 VOLTS 
MODEL AA—1320 WATTS—12 AMPS @ 110 VOLTS 


$ 3 300 including Excise Tax and Heavy Cord Set 


95¢ extra in Western Zone 


a 


‘TRILMONT. PRODUCTS: COMPANY 
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WHAT A BEAUTIFUL) 


THERE’S NO GUESS-WORK 


NEW DESIGN...!T’S | —D\WITH THE HEAT INDICATOR. 
HEAVY CAST Sy IT TELLS ME WHEN MY 

ALUMINUM WITH A Ae,’ TWINCOOK’S READY 
HAMMERBRITE * Pu TO BROIL! 


FINISH! 


HANDLE, SO I 


CAN LIFT THE AT LAST...A SAFE 
COVER WITH PLUG FOR 
ONE HAND! 2-WAY HEAT. 


IT’S ANOTHER 
RIVAL DEVELOPMENT 


CONCAVE RE. 
FLECTORS GIVE 
YOU FOCUSED 
RADIANT HEAT... 
WHERE YOU 


POURING LIP! 
SAVES GREASE... 
SAVES TIME... 5 
EASIER TO G~ 


BACON CANT CURL 
_.IT’S EASY TO TURN, 
AND | CAN SERVE 
IT GREASELESS! C.% 


ee IMAGINE! IT COOKS 4 
© AND 6 SLICES OF 
BACON AT ONCE! 
\STEAKS. CHOPS, FOWL. 
ERS FISH. TOO) 
\ 
“> 
NG 
| 
y ) 25 TADLE THE | 
SPOONFUL AT A TIME CHOPS FOWL, ETC. | 
warn THE NEW POURING 


-. JUST POUR IT OUT! IT OUT! 


NEW Mae 
The only broiler ever designed to cook 
eggs as well as meat! Four “islands” cast 
in the base enable you to prepare 4 eggs 
and 6 slices of bacon. . + as the same time! 


NEW! 


Broils six slices of bacon at one time! Bacon 
can't curl. Grease drains off. Turn all the 
bacon at the same time...just turn the rack. 


new! * 


A MUST for broilers... exclusive with Rival! 
No burnt fingers . no dropping of meat. 
Folding handle remains cool while broiling. 


Saves grease. saves ume! No more slow 
ladling of grease ot gravy by the spoonful. 
Gets « all leaves an easier-to-clean 
broiler 


* 


ORIGINALISTS 
in KITCHENEERING 
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CORNER LOCATION: The new home of the Leonard Niederriter Co. in Erie. Pa. 
Over 50 feet of plate glass windows make appliance display a prominent feature. 
Offices, stock room and commercial refrigeration displays are in the basement 


ARKANSAS 


The Gillespie Appliance Co., tor- 
merly located at 306 West Seventh St.. 
Little Rock, has announced its occu- 
pation of new quarters at 1021-1023 
West Seventh St. 


CALIFORNIA 


The May Co. of Los Angeies nas 
opened its new appliance store on Wil 
shire Boulevard and Orange Grove St 
The new store is said to have 1! mode! 
kitchens. 

The Central Electric Co., with head 
quarters in San Francisco, recently 
opened a new store in Palo Alto and 
has announced plans for another store 
in Redwood City. The headquarters 
will continue to feature wiring and 
construction while the new stores will 
specialize in home appliances. 
and Norge franchises have been 
secured for Palo Alto and a G-F. fray 
chise for Redwood City. 


Bendis 


FLORIDA 
Charles F. Henry, owner of the 
Floridan Appliance Co., 412 Cass St. 


Tampa, has announced the opening of 
a new store at Cass and Marion Sts. 
The new building has a 65 foot front- 
age. A complete line of electrical, gas, 
and fuel oil appliances will be carried. 

The Tag Radio Co. has moved into 
its new home at 1324 Manatee Ave., 
Bradentown. In announcing the move, 
the firm offered for immediate delivery 
radios and radio-phonographs, E-Z 
Flip toasters, Manning-Bowman broil- 
ers, Dormeyer mixers, Cory and Kent 
coffee makers, hot plates, and fruit 
juicers, 

The Wilson Brothers Electric Co. 
opened in Winter Haven on January 
12. Early in June the business had 
grown so much that they moved from 
241 East Central St. to the Baker 
Building at 305 Third St.. SW. Her- 
bert J. and M. P. Wilson are the own- 
ers. 

Construction of a new building for 
the Fort Electric Co. has commenced 
on Orange Ave., Lake Wales. The 
30 by 80 foot structure will incor- 
porate a front display room for appli- 
ances and a back workroom and ware- 


AUGUST I, 


house. A. J. Fort, the owner, was 
discharged rom the Army with the 
rank of lieutenant colonel. Prior 
service he was identified with an ele: 
trical business in Lake Wales. 

Southern Appliance Co’s. new air 
‘onditioned store was opened recently 
at 136 Northeast First St., Miami, ac- 
cording to vice-president Fred Pott 
former branch manager of the Holland 
Furnace Co. and sales manager of | 
Kalamazoo Coal Co. The firm, which 
used to be at 41 Northwest Miami 
Court, will continue to handle nativ» 
ally advertised appliances including 
Kelvinator refrigerators and ranges, 
Blackstone washers and ironers, and 
St. Charles kitchens. 

The Smith Electric Co., Quincy, has 
moved to the building on East Wash- 
ington St. formerly occupied by the 
Gay Electric Co. Smith is exclusive 
agent for Hotpoint appliances and 
specializes in electrical contracting, 
fluorescent lighting and Deming water 
svstems. 


ILLINOIS 


The South Side Radio Store, Chi- 
cago, has opened a branch at 1324 East 
63rd St. for the sale of appliances. The 
firm is owned and operated by William 
Locke and Edward Jones. Headquar- 
ters of the firm are at 1130 East St 
and another branch is located on West 
63rd St. 


INDIANA 


The eight year-old Central Electric 
Co. of Fort Wayne has acquired a new 
home with 3,000 square feet of floor 
space at 120 West Jefferson St. The 
appliance, radio, lighting fixture, and 
lamp retailing firm, which was for- 
merly located at 209 West Wayne St., 
is headed by president Carl H. Bruns 
and general manager Robert O. Locke 
The firm occupies a main floor, bal- 
cony and basement. 

Moore’s Modern Appliances, Indian- 
apolis, headed by Harry L. Moore, has 
acquired space next door to its store 
and has completed remodeling, Thomas 
QO. Easterday is in charge of the serv- 
ice department, assisted by Mrs. Ethel 
Foxworthy. 

Modernization of the Crabill Electric 
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NEW! Go 
Rival 


Shop, Columbia City, has been com- 
“leted to provide a brick workshop and 
additional appliance display space, a 
total of 5,000 square feet of floor space. 

The Lutz Furniture Co., Wabash, 
has leased a three-story building at 810 
South Clinton St., Fort Wayne, where 
it will open, after remodeling, a house- 
hold appliance and furniture store. 
Robert L. Lutz will be the manager. 

The new downtown store of Frank’s 
Quality Furniture Co. was opened in 
July at 146 East Washington St., 
Indianapolis, where it occupies 21,000 
square feet of floor space in the four- 
sory building. Household appliances 
wre featured on the main floor. 

Fifty-seven West Main St. is the 
new address of the Indiana Electric 
Co. Peru. Robert Griebel is the 
ywner and operator of the firm. 


IOWA 


The Longhorn Radio & Appliance 
Shop has moved to the Fliger Build- 
ng, New Hampton, where the firm 
fers a full line of appliances and in 
addition conducts a service department 
nd a wiring service. 

The Norge Electrical Appliance 
Store, Alta, formerly located in the 
Standard Service Station, has moved 
to the Larson & Cox Building. Harold 
Holz is the new operator of the agency 
and will continue to carry Norge ap- 
plances 


KENTUCKY 


The Economy Furniture Co., which 
ieals in a complete line of home fur- 
nishings and appliances, recently 
ened its new store at 631 West 


Market St., Louisville, in a four-story 
building. A parking lot is provided 
for patrons. 


MICHIGAN 


The Brooks Electric Shop, Fremont, 
has been purchased by Harvey Kayler, 
veteran of 15 years in the appliance 
business in Holton. More recently Mr. 
Kayler has held the position of 
chief electrical engineer at the Ameri- 
can Coil Spring Co. 

A new building in Howell has been 
occupied by the J. R. Wylie Sales 
store. The opening was_ celebrated 
with three days of open house during 
which door prizes were offered. Owner 
Wylie was at one time service man- 
ager for L. C. Pemberton Frigidaire 
Sales at Lansing. 


MINNESOTA 


Smith & Dusa of Alexandria have 
purchased the electrical appliance busi- 
ness formerly operated by Baglo & 
Miller in Henning. 

The Wolle Electric Service, oper- 
ated by H. R. Wolle for the past ten 
years without a display room, has 
opened a shop at Minnesota Lake. 
The new home, completely remodeled, 
will display appliances and is equipped 
to handle contracting, wiring, and re- 


pairs. 
The village of Baudette is no longer 
in the electrical business. Karl 


Graham and Roger O'Neill recently 
uurchased the business previously oper- 
ated by the municipality and they plan 
to expand it to carry electrical appli- 
ances in their quarters in the Mohn 
Suilding. 
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-"“PROVIDE THE FEATURES 
EVERY PROSPECT WANTS” 


Make More Money 
as a BURKS Dealer! 


ONLY BURKS DEALERS ENJOY 
ALL THESE ADVANTAGES 


®@ Practically no “profit-eating” call backs 
after a system is installed. 


@ Complete line of BURKS Super Turbine 
shallow well systems. All equipped 
with LIFE-LOK to give them longer life 
than competitive systems. 


® Complete line of Deep Well Systems— 
both turbine and vertical centrifugal 
types. Lift water 210 feet. 


@ Year around backing of national ad- 
vertising. 


@ Constant help of effective local adver- 
tising. 


@ Sales features, exclusively engineered 
into BURKS Water Systems, that clinch 
sales. 


@ 100% backing of the company. 


Write today for complete details about the pgypKs Educer Deep 
BURKS Dealership in your locality. Well System 


DECATUR PUMP COMPANY 


51 Elk St. Decatur 70, Ill. 


BACKS UP 
THE DEALER 
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More Ford Trucks in Use Today Than Any Other Make! 


YOUR ANSWERG 
TO QUICK, 
INEXPENSIVE, 
SERVICE-FREE 
SALES! 


"SEE-FOR-YOURSELF" DEMONSTRATOR 


A sure-fire sales maker 


VOSS BROS. MFG. CO. 


DAVENPORT, IOWA 


5 SAFEST » 
at 7] 


DEALER DOINGS 


When immediate 


FOR PROFITS 
delivery counts most 


TODAY 


When customer satisfaction 
will count even more 


FOR PROFIT 


TOMORRO 


The Palmaire suspended unit heater solves the require- 
ments of small store and factory owners for an efficient, 
fully automatic heater which will not take up valuable 
floor space. This heater hangs from the ceiling, requir- 
ing no duct work. Quietness of operation, plus maxi- 
mum heat delivery, is assured by either the propeller fan 
type or the blower type unit. The rugged, handsome 
case is attractively finished in brown crackle enamel. 


Every heater pretested be- 


NEW YORK 


Mayor Samuel B. Dicker formally 
opened the new home of the People’s 
Outfitting Co., Rochester, at 115 Cen- 
tral Ave. The firm, which now occu- 
pies four floors of a remodeled build- 
ing, was formerly located at 439 Cen- 
tral Ave. Walter M. Hart is presi- 
dent. 

The appointment of F. Scott Gris- 
wold as general manager of Maisel’s 
Electrical Appliances, Buffalo, was re- 
cently announced by owner Alexander 
Maisel. Mr. Griswold recently re- 
turned to civilian life from duty with 
the U. S. Army Engineers. Prior to 
service he was in the appliance business 
for 20 years. 

The Rosinski Furniture Co. with 
home offices in Lackawanna has opened 
a new store at 760 Fillmore Ave., Buf- 
falo, where it is expected to become a 
major outlet for appliances. More 
than 4,800 persons visited the store on 
its recent opening day. Modern dis- 
play and lighting techniques glamorize 
appliances and large show windows 
provide a view of the entire store in- 
terior. 


NORTH CAROLINA 


J. E. DeHart, who recently pur- 
chased the Joyner Radio Co., Ashe- 
ville, has changed the firm name to 
the Electric Appliance Co. The ad- 
dress at 24 Biltmore Ave. remains the 
same. Mr. DeHart said that personnel 
and policies would undergo no changes. 
The company is known for its four- 
hour refrigerator service and its 90-day 
guarantee on repaired radios. Fada 
and Philco radios are carried. 


NORTH DAKOTA 
The Flegel Electric Shop, Hebron, 


has moved to a new home at the rear 
of the Security Bank Building to pro- 
vide additional space for display and 
a larger stockroom. 


OHIO 


The Bing-Tiffin Co., associated with 
the Bing Furniture Co., Cleveland, has 


leased a four-story building at 33-3: 
Court St., Tiffin, where it will open a 
modern appliance and furniture stor 
with 18,000 square feet of floor space. 
Louis S. Bing is president. 

The Ohio Appliance Co., tempo. 
rarily located in the Hotel Onesto, Can- 
ton, has announced that it will move 
to a new location in the St. Francis 
Hotel as soon as modernization js 
completed. 

For about $400,000 the Rossiter- 
Jarrett Furniture Co. recently pur- 
chased the P. M. Harman Co., on 
of the first concerns to introduce 
vacuum cleaners to Dayton, and wil! 
continue the business under the name 
of the Rossiter-Jarrett-Harman 
Fred Rossiter, president, said that 
the furniture, appliance and _ interior 
decorating phases of the concern wou! 
be continued with no expected chang: 
in personnel. The large building a 
110-112 North Main St. will be exten- 
sively remodeled. It provides a 1() 
foot frontage and 54,000 square feet 
of floor space. 

The Sokol Furniture Co., Akron 
celebrated the grand opening of it: 
new store at 361 South Main St. on 
June 20 with an open house. A. Soko! 
is the owner. The appliance depart 
ment features ranges, washers, re- 
frigerators, and heating units. 

Grinnel Brothers, formerly located 
at 329 Superior St., Toledo, has moved 
to larger quarters at 410-411 Jefferson 
Ave. 


OKLAHOMA 


William C. Causey, Jr., has been 
named manager of the Pitcock Elec- 
tric Co., appliance and service firm 
recently opened in Tulsa under the 
aegis of the Atlas Electric Co. Mr 
Causey was formerly a district man- 
ager for Nash-Kelvinator and more 
recently sales manager for Atlas. 


OREGON 


In Nehalem, Eric Adolph has opened 

a new appliance store as a branch of 

his main outlet in Seaside. A. E. Far- 
(Continued on page 162) 


fore delivery. American 
Gas Association approved. 
55,000 to 200,000 BTU. 
For natural or Butane gas. 
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CONLON GETS A CONTRACT: The happiness that is all-pervading whenever @ 
manufacturer gets a contract is easily read in the faces of the participants in the 
signing of a contract between Conlon:Corp. and the Western Auto Supply Co. Giv- 
ing the final OK on deal to make Wizard washers for Western are, seated, Karl Hall, 
Western; |. N. Merritt, Conlon vice-president; and A. De B. Gaines, Western. Stand- 
ing, Roy E. Andree, Conlon general sales manager, left, and Cornie Miller, Western. 
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For You 


WITH THIS QUALITY TELEX RADIO SPECIALTY 


The New TELEX Magnetic 
‘ Under Pillow Speaker... 


For Private Radio Listening 
without Disturbing Others.... 


The Telex magnetic Under Pillow Speaker, attached to any 
bedside radio and slipped under a pillow, enables the listener 
to hear any radio program without disturbing others. 
Exceptionally high fidelity reception. Molded of durable 
plaskon. Wafer thin yet virtually indestructible. Comes com- 
plete with 10-foot rubber cord, plug, special jack and mount, 
and complete instructions for hooking up to any radio. 


LIST PRICE $12.60 Including tox 


X INC ELECTRO-ACOUSTIC DIVISION 
TELE J MINNEAPOLIS MINNESOTA 
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More Forp Trucks In Use ToDAY 
THAN Any Make! 
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APPLIANCE 
TEMPERATURE 


TESTER 


MEASURES 
| 
ZONES 
2 HEAT|ZONES 


@ Tests electric or gas appliances 
@ Checks temperature controls 
@ Gives readings while doors are closed 


@ Designed for laboratory accuracy, built 
for hard everyday use. 


This new combination resistance thermometer and thermocouple 
pyrometer is a natural for service men, factory maintenance men, 
laboratory technicians, contractors and maintenance engineers. 

The low temperature scale of -100° F to 80° F gives accurate read- 
ings on the spot for household refrigerators, deep freeze units, walk-in 
coolers, refrigerator display cases, water and beverage coolers and 
air conditioning equipment...The higher temperature scale of 0° F 
to 600° F simplifies trouble shooting on ovens, motors, compressors, 
controlled processing and heating equipment. ..The 300 volt AC scale 
shows whether the line voltage is normal for the appliance. 


Model 60-JRT is probably already in stock at 
your distributor's. For technical details, ask 
= 7 for Bulletin JRT-546. 


J-B-T INSTRUMENTS, INC. 


481 CHAPEL STREET e NEW HAVEN 8, CONNECTICUT 
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NOW 
IN 


FULL 


PRODUCTION 


Buyers who have seen the TIME-SAVER Pressure Cooker accord it top 
honors. The TIME-SAVER is an achievement in quality, combining, as it does, 
beauty of design, utility and mechanicol perfection. It is cast of a special 
quality, virgin aluminum alloy ond polished to a high degree of lustre. 
Sturdy in construction. A simple flick seals and locks the pan with ease 
and air-tight precision. 


IMMEDIATE 
DELIVERY 
ASSURED 


3-in-1 Pressure Gauge 


Cooking tests disclose the superiority of the TIME-SAVER'S 3-way gauge. The 
gouge con be set for 5, 10 and 15 Ib. POSITIVE pressure — thus attaining 
cooking perfection and consumer satisfaction. 


Guaranteed 


A Certificate of guarantee, assuring 
mechonical perfection, is enclosed 
with each cooker, os well as a new 
iMustrated 24-page time-chart and 
instruction booklet. 


Newspaper Mats Available 


individually packed, 6 to a carton 
weight 37 Ibs. F.0.B. Factory 


Manufactured by 


TRAUBEE PRODUCTS, Ine. 


924 BERGEN STREET, BROOKLYN 16, N. Y. 
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DEALER DOINGS 


hart has been named as manager of 
the branch. 

New headquarters at 221 Southeast 
Third St., Pendleton, have been opened 
by the Carrol Electrical Equipment Co. 

The new “Park and Shop” store of 
Woolach Brothers, Portland appliance 
firm, was opened recently at 10th and 
Stark Sts. The new building is 100 
by 125 feet and includes 12,500 square 
feet of space. Opening of the store 
was part of the firm’s 25th anniver- 
sary celebration. Appliances and 
radios carried include G-E, Philco, 
Emerson, Packard Bell, Motorola, 
Radiola, and other well-known makes. 


PENNSYLVANIA 


J. M. Ballantyne has been appointed 
manager of the Haller Kitchen Equip- 
ment Co., Pittsburgh, Pa. Mr. Ballan- 


J. M. BALLANTYNE 


tyne will supervise the merchandising 
of G-E appliances, Bendix washers, 
RCA radios, Philco radios, electric 
ranges, and steel and wood cabinets. 
The company specializes in complete 
kitchen modernization and maintains 
offices and showrooms at 943 Liberty 
Ave. and a factory and warehouse at 
1414 Spring Garden Ave. 

The fifth Good House Store in the 
Philadelphia area opened its doors on 
June 28 at 5522-24 North Fifth St., 
according to an announcement by Jerry 
Newkirk, executive vice-president of 
the corporation. The store has over 
4,000 square feet of floor space and, 
like others in the chain, features large 
areas of glass to make a window dis- 
play of the entire store. 

The Leonard Niederriter Co., which 
specializes in refrigerators, has moved 
from 1714 State St., to 1726 State St., 
Erie, where it now occupies the first 
floor of a large building. The move 
has given the firm an opportunity to 
expand its line of appliances and it 
now handles Frigidaire, both commer- 
cial and domestic, Philco, Bendix, See- 
ger-Sunbeam, Toastmaster, Mixmas- 
ter, Ace and Victor freezers, Oasis 
water coolers, ABC, and 1900. The 
main sales floor is divided into demon- 
stration areas. Proprietor Neider- 
riter started his business in 1938 and 
formerly operated a locker plant at his 
old location, a business now under the 
lirection of his brother, Joseph. 


TENNESSEE 


Modern Home Appliances, formerly 
located at Eighth and Cherry Sts., 
Chattanooga, has moved to 115 East 
Seventh St. into larger quarters. 
Frank Grant is manager. 

(Continued on next page) 


AUGUST 1, 1946—ELECTRICAL MERCHANDISING 


ARID- AIR 
BOTTLE COOLER 


FOR HOTELS-TAVERNS-DRUG STORES, ETC. 


Yes, we're making deliveries NOW... 
on the new ARID-AIR Bottle Cooler, 
with years-ahead features—sliding, dis- 
appearing stain doors, adjustab! 
removabie partitions, roomy 504-bottle 
capacity, forced air circulation that cools 
top bottles first. Fully guaranteed. 
WRITE TODAY— for complete details, 
prices, and Service—Sales Dealer Plan. 


* 


AMERICAN REFRIGERATOR 
and MACHINE, INC. 


2700 UNIVERSITY AVE., N. E. 
MINNEAPOLIS 13, MINNESOTA 


NO TEDIOUS 


HAND TURNING 
That's what SELLS the new 


KASSON, 


MEAT TURMER 


It has all these highlights: 


@ Revolves three times a minute; meats 
are cooked evenly. 


@ Operates on house current (1/0 Volts 
ac) 


® Equipped with 50 feet of cord. 
© Sturdy, all-metal—won't tip over. 


@ Extra, short set of uprights included for 
use in indoor fireplaces. 


Adjustable height and width. 
@ Holders for drip pan permit bastings 
with natural juices. 

BARBECUE FANS have always wanted 4 
power driven'meal meat turner . . . For the 
first time in history here it is on a produc- 
tion basis. Sell KASSON ELECTRIC BAR- 
B-Q to eliminate the drudgery of hand turn- 
ing. List Price $39.50. F. O. B. New York. 


IMMEDIATE DELIVERY 


DISTRIBUTORS, DEALERS: Write or 
wire today for literature and discounts 
tested product. 


on this fast selling, 


GENERAL DIE & STAMPING COMPANY 
267 Mott St. Dept. EM N. Y. 12, N. Y. 
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ELECTRIC 
TRIMMER, 


Reasonably priced 
. « « Complete cota- 
log and prices upon 
request. 

Exclusive HEDGE- 
MASTER double 
action provides un- 
equaled — 
ance and long 

ice. Nothing “te ob ob- 


to limit the size of 
stalk to becut. Duo- 
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ead may locked 
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anced design 


equipped with ia? 
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motor for use on 
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7" blade for heavy 

duty trimming may 
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KAUFMAN MFG.CO. 


MANITOWOC, WISCONSIN 


FARM FENCE CONTROLLERS 


It doesn't take long for good news to 
get around. Customer demand for Elec- 
tro-Line Controllers is greater than ever 
before. Electro-Line Controllers are hon- 
estly and capably built — THEY DELIVER 
ond they deliver RELIABLY. 

Electro-Line offers your customers five 
models—each model has its definite place 
and use. Moderately priced, modernly 
styled—Electro-Line has customer appeal. 

See your Jobber. 
ELECTRO-LINE PRODUCTS CORP. 

120 N. Broadway Milwaukee 2, Wis. 
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The additional space acquired by 
the move of the Home Equipment Co., 
Memphis, to 287 South Bellevue St., 
has enabled the concern to display and 
store more appliances, including Hot- 
point, Universal, Coolerator, and 
Bendix products. 

The Gruber Appliance Co. is a com- 
paratively new firm, but the increase 
of its business has already compelled it 
to find a larger home at 1352 Poplar 
St., Memphis. The new address pro- 
vides twice as much floor space as the 
former quarters. 

The Electric Co. of Nashville, Tenn., 
has opened a new display room on the 
first floor of the Warner Building. 
The company merchandises water 
heaters, refrigerators, washers, radios, 
fans, and ranges. Other outlets are 
maintained at 15 Arcade St. and 8th 
and Douglas Sts. 


TEXAS 


William Zale, vice-president of the 
Zale Jewelry Co., has announced that 
the firm will open a modern jewelry 
and electrical appliance store, the 19th 
in the chain, in the new Oak Cliff shop- 
ping center now under construction. 
Harold Shackman has been named as 
store manager. 

Spacious new quarters have been 
occupied in Houston by Lansdowne and 
Moody, 9 year-old appliance firm. 
Within the 12,500 square feet of floor 
space in the new home at 1801 Fannin 
St. the firm has included a complete 
kitchen and laundry. A service and 
repair department and a testing labor- 
atory are also maintained. 


VIRGINIA 


Roy M. Ross and Robert Bleicher 
have announced the sale of their con- 
cern, the Royce Appliance Co., Rich- 
mond, and their affiliation with the 
Frigid Freeze Sales Corp., 1 East 
Grace St. They will handle a com- 
plete line of commercial and domestic 
appliances. 

The newly decorated and enlarged 
store of the Ramsey Appliance Co., 
1323 East Main St., Richmond, was 
opened to the public on July 1. 


WASHINGTON 


New and modernized headquarters at 
West 908 First St., Spokane, have been 
opened by White’s Heating, Radio and 
Electrical Appliance store. 


WEST VIRGINIA 


The Welch Electrical Co. plans to 
open a new showroom on Elkhorn St., 
Welch, for the purpose of displaying 
ranges, refrigerators, radios, and 
lighting fixtures. J. R. Moore is presi- 
dent and manager. 


WISCONSIN 


Wilson’s, 178 Main St., Oshkosh, 
completed extensive remodeling of its 
store as part of the celebration of its 
58th anniversary. The firm carries 
radios, appliances, musical instruments, 
records, and gifts. 

The Johnson Electric Shop, Manito- 
woc, has purchased a building for an 
estimated $31,000 which will be used 
in the merchandising of appliances and 
radios. 
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(VOR-NAY-DOE) 


At No Greater Blade Speed 


America’s most phenomenal performer has 
now become a best seller! All over the ha- 
tion dealers report enthusiastic reception. 
And no wonder! Vornadofan offers the first 
real advancement in 25 years. It’s new! It’s 
different! It’s wonderful! 


MODEL 128) 
“ROOMETTE” 


SEE YOUR 
DISTRIBUTOR 
OR WRITE 


- A. SUTTON CORP. 


MODEL 120) 
“DEBONAIR" 


ALREADY A SPECTACULAR NATIONAL SELLER 


7 Times More Circulation 


Smooth, quiet, and ingenious, Vornado- 
fan out-performs three “ordinary” fans. 
With its sleek, streamlined beauty and 
astonishing performance it makes a su- 
perb demonstrator. Fifteen great models 
from which to choose. 


GREATEST ADVANCEMENT 


IN ““FAN’’ ENGINEERING 


1. NEW in principle and materials! 
2. NEW in performance and design! 
3. NEW in appearance and beauty! 


4. NEW in every respect!, 


DIVISION OF 
WICHITA, KAN. 


240 BUTLER STREET @ 


BROOKLYN 17, N. 


PAGE 


163 


y 
| 
| 
\ 
Sik 
coousTREAM 
MATER 
7 EXTREMELY ECONOMICAL | 


STRUCTURAL 


OF TEMPERED MASONITE PRESDWOOD 


Wall Treatment created with Structural Bends. Trock Appliance Store, Chicago 
Harry Meyers, Display Mgr. 


Create a Modern 


APPLIANCE DEPARTMENT... 


Made of strong tempered Masonite presdwood, Structural 
Bendsarea practical,inexpensive material for creating stream- 
lined, dramatic merchandise settings. Whole departments 
can be modernized...new window backgrounds installed... 
outstanding effects created at little cost. There are seventeen 
basic shapes available in 8’ and 12’ lengths. Flexible...easy 


to cut...construct...finish and install...durable...modern 

... practical to hundreds of different treatments. In stock. 1-24.21" wide 
long. 

WRITE FOR FREE CATALOG + PLAN YOUR Only $2.90 


NEEDS + PLACE ORDER NOW 
Designed and Distributed Exclusively by 


W. L. STENSGAARD AND ASSOCIATES, INC. 


333 NORTH JUSTINE STREET + CmricAGO 7, ILLINOIS 
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EXTRA PROFITS 
Right Now! 


with the 


ZAAROS TAT 


HOME FREEZER 


1b 


The imperative need to prevent frozen 
food spoilage has created a ready mar. 
ket for the ZEROSTAT Home Freezes 
Temperature ALARM — which pro. 
vides dependable protection for frozen 
foods. If temperature rises to 15° F., 
the ZEROSTAT automatically and in. 
stantly sounds an alarm. Positive action 
always—the ZEROSTAT never fails! 
ZEROSTAT Systems fit any size, shape 
or make of freezer. Can easily be in- 
stalled by the owner. 


AVAILABLE IN 3 MODELS 
$24.95 $29.95 $39.95 
IMMEDIATE DELIVERY 


NOTE: A few distributor and dealer franchises 
are still obtainable. Write for full details. 


ELECTRIC GLASS COMPARE 


Victory did not end the paper 
shortage. Need for waste paper is 
as great as ever. 


Why? Because supplies must 
still be shipped in paper to our 
occupation forces and liberated 
countries. For the Pacific area 
these take double and triple 
wrapping to withstand long sea 
voyages and tropical climates. 


Meanwhile, demand for domes- 
tic packaging paper comes from 
scores of reconverted industries. 
Jobs and shipments of new goods 
depend on paper, the essential pro- 
tection of almost everything made 
in our factories. 


That’s why you should designate 
one place as your Salvage Corner. 
Collect all your waste paper there 
before you bundle and turn it in. 
If you’re in doubt about how to 
get it packed up, call your local 
newspaper or Salvage Committee. 


AUGUST 1, 1946—ELECTRICAL MERCHANDISING 


$1.25 
typ 
in 


Electrical 
Vacuum Cl 
and Covers, 
Textile Spec 


IN CANAD. 
ply is Wa 

houses locat 

real, P.Q. 


E 
FOR THE 


TRUCKS 
LONGER! 
| THE AGE 
RUCKS IN USE TOTALS ee 
TRUCK 
WILLION YEARS! 
<= 
| 
0: 
ARMA’ 
a 
sat 
| 
Thi 
ical 
ELEC} 
i 


WHERE To Buy 


Parts, Services & Accessories 


UNDISPLAYED RATE: 


$1.25 7g line per insertion. Minimum charge $5.00. (First line in smal! black face 
type.) Fractions of a line count as line. Discount of 10% if full payment is made 
in advance for 4 consecutive insertions of undisplayed ads. 


DISPLAYED RATE 


$14.00 per inch per insertion. Contract rate on request. (An advertising inch is 
measured vertically %” on one column. There are 4 columns—48 inches to a page.) | 


SPECIALTIES 


Electrical Mangle Roll Pads and Covers 
Vacuum Cleaner Bags. Ironing Board Pad 
and Covers, washing and ironer covers. Ohio 
Textile Specialty Co. W. 54th Cleveland O. 


Washing Machine Parts 
IN CANADA, The “One-Stop” source of Sup- 
ply is Waugh & MacKewn Limited, ware- 
houses located in London, Ontario, and Mont- 
real, P.Q. 


Electric Clock Kepairing 
FOR THE TRADE. Fast and reliable services 
on General Electric, Hammond, Seth 
Thomas, Sessions, Westclox. Work guaran- 
teed. Dealers cost price list mailed upon re- 
west. Acme Clock Repair Service, 4611 Clin- 
ton St., Los Angeles 4, Calif. 


ARMATURES REBUILT 


For vacuum cleaner, tool. and drill 
motors. 


RUBBER BELTS 


For all sweepers. NO SYNTHETICS. 
Write for free parts catalog today 


PENN APPLIANCE DISTRIBUTORS 
126 S. 2nd. Harrisburg, Pa. 


WELDING FL REPAIRS 
anyone 
burnt-out electrical app’ toast- 
os, stoves & ete. Guaranteed 
From our mines te your applia 
package. $7.50 per doz. Sieh form 280.3 


doz. 
CHANITE SALES 


914 South Main ‘orth 4, Texas 


SMALL ARMATURES 
DRILLS, VACUUM CLEANERS, 
HANDTOOLS, FANS, ETC. 
REWOUND 


WITH FACTORY METHODS, 
BY MACHINE 


Quick Service on 
One or One Thousand 


ONE YEAR GUARANTEE 
ARMATURE ENGINEERING CO. 


6 Bergen Turnpike, Ridgefield Park, N. J. 


RUBBER PLUG CAP 
Wins FINGER GRIP 


Immediate Delivery 
Hard Rubber 
Color—Black 
Non-slip Finger Grip 
Brass Electrical Contacts 
Opening—.312 
LIST PRICE 18c 
Dealers Price 
$11.50 ram 100 
F. oO. Los An 
Shippine Weight 
Stock No. P310 6% Lbs. in 100 Lots 


ELECTRICAL SPECIALISTS, Inc. 
P.O. Box 213 25, Calif. 
Jobbers 


WASHING MACHINE PARTS 


“For any and all makes” 
Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 


191 W. 7th St. St. Paul 2, Mina. 


REPAIR YOUR ELECTRIC APPLIANCE 


WITH NEW 

ur or B 

utile = 


ends, spply 
an ome Daste and turn 
industrial Use 


— perfect 


stove, Does the job 
Trial order, $1: $2.50: 1 bb. $3.00. 


Armstrong Electric Co., Box 861-EM, Minneapelis 


OIL BURNER PARTS 


We specialize in a complete line of parts 
for all makes of space oil heaters. 
Send for our price list 
safety float valves, fittings, etc. 
SARN-OIL BURNER SUPPLY CO. 
2877 S. ARCHER AVE. CHICAGO, 8, ILL. 


JUST OFF 
THE PRESS. 
Wrnger fos. 


JESSE CO. 


2440 W. North Ave., Chicago 47, Ill. 


WASHING MACHINE REPLACEMENT PARTS & SUPPLIES | 


BOSS LAUNDRY QUEEN WOODROW 


plus THIRTY-THREE OTHER MAKES! 


Agitators V-Belts 


Fibre Grease 


Nolu Wood Bearings 


“AKRON” Wringer Rolls 


Transmission Oils 


HIGH POST CHANGE OVER 
FOR EASY AND G. E. WASHERS 


WE HAVE 93 PARTS JOBBERS—A NATIONWIDE SERVICE 
ADDRESS ON REQUEST 


MANUFACTURING CO. 


3650 EAST 93rd STREET 


CLEVELAN 


Refrigerator 


TRUCK 


HANDEE All Steel 

Trucks, extra wide 

nose, 13 ft. web 
strap. 


$19-95 


600 Ib. 
Cc 


steel frame; Roller 
Bearings; Easy roll- 
ing. For medium size 
appliances and refrig- 
erators gen 


C0. 

Dept. 24 
Bloomington, Illinois 
Order Monday—Get it Friday 


SUPERIOR 
IRONER PADS and COVERS 
All Sizes for All Makes 
Write for Price List 
Pads, Covers and Draw Strings 


OHIO WASHER Company 
223 Superior A Cleveland 14, Ohio 


RUBBER 


SAFEGUARD 
Your Profits! 


Use ORANGEVILLE 
TRUCKS for han- 
dling refrigerators, ranges, radios, kitchen cabi- 
nets, ete. Only truck with patented quick change 
ratchet nose. Completely rubber uphelstered 
throughout. Several convenient sizes. Descriptive 
cireular and prices on request. 


ORANGEVILLE MFG. CO. 


Manufactures complete line of Floer Trucks 
Orangeville (Col. Co.) Penna. 


This Where to Buy Section 
supplements other advertis- 
ing in this issue with these 
additional announcements of 
products and services essen- 
tial to efficient and econom- 
ical operation, maintenance 
and service. Make a habit of 
checking this page, each issue. 


Classified Advertising Division 
Electrical Merchandising 


NOW AVAILABLE 


Vacuum Cleaner Bags 
All Heavy Material 
Any Quantity 
65¢ each 
Mid-West Vacuum Part Supply Co. 


4060 W. Fort Street, 
Detroit 9, Mich. 


WASHING MACHINE PARTS 

“Any Part For Any Washer” 
Distributor for All 
‘Leading 


Write In 
‘Complete Cat 


WASHER SALES & SERVICE. C0. 
10 Federal Street 


PITTSBURGH 12 PENNA. 
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, OHIO 


THE GROVE 
WRINGER ROLL 
DUPLICATOR 


DUPLICATES ROLLS OR 
WRINGER SHAFTS 


CUTS OFF SHAFTS 
TANGS SHAFTS 
SQUARES SHAFTS 
CUTS KEYWAYS 
CHAMFERS ENDS 


SEE THIS ON DISPLAY AT 
YOUR PARTS JOBBER OR 
WRITE US. 


THE GROVE MFG. CO. 
2314 W. THIRD ST., 


DAYTON 7, O. 


FREE Cat FREE 


Washing Machine & Vacuum Cleaner Parts. 
Save one de by ordering all your supplies 
from one dependable source. 

wallty, Service, Low Prices 
MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicago 22, Ill. 
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LETTERS 


Sun Vacuum Stores 


lo the Editor: 

This is to bring your attention to an 
article appearing in the May issue of 
ELECTRICAL MERCHANDISING, 
55, the second paragraph. 

Mr. Harry Coyne was only co-owner 
1 partner of the Sun Vacuum stores, 
ind not “head of the firm” or “formerly 
owner” as inferred. 

The Sun Vacuum Stores were never 
losed up in 1942, as is intimated, but to 
the contrary have functioned through 

uit the war period. This can be verified 
by checking with all the major news 

papers in Los Angeles, San Francisco, 
Oakland and San Diego, who carried 
uur advertising in the display columns 
ontinually and consistently. As a mat- 
ter of fact our performance “in keeping 
the vacuums running” was outstanding 

Your records will also certify that this 
‘ompany has a subscription with ELEec 

rRICAL MERCHANDISING at present, and 
it dates back continuously to 1938. 

One unacquainted with the facts in 
the industry would get a wrong im- 
about Sun Vacuum Stores, 
that would be materially damaging to 
this company. After checking the above 
data, a correction giving the true facts 
as to the Sun Vacuum Stores, in an 
early issue of your ELectricaL MER 
CHANDISING, 


on page 


pression 


is suggested. 

We feel certain you will consider 
this in order, in view of the high regard 
uid the position your publication holds 

the electrical appliance field. 

H. M. Reptic1 
Sun Vacuum Stores 
Los Angeles 15, Calif 


Plea for Small Dealer 


the Editor: 

look forward to each issue of th 
ELECTRICAL MERCHANDISING, anil 
especially to any articles concerning 


“AND DO LIKE OUR NEW TOASTER WITH 
THE AUTOMATIC BELL, SLUGGER?” 


PAGE 170 


the small dealer. In these days so 
much time and effort is spent in pro- 
moting big business, and stressing fine 
store displays. As one who has spent 
more than 25 years in appliance sales 
to the public, it seems to me we have 
lost our service touch with the con- 
sumer. Nowadays, manufacturers are 
planning volume of sales regardless 
1f who sells them. The customer is 
sold the same as if she were buying at 
the 5 and 10. 

During the period when washers, 
ironers, refrigerators, etc. were not 
produced, who assumed the service? 
Certainly not these volume outlets. In 
return, before we as small dealers can 
qualify .to sell many articles we are 
forced to be able to stock a complete 
line or no franchise. On the other 
hand many manufacturers will “take 
on” 15 dealers in a town where 3 
would be plenty. 

It’s time that the customer receives 
value not in gadgets, terms, big stores, 
etc. but service when sold and after 
a period of time in home use. Manu- 
facturers seem to assume, with many 
dealers, that selling and giving service 
isn’t needed any more. 

I have found out from experience 
that honest, efficient service isn’t the 
easy way to make a “killing” finan- 
cially, but the user and the small dealer 
are “due” for a fair break. 

P. B. SHELLEY 
Shelley's “Speed Queen” 
Sales and Service 
Canton 5, Ohio. 


FARMING ODDITIES 


In the business of selling electricity 
to farmers one runs across a lot of 
queer uses, declares Robert P. White, 
divisional manager, Arkansas Power & 
Light Co., Little Rock. Not so long 
igo, for example, he ran on a goat 
farm operated by Mrs. Frances Bowles, 
out on the Upper Hot Springs high- 
way. She has 100 Saaman goats, 
and 60 are milked twice a day. The 
whole dairy is operated by electricity, 
although milking is done by hand. 
What astonished Bob White was the 
iact that the goats would nod when 
called by name. 

Another oddity he has encountered 
is quail farming, on a place run by 
H. T. Bagby. Here four electric in- 
cubators turn out 8,000 quail a year. 
He has a brooder house electrically 
heated, and can accommodate 15,000 
quail, with about 400 to a brooder. 

Oddest use of electricity, Mr. White 
said, was a debeaker. Quail are canni- 
bals and peck each other to pieces at 
close range. By nipping off the point 
of the bill it gives them an undershot 
jaw and they cannot nip at each other, 
although they can eat. This debeaker 
has been the trick that made the farm 
a success, and quail are sold all over 
the country from Little Rock to the 
restocking of various wild lands. 
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The NATIONAL APPLIANCE AND RADIO PICTURE 


THE EAST 
By Lansdell Anderson 


ETAIL prices on household elec- 

trical appliances throughout the 
northeastern section of the country 
currently are holding firm at exactly 
the same level, item by item, as for- 
merly listed by OPA. No changes 
whatsoever were uncovered by this 
investigator in checks made from Kos- 
ton to Washington—where a Senate- 
House committee then had compro- 
mised on a new OPA bill. 

The advice to hold the line, originat- 
ing with manufacturers and relayed 
through distributors to retailers, missed 
few dealers. And the latter were com- 
plying with this appeal, not even mark- 
ing up appliance prices sufficiently to 
regain absorption squeezes handed 
them in the past by OPA. Prices thus 
remain within the brackets as set, and 
as later may have been revised upward, 
by this agency. 

The average dealer in this section, 
although perhaps uneasy about future 
price trends, is determined to stick to 
manufacturers’ lists for the present. 
He feels certain that the future must 
bring higher prices all along the line 
because of recent increases in the cost 
of manufacturers’ basic commodities 
along with the higher wages now paid 
on the production front, and he won- 
ders how the general public will react 
to any such price rises 


Faith in the Future 


In time, however, he sees competition 
leveling prices out, leaving him a 
livable profit margin. Viewed in 

s light, and sold on the idea that in 
the past OPA controls have in many 
cases stifled production, he now is 
convinced true reconversion at last 
is on the upswing to a degree which 
actually will save his business skin. 

for any revival of OPA, many 
dealers want it restricted solely to 
ntals, and rigidly enforced, even 
though they themselves personally 
ay own both their business buildings 

d homes. 

Summing up the current price situ- 

ion: No open infractions and no 

idence of undercover black market 
rations. Instead, dealers are going 

» bat on this score in forceful manner 

, advertising their pledges to main- 
iin manufacturers’ list prices. 

During the past two weeks there has 

‘en a slightly better movement of 

erchandise into dealer outlets. Bright 

(CONTINUED ON NEXT PAGE) 


Reports of Business From 


ELECTRICAL MERCHANDISING'S Regional Editors 


THE MIDWEST 
By Tom F. Blackburn 


THE SOUTH 
By A. B. Windham 


tas ON’'T rock the boat, don’t run 


up prices,” cautions a letter 


from a manutacturer to dealers. “No 
one knows better than you that there is 
nothing worse than a group of igno- 
ramuses, disguised as government 
agents, taking up your time and wast- 
ing your money.” All down the line 
from manufacturers went similar ad- 
vice to sit tight and not stir up any 
sentiment that would justify revival of 
the old OPA. 


The appliance industry has shown 


that there is far more discipline in its 


(CONTINUED ON NEXT PAGE) 


ISTRIBUTION figures to the 
contrary, the South has shown 
little or no improvement in electrical 
appliance deliveries in the past month. 
Such widely divergent points as Rich- 
mond, Miami, New Orleans and Nash- 
ville are in agreement on this matter. 
Atlanta, chief distribution city of the 
deep South, is an example. The head 
of the Atlanta appliance dealers associ- 
ation asserts flatly that there has been 
a decrease in deliveries of almost 
everything except radios, which have 
shown a slight spurt. 
(CONTINUED ON PAGE 3) 


THE FAR WEST 
By Clotilde Grunsky 


LTHOUGH price lines have been 
held, the public is somewhat fear- 
ful of the future and where appliances 
have been available, as in two recent 
sales of washers and refrigerations in 
Portland, crowds have rushed to buy, 
being anxious to get under the line 
before prices go up. 


The Contractors Cheer 


A group that is not sorry for the re- 
lief from OPA restrictions are the elec- 
trical contractors of Los Angeles and 
Spokane, where a recent order had 
limited gross profits on wiring jobs on 
a sliding scale which dropped to 15 
percent on all jobs above $500, figured 
on a base which includes only mate- 
rials, labor and primary costs on the 
job, specifically excluding management 

(CONTINUED ON PAGE 3) 


How Will the New OPA Affect the Appliance Industry? 


The new price control law which 
President Truman signed on July 
25 contains these general applica- 
tions to all industry: 

1) The OPA must fix ceilings 
which reflect 1940 ave1age indus- 
try-wide prices on each product, 
plus cost increases which have oc- 
curred since that time. 

2) Any steps toward price re- 
vision must be taken first by indus- 
try advisory committees. They 
must submit “comprehensive” cost 
information to support petitions for 
price increases. Within 60 days 
after receipt of such information 
the OPA must either grant or deny 
the petition. 

3) If the OPA fails to act within 
the 60 days, the industry may take 
its petition to the emergency court 
of appeals for a ruling. This is a 
special court set up to hear com- 
plaints against OPA regulations. 


RETAILING AND WHOLESALING 


Of direct importance to appliance 
retailers and distributors are the 
following provisions quoted directly 
from Section 10 of the price control 
act: 


“(q) In the case of any retail in- 
dustry, the principal sales of which 
consisted during the calendar years 
1939 to 1941, inclusive, of sales of a 
commodity or commodities the pro- 
duction or retail distribution of 
which has been reduced, for a period 
of three years, beginning on or aiter 
March 2, 1942, by 75 per centum or 
more below such production or re- 
tail distribution for the calendar 
years 1939 to 1941, inclusive, as a 
result of the operation of any gov- 
ernmental regulation or restriction, 
the Administrator shall not, in 
establishing maximum prices under 
this section, reduce established 
peacetime retail trade discounts or 
mark-ups or dealer handling 
charges for any such commodity be- 
fore the retail unit sales of such 
commodity for a period of six 
months shall have reached the aver- 
age annual retail unit sales thereof 
for the calendar years 1939 to 1941, 
inclusive. 

“(r) In the case of any wholesale 
industry, the principal sales of 
which consisted during the calen- 
dar years 1939 to 1941, inclusive, 
of sales of a commodity. or 


commodities, the production or 
wholesale distribution of which 
has been reduced for a_ period 
of three years beginning on, or 
after, March 2, 1942, by 75 per 
centum or more below such produc- 
tion or wholesale distribution for 
the calendar years 1939 to 1941, 
inclusive, as the result of the 
operation of any .governmental 
regulation or restriction, the 
Administration shall not in estab- 
lishing maximum prices under this 
section reduce established wholesale 
trade discounts or normal wholesale 
mark-ups for any such commodity 
prevailing on March 2, 1942, before 
the wholesale unit sales of such 
commodity for a period of six 
months shall have reached the 
average annual wholesale unit sales 
thereof for the calendar years 1939 
to 1941, inclusive. 

“(t) In establishing maximum 
prices applicable to wholesale or re- 
tail distributors, the Administrator 
shall allow the average current cost 
of acquisition of any commodity, 
plus such average percentage dis- 
count or mark-up as was in effect 
on March 31, 1946.” 
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Distributors continue to exercise 
heir wiles at negative selling—and 
ave to smooth over a host of dealers 
phoning daily, sometimes twice daily, 
to demand their share of all the mer- 
chandise they hear is being produced 
(those Washington reports) and de- 
ivered to their competitors. Mean- 

ile, distributors are trying hard to 
keep the dealer from selling all his 
floor-display samples—and losing out 


this argument 


THE MIDWEST 


(Continued ) 


ranks than is generally believed All 
through the middle United States, 
which this writer observes, there has 
been no jumping of prices. Those items 
that even radio comedians for months 
have been joking about as the things 
which women want most have been 
Anybody could 
iave cleaned up by offering refrigera 


sold at marked prices 


tors, washers and the like for immedi- 
ate delivery. Although these ranked 
with nylons in demand, prices remained 
constant 

Reasons for Virtue 


There are several reasons for this 
disciplined virtue. They are 

1. That little thing called a franchise 
With so many dealers and distributors 
clamoring tor it, 1t behooved the hold 
ers to do what the manufacturers 
wanted them to do 


> 


2. Scarcity. Despite the guff about 
the tremendous production, deliveries 
are still being made in twelfth of a 
dozen lots. Big outfits like Sears stand 
almost as hamstrung as the corner 
dealer The trade has merely been 
sampled. Why risk disfavor by selling 
the sample at a high price? 

3. There have been a lot of mutter- 
ings about appliance manufacturers by- 
passing distributor and dealer and sell- 
ing the speculative builder direct. The 
retail dealer is tremendously agitated 
about this. In Denver the other night 
the Rocky Mountain Dealer Associa- 
tion was so engrossed in this subject 
that not a dealer glanced down the hall 
where a lot of nearly na‘xed girls were 
practicing dance routines. There is no 
doubt that retailers will punish any 
brand that goes overboard in this re- 
gard to the best of their ability when 
deliveries are good. But meanwhile 
they want to impress manufacturers 
that they are worthwhile to them. One 
way of doing it is to maintain the price 


lin reque sted, 


Repair Business Stands Pat 


On repair and rebuilding jobs dealers 
have stood pat. The president of the 
Parts Jobbers Association declares 
there has been no advance in retail 
prices charged for parts or repairs. 

No on 
the retailer or has a better chance to 
observe the threatening price strike on 


is closer to the public than 


the part of the public. Signs are all 
about you. Ever notice these penny 
peanut vending machines? They are all 
tuese days since the owners cut 
down the amount dished out for a 


CHARMER: R. C. Krueger, manager of the Koiled Kord Division of Kellogg 
Switchboard & Supply Co., charms company executives at the Chicago Furniture Show 
with some facts they didn't know about their product. Left to right: R. H. Carlsen, 
sales and promotion manager; Edward Beasley, Southwest representative; William 
Bonsall, sales engineer; Mr. Krueger; Earl Rady, sales engineer; Roman Giles, Midwest 
representative; Bud Brown, Midwest; and Herbert Day, Eastern representative. 


penny. Go into one of these 7) -¢: 
movie houses. One third of the ear; 
are empty at 8 p.m. Too high ed 
for the public. Notice how yc 
always buy copies of LIFE ma; 
since the price went from 10 15 
cents. See how few newspaper 1 

you see on street cars where pape 

5 cents a copy. 

The president of the Fort 
utility says that the loose money ed 
around during the war is runni 
Certainly the costume jewelry an th: 
beauty parlor business is sufferi: S 
is the $1 haircut. 


People Waiting for Favorite Brands 


One way to meet rising costs is to get 
the old appliance repaired. Thi 
brought forth a rash of repair 
Denver, Colorado, has 102 where it for 
merly had 20. It’s a business that js 
easy for the ex-G.I. to get into, at 
can make a living if he does hon 
work. 

There has cropped up in the last 
month a tendency on the part of 
sumers to wait for the brand th 
really want. A Muncie, Ind., dealer has 
been surprised to find that an off-brand 
line of irons didn't move. Repair fa 
ties are giving the public this ability to 
wait for the brand it really wants 


Radio Leveling Off 


Radio is one line in which the public 
has fixed ideas. It will not pay $34.95 
for a set that sold for $9.95 before the 
war. Sets that sell from $20 to $30 
meet acceptance. The same thing over 
$30 does not 

\ big store opened a branch in 
other town recently. Some 10,000 yis- 
itors passed through, lured by ready-to- 
deliver appliances. When the day was 
done some 25 out of 50 off-brand tabl 
ratios remained unsold. It was a shock 
to distributors and dealers who know 
now that the known brand stuff is ba 
in the saddle, and the public has made 
up its mind what it wants to pay 
radio with only pre-war features. | 
example a $90 portable will really go 
at $60, but not at $90. Exception ts 
the combination, which the put 
wants at $200. Incidentally few are 
ing delivered. By and large the n 
is ready for new sales features in rac 


Distributors Do Well 


No squawks are being made by ¢ 
tributors, who claim to be doing rathy 
well compared to 1940. Deliveries 
small amounts are coming through a 
most of them are bolstered by non-ele 
tric lines which they did not have 
1940 

Old dealers are complaining abx 
the way distributors spread out thie 
merchandise. These pioneers resent 

anding out goods to the over-supply 
new appliance stores or departments, a 
it results in everybody getting litt 
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THE NATIONAL APPLIANCE AND RADIO PICTURE 


more tian samples. Distributors report 
that the picture isn’t clear yet as to 
who is going to do the retailing—the 
independent, the department store, the 
furniture store, the tire store, etc. They 
know big volume is coming and want 
all possible channels open. At this 
writing it looks as if the best future for 
the little fellow will go to the chap who 
can throw in the personal touch—saw 
holes for attic fans, measure up the 
kitchen for cabinets, do repair work on 
appliances, etc. The small repair shop 
is still the logical one and in a position 
to operate most profitably. 


THE SOUTH 


(Continued ) 


When the OPA went out, a good 
many retailers as well as the general 


public had an idea that wholesalers’ 


warehouses would open up and dis- 
gorge hundreds of appliances. A care- 
ful survey and inspection of these ware- 
houses however, shows that distribu- 
tors’ stocks, are as low proportionately 
as retailers. 

The passing of OPA had little or no 
effect on the retail field. Most dealers 
in the South went along voluntarily 
with local grocers, department stores 
and rental agencies in “holding the 
line.” Prices remained about the same 
in all ten states of the deep South as 
they had before the expiration of OPA. 


Mark-up Expected 


But an uneasiness is evident every- 
where. Most dealers down here have 
their eyes on the manufacturer and an 
average markup of approximately 10 
percent is expected to be the general 
rule. Few if any of the retail dealers 
have taken the markup matter into 
their own hands, and a wide check right 
up through the middle of July shows 
that service and repair, and the sale of 
allied lines are still major factors in 
keeping many businesses going. 


Customers Become Choosy 


One of the most significant changes 
noted is the fact that customers in 
every section of the South are now de- 
manding high class merchandise and 
careful demonstrations of the product. 
Otherwise, they refuse flatly to buy. 
[wo months ago they were taking 
anything the dealer had on hand. Now 
they order by name and if it isn’t in 
stock, they say they'll wait for it. 

A good majority of customers is stil] 
paying cash for equipment and dealers 
seem to favor the priority list in cus- 
tomer selection. If no such list is kept, 
most dealers place appliances on the 
floor and sell on a first-come, first- 
served basis. The major portion of re- 
tailers frowns on accepting deposits. 

North Carolina retailers, on the 
average, seem to be in .better shape 
than those in other sections of the 
South. Florida, Tennessee and Ala- 
b ima also seem to be holding their own 
in the matter of sales, income from 
service and repair, and delivery of 
parts and equipment, but the other 
states, for the most part, are marking 
time, 

‘ The number of new retail outlets 
las decreased considerably in the past 
month, but the number of firms who 
folded up is small. The rush to get 


(CONTINUED FROM PREVIOUS PAGE) 


THESE FIRST PICTURES of the Young 
Corp. plant in Fall River, Mass., show the 
production of the square washer which 
it markets under its own trademark. The 
firm also manufactures the Monitor ma- 
chine and is developing a new automatic 
washer. John W. Young, president, has 
announced that the 500,000 foot plant 
will turn out 400 washers a day when 
materials are available. Distributor sam- 
pling has been completed. 


into the electrical appliance business 
down South seems to be about over. 

One of the hottest summers on 
record has spurred business in fans, 
air-conditioning and cooling equip- 
ment. The demand for this equipment 
now ranks close to that for washers 
and refrigerators and many dealers 
are giving special training in this field 
to salesmen and repair men. Many 
small towns which never heard of air- 
conditioning before, now boast four or 
five shops and restaurants with it, and 
the field is expanding all the time. 

The general outlook among retail 
dealers in the South which for the past 
several months has been one of out- 
right optimism, now is tinged with a 
mild uncertainty. But it has not 
affected the general expansion plans 
contemplated by many. There has been 
practically no lay-off of sales and serv- 
ice personnel with many dealers em- 
ploying new personnel. 


THE FAR WEST 


(Continued ) 


costs, selling expense, transportation to 
and from the job and like items. Spo- 
kane and Los Angeles contractors were 
fighting the confiscatory ruling, which 
had apparently been tried out on them 
first but was later to be extended to the 
rest of the country. It is not clear what 
the fate of this situation may be in the 
OPA as it now stands in revised and 
diluted form. Dealers are  con- 
cerned, not only because many operate 
contracting departments, but because 
failure of contractors would cut sales 
of ranges, water heaters and other in- 
stalled appliances. 
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Canadian Prices Level 


In Canada, incidentally, which has 
been working without OPA or similar 
supervision of prices, margins have re- 
mained very much as they were pre- 
war and there have been no spectacular 
price increases. British Columbia deal- 
ers report that they received some ap- 
pliances throughout the war, but that 
the delivery situation has become defi- 
nitely worse in the last three months. 
Since the war there have been only 
about 1,000 refrigerators delivered 
(and sold) in all of British Columbia. 

Deliveries of everything on the Pa- 
cific slope are still far below demand, 
but promise is made for a moderate 
brightening of the picture during July. 


Dealer Picture Spotty 


Individual dealer pictures are spotty. 
The individual store with unlucky con- 
nections may have received little or no 
merchandise, but on the other hand, 
where pre-war sales rate high propor- 
tionate quotas, or the dealer has many 
lines, or happens to tie up with fac- 
tories where deliveries have been gool. 
there are instances of volumes equal or 
exceeding pre-war sales. There are 
two types of complaint—one from thie 
dealer who did not do much selling be- 
fore the war but who feels his quota is 
too low in relation to the obvious 
market he now wants to serve, and the 
other from such a community as Eu- 
gene, Ore., where electricity is the prin- 
cipal fuel for cooking and where deal- 
ers have been receiving relatively large 
shipments, but nevertheless feel that 
they should receive a higher proportion 
because of their special needs. 


State of the Cities 


Here are some spot reports: 
Albuquerque: Deliveries of major 


appliances almost nil; small appliances 
and radio almost as bad; not even sam- 
ple displays of such new appliances as 
home freezers, dishwashers, etc. 

Salt Lake City: Small improvement 
in deliveries. The electrical industry is 
steering clear of county fairs, shows, 
etc., because they do not have the sup- 
ply to satisfy present demands and do 
not want to make the situation worse. 

Boise, Idaho: An early summer sur- 
vey reveals shipments still light. Great- 
est demand continues to be for refrig- 
erators, with ranges, washing machines 
and water heaters following in that 
order. Active home construction is 
stimulating this demand. One retail 
firm reports sizable shipments of water 
heaters, mostly in small sizes. Stoves 
and refrigerators very scarce, washing 
machines available in a steady trickle. 
Small appliances are now off the short- 
ages list. 

Eugene, Ore.: Range and refrigera- 
tor deliveries good for one make. Prac- 
tically no small appliances. Radios be- 
ginning to come in. 

Los Angeles: 246 dealers have 
“folded” in the first fourth months of 
the year—17 in January, 47 in Febru- 
ary, 70 in March, 102 in April. The 
local electrical industry participated 
actively in the Home Show, July 12-21. 

Small appliance and radio deliveries 
throughout Washington and Oregon 
have been very low during the past two 
or three months, altheugh larger out- 
lets and those nearest the wholesalers 
seem to fare better than rural dealers. 


Effect of Shortages in Other Fields 


Shortages in other fields are begin- 
ning to be felt in electric appliance 
sales. Wire and switch shortages are 
hindering the installation of ranges 
and water heaters in the Pacific North- 
west areas where there is a big demand 
for them. Municipal troubles in get- 
ting transformer’s have already showed 
sales of ranges and water heaters in 
Eugene, while the lack of larger sizes 
in transformers may hinder the devel- 
opment of the hitherto expanding field 
of electric house heating in the Pacific 
Northwest. Lack of linemen, wire. 
porcelain, transformers other 
shortages all tend to shrink the rural 
market. Most utility promotional pro- 
grams are being held up until the situ- 
ation is relieved. 


Appliances Numerous 
in Mail Order Catalogs 


Electrical appliances are back in 
volume—at least on the pages of the 
new 1946-47 catalogs of Spiegel, Inc., 
and Aldens, Inc., Chicago mail order 
houses. 

Spiegel’s 700 page book is the larg- 
est ever published by that firm and 
offers washing machines and electrical 
appliances “in wide selection.” New 
items to grace its pages include home 
freezing units. 

Alden’s book, which is 100 pages 
larger than the 1945 volume, features 
irons, toasters, grills, roasters, mixers, 
vacuum cleaners and, above all, sewing 
machines. The company’s offer of 
sewing machines is the first in its 57 
year history. Two models are offered, 
a portable for $54.50 and a console with 
walnut veneer for $89.50. The appli- 
ance line generally has been increased 
by 33 percent. 
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Front porch dignitaries are Earl Bridge of Norge, W. Neal Gallagher of Automatic 
and Fred Dechant of American Rolling Mill. 


Serious end of one session was presided over by Carl Huff of Bliss & Laughlin. 
N. L. Etten of Chamberlain is at left. 
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“Money” Toussaint of American Ironing In this group you can see B. J. Hank of A new member takes a bow, Fred M. This is the first photograph ever taken oo 
Machine Co. had no luck betting 13¢ on Conlon, Dell Rizor of Dexter and Doc Mitchell of Frigidaire. He was impressed of Roy Bradt of Maytag, wearing specs. on 

any player. Boone of Mullins. by his first visit. Without them he looks just like his son. hig 
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E. C. Buchanan of Apex (right) meets the new generation, John Wicht (right) of Blackstone, ex-president of Asso- Looking swanky in a white linen outfit was |. N. Merritt 
Robert C. Upton, of 1900 Corp. After a turn with the ciation, and his successor at G-E, C. E. Anderson. Roland of Conlon Corporation. On left is E. P. Geldhof of 1900 
OPA and a service stint, Bob is working for his father. Werth of EM staff looks at camera. Corp., chairman of the engineering committee. 
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in Essential Supplies 


Bottlenecks to Last Through 1946, 
Suppliers Tell 185 Conferees at Sum- 
mer Meeting at French Lick Springs 


What may have looked like an 
“under the spreading chestnut tree” 
meeting of the American Washer 
and Ironer Manufacturers Associa- 
tion at French Lick, Ind., July 22 
and 23, turned out to be a serious 
analysis of what was holding things 
up 

For the first time the suppliers, 
under the leadership of Carl L. 
Huff, Bliss & Laughlin, put on a 
program directed at purchasing di- 
rectors, and this is what they said: 


Steel sheet—no expectation of an 
improvement in flat rolled steel in 
1946, according to A. A. Ingwer- 
sen of the American Rolling Mill 
Company, Chicago. The third quar- 
ter of the year may expect to sce 
steel distributed in the same chan- 
nels as before the war. This will 
continue into 1947 until new capi- 
tal, which is adding facilities, will 
increase production three million 
tons. There has been an increase 
of 60 percent in the production of 
17-gauge sheet and manufacturers 
will have to put up with virtually 
the same steel allotments through 
1947. All regulations are being made 
in Washington under the OPA or 
CPA. U. S. orders to redistribute 
steel will put some people in worse 
condition than before. There should 
be no difference in the quality of the 
steel, Mr. Ingwersen said. And 
the fears of tramp alloy trouble de- 
veloping in scrap have not appeared. 


Wringers—Nick I Etten of 
Chamberlain Corporation and Ed 
Doll of Lovell: If we can't get 
the steel we can’t give you wringers. 
For some strange reason there has 
been a cut in the rubber allocation 
for August and September. How- 
ever, wringer manufacturers are 
hitting close to 1941 production and 
are not holding things up 


Grey iron’ castings—\\. W. 
Couttes, Grey Iron Founders So- 
ciety, Inc.: It is said in con- 
fidence that people in Washington 
have been upsetting the grey iron 
business. For example, Washington 
said that it was going to be a steel 
war. The grey iron castings firms 
lost employees as a result. Men are 
just coming back to work from the 
army. With pig iron, it has been 
boondoggling in Washington. The 
OPA issued directive 13, giving the 
preference to people who manufac- 
tured farm equipment. Washington 
is going to produce 2,700,000 houses 
for GI's in two years. It would take 
three years to make the castings for 
so much production. Washington 
now prefers to allocate pig iron in- 
stead of permitting blast furnaces 
to get back on a profitable produc- 
tion basis. A number have been 
shut down on account of the OPA. 
If all the blast furnaces were back 
in production, we could have all the 
Pig iron needed. There is a scrap 
steel shortage. Scrap isn't being put 
on the market but is being held for 
higher prices. Scrap collectors quit 


because it is unprofitable to collect 
scrap. In Europe and in the Pacific 
there are millions of pounds of bat- 
tlefield scrap. Our ships are_ idle, 
and it might be suggested they be 
employed to bring this scrap back. 
There is a shortage of corn, which 
we believe to be fictitious. Our in- 
dustry uses 100,000 pounds of corn 
flour a year for making molds. With 
the need for this pointed out to Mr. 
Bowles, he issued a directive releas- 
ing 6 billion bushels of corn for 
processing. Unfortunately, his un- 
derlings did not know that the dry 
mills make the flour the foundry 
needs. They proceeded to release it 
for wet process mills who made 
starch out of it, while our industry 
waited. Lumber was allocated for 
the foundries but they didn’t get it 
as it went to the black market. 
Foundries use thousands of tons of 
nails in constructing forms, but to- 
day you can’t get a keg of nails in 
Pittsburgh. The greatest job ahead 
is in educating Washington agents. 


No Unwarranted Increases 


During the interim while the 
OPA was out, the only prices that 
went up were those on which relief 
would have been granted by the 
OPA anyway. 


Rubber—R. C. Cox of B. F. 
Goodrich Co., said there was a syn- 
thetic shortage which comes from 
alcohol and grain. That being made 
was coming from oil. Imports of 
natural rubber are coming in. How- 
ever, few items on the washers are 
being made of natural rubber, he 
said. The rubber industry is now 
selling a product to do a specific job, 
not going back to the good old days 
of natural rubber. Without the syn- 
thetic industry we would be paying 
two or three times as much for 
natural rubber at present. Natural 
rubber is selling on the west coast 
tor 26¢ a pound. 


Gas engines—FE. V. Ocehler, 
3riggs & Stratton Corp.: Labor 
difficulties have knocked plans into 
a cocked hat. Briggs and Stratton, 
typical of the industry, is three 
months behind. It is estimated that 
47 percent of orders will be shipped 
by the end of the year.“ It-had been 
planned to ship at least 68 percent 
(based on 1941 as 100 percent). 
Labor is still in the saddle, there is 
an uncertainty of supply, and a fight 
for quality standards. For 1947 it 
is expected that output will equal 
the last half of 1946. There will be 
a substantial market for engines for 
many years to come. 


Cratings—L. S. Beale, Wire 
Bound Box Manufacturers Asso- 
ciation: In 1947 manufacturers ex- 
pect to be within 5 to 10 percent 
of 1941 production. The situation is 
favorable to appliance manufactur- 
ers in the industry as a whole. Old 
customers are being taken care of 
first. The shortage of lumber and 


ELECTRICAL MERCHANDISING—AUGUST 15, 1946 


Here is a microphone eye view of Lou C. Upton, president of the association and 
of 1900 Corp. 


veneer is the principal bottleneck. 
Wire is not a trouble. There were 
142 veneer mills in 1942 and only 6 
in 1946. They vanished because they 
converted to plywood. All this was 
due to a price ruling of the OPA. 
When a mill can get $128 for an 
item that formerly sold for $72 it is 
going to take it. Leasing veneer 
mills offered the only way for box 
manufacturers to stay in business. 
Manufacturers are developing other 
materials for boxes. Since June 30 
the industry has put into effect a 16 
percent price raise that the OPA 
was about to authorize when it ex- 
pired. There may be a 5 percent in- 
crease later. 


Die castings and casters—G. L. 
Meyer, Jr.. Stewart Die Castings 
Division: The two light metals used 
—zine and aluminum—are not too 
plentiful, but are in sufficient supply. 
With zinc there is no fear of ore 
depletion and there is 20,000 tons 
per month production. With high 
grade zinc at 9t cents per pound 
there is expected to be little change 
in price. Scrap aluminum, on the 
other hand, is not too plentiful. The 
price has moved up. The washing 
machine industry is being taken 
care of. There is not expected to 
be much price change on die cast- 
ings unless there is a labor change. 

On casters, manufacturers are 
trving to take care of old customers. 
There has been an increase in cost 
of 15 percent over October 1941. 
The trend is toward ball bearing 
casters in the washer industry. Col- 
ored plastic wheels are coming. 


Paint—F. L. Pezolt, Bradley & 
Vrooman: Titanium, used in white 
enamel, is coming into the coun- 
try. There is one small source in 
the U. S. but most of it arrives 
from India. The Navy has been 
taking all of it so far. Inasmuch 
as all washers are now white, the 
demand is more than natural. It 
would be a good thing if some man- 
ufacturer brought out green and 
blue washers. However, by Janu- 
ary it is expected the situation will 
ease up. 

In the washer finish of the fu- 
ture, it is thought that paint manu- 
facturers are going to use plastic in 
liquid form. The latest vinylite can 
be sprayed on 1/30,000th of an 
inch thick if necessary. This new 
finish is both alkaline and water- 
resistant. 


Tubs—J. E. Britt, Mullins Mfg. 
Corp.: There were ample tubs in 


1941 and any manufacturer could 
obtain a variety. Today suppliers 
can only look a few months ahead 
on account of the steel shortage. 
In May, 1945, the OPA was going 
to allocate steel enough for 700,000 
washers because of the need for 
sanitation. Did the industry get the 
steel? How can the U. S. govern- 
ment plan all things for all indus- 
tries? Each manufacturer has his 
hands full in his own plant. 


Bearings—M. E. Clark, Randall- 
Graphite Products: Quality as good 
as in 1941. Manufacturers can get 
all the bearings wanted. There is 
a trend toward closer tolerances and 
increased loads. 


Motors—C. B. Stainback, West- 
inghouse: Impromptu polling of 
the members revealed that motors 
were the bottleneck. Today there 
are only eight manufacturers turn- 
ing out washing machine motors. 
Shortage of copper seems to be 
holding things up until next year. 


Upton Protests 


Lou Upton, president of both the 
Association and the 1900 Corp., 
wasn’t satisfied with the suppliers’ 
explanations and protested with this 
interruption: “I have been listening 
to your talks filled with alibis and 
excuses and reasons why you can- 
not supply us the materials and 
parts we gravely need. I am sure 
many of you are supplying much 
to non-essential industries, and that 
we would get much more if you 
only would realize what important 
needs we have to serve. We are in 
a highly essential business. We 
need materials and parts to take 
care of .the owners of hundreds of 
thousands of wornout washers that 
are going out of use every day. We 
are partners. We are your sales 
managers. We want a good quota 
of our 1941 totals and I know you 
won't disappoint us if you realize 
what we are up against and will go 
after what we require.” 

The next meeting of the Associa- 
tion was scheduled for the Morrison 
Hotel, Chicago, on January 8, 1947. 

The Frigidaire Division of Gen- 
eral Motors Corp. was confirmed as 
a regular member. New associate 
memberships were granted to the 
Inland Steel Co., Chicago; General 
Electric Co., fractional horsepower 
motor division, Chicago; New Prod- 
ucts Co., Benton Harbor, Mich.; 
and Ingersoll Steel and Disc Divi- 
sion, Borg-Warner Corp., Chicago. 
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To Merchandise or Not To Merchandise 


Seattle City Light States Its 
Case For Continuing To Sell 


Contrary to the general trend on the 
Pacific Coast, the Seattle City Light de- 
partment has announced that it intends 
to continue the merchandising of elec- 
tric ranges and water heaters. Seattle 
dealers recently asked the city to re- 
consider this decision, leaving the mer- 
chandising of all appliances to estab- 
lished retail outlets. This is the open let- 
ter sent to the dealer association by 
P. C. Spowart, electric sales manager 
and E. R. Hoffman, Superintendent of 
the Department of Lighting. 


As you probably recall, in the year 
of 1910 City Light received the first 
carload of electric ranges ever shipped 
to one dealer. You may also re mem- 
ber that we were forced to make our 


own water heaters in our own shop 


because there were no other satisfac- 


tory heaters to be had at that time 


Practically every utility in thé country 
considered we were making a very 
grave mistake in our attempt to build 
residential load based 
and water heater. It 
years later bef 


on the range 
was some ten 
ire a few of the utilities 
recognized that by selling appliances 
they, too, could greatly increase their 
revenue, 

Tens of thousands of satisfied cus- 
tomers have purchased appliances from 
us in the past thirty-five years. We 
have had the overwhelming Support 
and approval of the public for the way 
we have conducted our business, and 
I am sure that many thousands will 
insist that we continue the present 
policies. 
Today Seattle has a national reputa- 
tion of having more electric ranges 
and water heaters in use than any 
other city in the United States. City 
Light is responsible for having made 
Seattle the “Electric City” of America. 
We have won national recognition 
for a splendid job of merchandising. 

Because of the many electrical appli- 
ances used in Seattle homes our aver- 
age residential customer 


now uses 
more than 3600 kilowatt 


hours per 
year, compared to the national average 
of about 1200 kilowatt hours. This 
large use of electricity makes our low 
rates possible. The average residential 
rate paid by our customers is 1.45 
cents per kilowatt hour, considerably 
less than half of the national average 
residential rate of 3.42 cents per kilo- 
watt hour. 

We are sincere in our bélief that 
we should continue to sell major load 


building appliances, including auto- 
matic electric hot water heating 
equipment and electric cooking equip- 
ment tor commercial use We also 


feel that a utility should promote and 
sell new major appliances that have 
not yet been accepted by the public 
We believe that there will result 
greater mutual benefits to the entire 
electric industry. These benefits in 
turn will contribute to the electric 
standard of living for the people -of 
our community. The City will pro- 
mote and sell this equipment to re- 
place coal, wood, oil and gas installa- 
tions. The Department will not seek 
the electric range replacement market 
Emphasis will be placed on electric 
water heating, for this is a field of 
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load building that has the greatest 
potential values to an electric utility. 
Our sales personnel will be salary 
employees under Civil Service. They 
will stress the utilization of elec- 
tricity for every known use in the 
home and business. Their efforts and 
objectives will be directly beneficial 
to the entire industry. 


City Forces Product Improvements 


To stop the Department from mer- 
chandising certain load building appli- 
ances would deprive the City of one 
of its most useful functions, and would 
not be compatible with the public 
interest. We would lose our influ- 
ence over manufacturers if we had 
no purchasing power, and would no 
longer be able to maintain high mer- 
chandise standards. Because the De- 
partment has been a large purchaser 
of appliances we have been able to 
persuade manufacturers to improve 
them. Our influence has brought 
about the use of the larger size auto- 
matic tank water heaters. We in- 
sisted that tanks be made in larger 
size because the customers find them 
much more satisfactory. We insisted 
that the tanks be made of 10 gauge 
metal rather than the conventional 
smaller size 12 gauge. This added 
longer life to the tanks. Recently, 
under our specifications, a new type 
100 gallon electric storage tank for 
commercial use has been manufac- 
tured. A number of these tanks are 
now in experimental operation. As 
soon as we are Satisfied that this tank 
will provide proper service to the 
customer, the tanks will be made 
available by the manufacturer to all 
dealers. This is a new and vast field 
for hot water in which all electric 
tank dealers can participate. 

This Department has also suggested 
substantial improvements in the con- 
struction of electric ranges, and the 
manufacturers have 
advice. 


followed our 


Because of many new manufacturers 
and many new dealer outlets, the elec- 
tric utility is looked upon as a stabi- 
lizing influence in post-war merchan- 
dise. This is a service to which the 
general public, as well as the dealer, 
is entitled. 

All this is in the interest of the 
public, and was only accomplished be- 
cause we had the power to buy or 
reject merchandise. Manufacturers 
have been willing to cooperate with 
us, but I fear that if we were not buy- 
ing their products we would have 
little or no influence. If merchandise 
standards were lowered appliance sales 
would decrease here just as they have 
in every city where utilities do not 
sell directly. 

The latest survey made by the Hot- 
point Company, and appearing in the 
January 1945 issue of Electrical West, 
states that of 286 utilities included in 
the survey 181 definitely indicated 
that they will merchandise. Many 
of those not merchandising are com- 
bination gas and electric companies. 
They win either way it goes. 


Fights Gas Competition 


The National Gas Association has 


recently announced that it will put on 
the greatest campaign in its history. 
Every gas company in every city and 
village in the United States will sell 
gas equipment. 

Quoting from an article in the Post 
Intelligencer, March 8, 1946—“Carl 
Wolf, managing director of the Ameri- 
can Gas Association, will confer here 
today with Seattle civic and business 
leaders. The utilities man is on a 
nation-wide tour in the interests of 
the gas industry. He will direct ap- 
plication of a fund exceeding $1,400,000 
a year in a three year program of ex- 
panded research, sales promotion and 
advertising.” More competition for 
the electric companies. 

There have been many articles 
written and published stating the 
utility’s point of view on the electric 
range. The only excuse for promoting 
electric cookery is to prevent the pro- 
motion of other fuel in the home which 
may be used not only for cooking but 
also for water heating. We must not 
forget that the gas fuel is still a 
formidable competitor of electricity. 
There are approximately 50,000 gas 
accounts in this area. Practically 
every restaurant in Seattle was 
equipped with gas until about 1937. 
Up to that time the Department was 
not active in the commercial appli- 
ance field. We depended upon others 
to take care of our interests. A re- 
cent survey reveals that 85% of all 
commercial cooking and water heating 
is done by gas, oil or coal, and less 
than 15% by electricity. What a dif- 
ference between that and the residen- 
tial accounts where for the past 35 
years we have been actively taking 
care of our own business! It is an 
accepted fact that the surest way to 
lose business is to quit promoting it. 

We have explored all the theories 
and experiences of other electric utili- 
ties who do not directly merchandise. 
None have accomplished what this 
department has. 

Because we are in a water power 
area and rates are cheap in the Pacific 
Northwest is not sufficient reason to 
believe that ranges and water heaters 
will sell without an aggressive and 
vigorous all year around selling cam- 
paign. The electric range saturation 
of the Washington Water Power Com- 
pany is 32.7%. Portland General Elec- 
tric is 38.4%. Puget Sound Power and 


Light “is “36.9%. Seattle City Licht 
is 63%. This is quoted from the Fo- 
nomic Research Bureau of New Yor k. 
These figures indicate that it ta! es 
something else besides being located 
in a water power area to produce : je 
results we have obtained. 


Subsidies Aid Dealers and Public 


In the past when dealer sales lagged 
the Department would subsidize \ 
ing and plumbing installations. )js 
would immediately increase sales {o; 
everybody. In other words, we put 
the profits made from merchandising 
back in the business where the public 
and the dealers became the  bene- 
ficiaries. Most dealers have a keen 
sense of appreciation of what we have 
done in the past and are anxious jor 
us to continue this program in the 
future. Subsidizing wiring and plumb- 
ing installations creates an ease of 
selling and expedites the installatio: 
For the plumber and wireman 
creates a great volume of business and 
eliminates their collection problems 
and other costs. In the years of 1940, 
1941 and 1942 we paid more than $324,- 
000 to the plumbing and electrical 
contractors. 

I have recently talked to utility « 
ecutives from coast to coast on the 
subject of merchandising. They all! 
agree that if you want to build a resi- 
dential load the surest and fastest way 
is to sell major appliances through 
your own organization as well as 
through the dealer. I have never 
found a utility that went out of the 
merchandising business because it did 
not build load. I have found several 
who have gone out of merchandising 
because of outside pressure. 

A utility executive in Chicago re- 
cently stated that his company has 
approximately 1,000,000 residential! 
accounts, of which only 17,000 of them 
have electric ranges. The total kilo 
watt hours sold per year per customer 
is 1,100, less than one-third of ours 
This company is laying elaborate 
plans to promote and sell major ap- 
pliances. It feels that this is the only 
way it can increase its residential sales 

It appears to me that the attitude 
of a utility toward the sale of major 
appliances determines public accept- 
ance. The cities of Chicago, New 
York and San Francisco, with a com- 
bined population of over eleven mil- 
lion, have fewer electric ranges and 
water heaters in use than in Seattle. 

“There are over two million homes 
in New York. Almost all of the 
homes in New York City, both apart- 


SMALL TOWN PIONEER: Sun-Kraft, Inc., quartz ultraviolet ray equipment pro- 
ducer, uses this streamlined motor bus to demonstrate and sell Sun-Kraft products in 
communities not usually reached by less vehicular methods. Company salesmen will 
use the bus to help teach retail salesmen the best methods of selling Sun-Kraft. 
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ments and houses, are equipped to use 
eyergy in two forms—electricity and 
xs. The census reports that 99.6 per 
-ent of all homes do use electricity for 
iehting and that 95 per cent use gas 
cooking. There are more coal 
-auges than electric. The average 
qnual residential use is 699 kilowatt 
yours.” Quoted from “Serving New 
Vork’, published by Consolidated Edi- 
«on Company of New York, Inc. 


Utility Selling Builds Demand 


Mr. Kinsey Robinson, president of 
Washington Water Power, (conceded 
to be one of the smartest private utility 
perators in the country) has this to 
ay: “Thirty years experience in 
active promotion of electrical mer- 
chandise has taught us that there is 
go substitute for utility participation 
n appliance selling, especially domestic 
equipment, as a means of securing cus- 
tomers acceptance and customers de- 
and for appliances. This should not 

construed as meaning that the 


kilowatt hours per year per customer. 

This favorable position of City 
Light is a direct result of our extensive 
load building efforts. These efforts 
in turn made possible our low All 
Electric Rate, which is second lowest 
in the country. The appeal of this rate 
will accomplish customer acceptance 
of the all-electric laundry, for the auto- 
matic tank water heater has now be- 
come a companion piece with the 
automatic washing machine and clothes 
dryer. This rate will be responsible 
for thousands of combination sales of 
ranges and water heaters. 

Our program includes the free labor 
service on electric ranges and water 
heaters, including their electrical con- 
nection. This service saves the elec- 
tric users of this city thousands of 
dollars a year. 


Promotes Business for Dealers 


The City has been generous in its 
promotion program. We give freely 
of our money, time, talents, facilities. 


TOAST ON THE LINE: When 60 distributors visited the Toastmaster plant of the 
McGraw Electric Co. during the recent NEWA convention some of them stopped 
to watch the mass production of toast. Left to right: Mrs. Bramstad and J. Creadon, 
Toastmaster Products Division; Sol Sacks, Sacks Electric Supply, Akron, Ohio; J. A. 
Taylor, Independent Electric Co., Muskegon, Mich.; Sam Bordman, Franklin Electric 
Co., Phila.; E. J. Rueth, Frankelite Co., Cleveland; P. R. Schild, Miss Henk, Toastmaster. 


utility should dominate the field—only 
that we must be very definitely in the 
picture with new modern equipment 
to show and to sell. New types of 
appliances are discouragingly slow in 
gaining customer acceptance in most 
cases unless the utility places the force 
of its promotion and selling efforts 
behind them. Even when appliances 
have already attained customer ac- 
ceptance sales volumes do not rise as 
fast as they should without the con- 
stant pressure of the utility promo- 
tional program causing dealers to 
recognize a customer demand for elec- 
tric appliances. After the war, just 
as it was before, our primary efforts 
will be aimed at creating an interest 
for the fuller use of electric servants 
in the home—letting the sales fall 
where they may.”—Quoted from the 
Electric Light and Power magazine, 
June 1944. 

You will be interested in the annual 
residence use of electricity by City 
Light customers in comparison with 
those of other leading utilities. In 
1945 the annual average residence 
customer on City Light lines used 
3,626 kilowatt hours; Washington 
Water Power, 3,168; Puget Sound 
Power and Light, 2.685; Portland 
General Electric, 2,633; Idaho Power, 
2,555; Pacific Power and Light, 2,150; 
Pacific Gas and Electric, 1,345; and 
B. C. Electric, Vancouver, 1,100. In 
1937 five of these utilities including 
Seattle were selling less than 1,300 
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A large share of our $50,000 adver- 
tising budget is spent to promote busi- 
ness for the dealer. The Light 
Department has already spent large 
sums promoting the sale and accept- 
ance of appliances. More will be 
spent in the future. No other organi- 
zation has done so much for the 
dealers. 

In this city there are approximately 
85,000 electric ranges in use. It is 
presumed that more than 25,000 of 
them are ready for immediiate replace- 
ment because of obsolescence and other 
reasons. The same thing is true to 
an even greater extent of refrigerators 
and washing machines. The replace- 
ment of these three items alone will 
create several millions of dollars 
worth of business for the dealers. The 
Light Department played a very im- 
portant part in building up this great 
backlog of business. 

Millions of dollars more will be paid 
for other types of electrical equipment 
in Seattle because our low electric 
rates make their use economical and 
profitable. It would be folly to drop 
our present program when we know 
that our past activities have made 
Seattle the most outstanding city in the 
country from an electrical point of 
view. If we did discontinue our pro- 
motion of appliances and our service 
department, the private dealers would 
suffer as much as any one. 

We are now entering a period of 
inflation. The present cost of doing 
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business has increased very substan- 
tially over pre-war days. Further 
power developments may cost double 
our former horsepower cost. A utility 
has a choice of meeting this rising 
cost by increasing its electric rates 
to the public or by increasing the use 
of electricity so that the additional 
revenue will offset present and future 
inflation. We have chosen the latter. 


We must maintain tne privilege to 
sell and promote load building appli- 
ances to protect the city’s interests. 
We must carry on this program to 
preserve our power business and sus- 
tain a healthy growth. We must 
create a greater consumption of elec- 
tricity at a favorable load factor if 
our low rates are to be continued in 
the future as they have been. ‘ 


June Appliance Production 
Sets New Post-War Record 


CPA Reports Range Output Jump of 
48°/,. Other Appliances Show Gains; 
lrons and Sewing Machines Slump 


High hopes for the production of 
consumer goods during the remainder 
of 1946 and the registration of a new 
post-war peak in industrial activity 
during the month of June highlighted 
Civilian Production Administrator 
John D. Small’s July report to the 
nation. “The whole picture, produc- 
tion-wise, looks very encouraging,” he 
declared, “ . . . we should get goods 
in tremendous volume as shortages are 
relieved. Coupled with his prediction 
of “a record volume of goods avail- 
able to consumers during the rest of 
1946,” however, was a fear of a serious 
labor shortage by the end of the year, 
a fear that has found growing expres- 
sion in his reports. 


Steel and Coal Recover 


Mr. Small credited most of the 
sharp upswing of production in June 
to the rapid recovery of the steel and 
coal industry from the effects of 
strikes. In the appliance industry 
this recovery was responsible in some 
degree for the increased output of 
electric ranges, washing machines, re- 
frigerators, vacuum cleaners, water 
heaters, and radios. Despite these 
improvements some materials short- 
ages pulled down the production of 
electric irons and sewing machines 
from the May levels. 

Inventory holdings of manufac- 
turers, wholesalers and retailers in- 
creased by $400 million during the 
month of June, rising to $28.5 billion 
despite the record volume of shipments. 
Mr. Small, aware of what happened 
in 1919-20 when inventory accumula- 
tions rose too sharply, has ordered 
inventory controls on some _ specific 
critical items which include refrigera- 
tors and washing machines. The order, 
issued July 17 under PR-32, affected 
those appliances for the first time. 


Appliance Production on Upswing 


Production increases of specific ap- 
pliances were, led by electric ranges, 
which jumped 48 percent to 46,000 
units from 31,000 in May and nearly 
attained the pre-war monthly total of 
47,000 units. A higher rate of pro- 
duction is held up, the report said, by 
shortages of steel, switches, plugs and 
copper wire. 

More than 225,000 water heaters of 
all types were produced during May, 
a 12 percent gain over the April level 
of 200,000 units and nearly 30 percent 
above the record monthly production of 
about 175,000 units reached in 1941. 

Washing machines continued to hold 
a big lead over 1941 production with a 


total of 193,000 units shipped in June, 
a four percent gain over May and 22 
percent over the 1940-41 rate of 158,- 
000 units. Shipments from January 
to June totaled 928,000 units. Frac- 
tional horsepower motors, copper and 
steel products, porcelain enameled tubs, 
and plastic parts are still in short sup- 
ply. 

Also above the pre-war rate were 
shipments of vacuum cleaners. Ship- 
ments in June amounted to 177,000 
units, a seven percent rise over May 
and 13 percent better than in 1941. 
Although total shipments from Janu- 
ary to June were 928,000, motor and 
steel shortages continued to block full 
production. 

Mechanical refrigerator shipments in 
June continued to climb and amounted 
to 210,000 units, seven percent more 
than May’s 196,000, but still some 32 
percent lower than the pre-war rate 
of 309,000. During the first half of 
the year about 843,000 units were 
shipped. Tin mill back plate, con- 
densers, motors and castings were still 
prominent on the shortages list. 

June shipments of radios were esti- 
mated by Mr. Small at 1,378,000 sets, 
or 16 percent above revised May ship- 
ments of approximately 1,185,000 sets. 
Small table models made the largest 
production gains. Shipments included 
88 percent table models, six percent 
consoles and six percent auto radios. 
Console and auto radio production was 
still below pre-war levels, despite the 
25 percent overall increase. 


Irons and Sewing Machines Fall 


Shipments of electric irons and sew- 
ing machines declined, although iron 
production was still 13 percent above 
the pre-war rate. The nine percent 
drop in iron production meant that 
430,000 units were shipped in May as 
compared to April’s 473,000. June 
shipments of sewing machines fell off 
13 percent to approximately 27,000 
units from the May level of 31,000. 
Shipments in June represented only 
about 40 percent of the pre-war level 
of 67,000. Total sewing machine ship- 
ments for the first six months of the 
year were 141,000. 

Although final figures were not 
available at the time Mr. Small’s 
agency prepared its report, he esti- 
mated that June shipments of frac- 
tional horsepower motors would show 
a decline from the May total of 1.65 
million units to 1.35 million. Material 
shortages caused shutdowns of two 
or three weeks duration in several 
plants during June and early July. 
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To Merchandise or Not To Merchandise 


Seattle City Light States Its 
Case For Continuing To Sell 


Contrary to the general trend on the 
Pacific Coast, the Seattle City Light de- 
partment has announced that it intends 
to continue the merchandising of elec- 
tric ranges and water heaters. Seattle 
dealers recently asked the city to re- 
consider this decision, leaving the mer- 
chandising of all appliances to estab- 
lished retail outlets. This is the open let- 
ter sent to the dealer association by 
P. C. Spowart, electric sales manager 
and E. R. Hoffman, Superintendent of 
the Department of Lighting. 


As you probably recall, in the year 
of 1910 City Light received the first 
carload of electric ranges ever shipped 
to one dealer. You may also remem- 
ber that we were forced to make our 
own water heaters in our own shop 
because there were no other satisfac- 
tory heaters to be had at that time. 
PracticalJy every utility in the country 
considered we were making a very 
grave mistake in our attempt to build 
residential load based 


on the range 
and water heater. It 


was some ten 
years later before a few of the utilities 
recognized that by selling appliances 
they, too, could greatly increase their 
revenue, 

Tens of thousands of satisfied cus- 
tomers have purchased appliances from 
us in the past thirty-five years. We 
have had the overwhelming support 
and approval of the public for the way 
we have conducted our business, and 
I am sure that many thousands will 
insist that we continue the present 
policies. 
Today Seattle has a national reputa- 
tion of having more electric ranges 
and water heaters in use than any 
other city in the United States. City 
Light is responsible for having made 
Seattle the “Electric City” of America. 
We have won national recognition 
for a splendid job of merchandising. 

Secause of the many electrical appli- 
ances used in Seattle homes our aver- 
age residential customer 


now uses 
more than 3600 kilowatt 


hours per 
year, compared to the national average 
of about 1200 kilowatt hours. This 
large use of electricity makes our low 
rates possible. The average residential 
rate paid by our customers is 1.45 
cents per kilowatt hour, considerably 
less than half of the national average 
residential rate of 3.42 cents per kilo- 
watt hour. 

We are sincere in our bélief that 
we should continue to sell major load 
building appliances, 


including auto- 
matic electric hot 


water heating 
equipment and electric cooking equip- 
ment tor commercial use. We also 


feel that a utility should promote and 

sell new major appliances that have 

not yet been accepted by the 


public 
We believe that there 


will result 
greater mutual benefits to the entire 
electric industry These benefits in 
turn will contribute to the electric 
standard of living for the people -of 
our community. The City will pro- 
mote and sell this equipment to re- 
place coal, wood, oil and gas installa- 
tions, The Department will not seek 
the electric range replacement market 
Emphasis will be placed on electric 
water heating, for this is a field of 
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load building that has the greatest 
potential values to an electric utility. 
Our sales personnel will be salary 
employees under Civil Service. They 
will stress the utilization of elec- 
tricity for every known use in the 
home and business. Their efforts and 
objectives will be directly beneficial 
to the entire industry. 


City Forces Product Improvements 


To stop the Department from mer- 
chandising certain load building appli- 
ances would deprive the City of one 
of its most useful functions, and would 
not be compatible with the public 
interest. We would lose our influ- 
ence over manufacturers if we had 
no purchasing power, and would no 
longer be able to maintain high mer- 
chandise standards. Because the De- 
partment has been a large purchaser 
of appliances we have been able to 
persuade manufacturers to improve 
them. Our influence has brought 
about the use of the larger size auto- 
matic tank water heaters. We in- 
sisted that tanks be made in larger 
size because the customers find them 
much more satisfactory. We insisted 
that the tanks be made of 10 gauge 
metal rather than the conventional 
smaller size 12 gauge. This added 
longer life to the tanks. Recently, 
under our specifications, a new type 
100 gallon electric storage tank for 
commercial use has been manufac- 
tured. A number of these tanks are 
now in experimental operation. As 
soon as we are Satisfied that this tank 
will provide proper service to the 
customer, the tanks will be made 
available by the manufacturer to all 
dealers. This is a new and vast field 
for hot water in which all electric 
tank dealers can participate. 

This Department has also suggested 
substantial improvements in the con- 
struction of electric ranges, and the 
manufacturers have 
advice. 

Because of many new manufacturers 
and many new dealer outlets, the elec- 
tric utility is looked upon as a stabi- 
lizing influence in post-war merchan- 
dise. This is a service to which the 
general public, as well as the dealer, 
is entitled. 

All this is in the interest of the 
public, and was only accomplished be- 
cause we had the power to buy or 
reject merchandise. Manufacturers 
have been willing to cooperate with 
us, but I fear that if we were not buy- 
ing their products we would have 
little or no influence. If merchandise 
standards were lowered appliance sales 
would decrease here just as they have 
in every city where utilities do not 
sell directly. 

The latest survey made by the Hot- 
point Company, and appearing in the 
January 1945 issue of Electrical West, 
states that of 286 utilities included in 
the survey 181 definitely indicated 
that they will merchandise. Many 
of those not merchandising are com- 
bination gas and electric companies. 
They win either way it goes. 


followed our 


Fights Gas Competition 


The National Gas Association has 


recently announced that it will put on 
the greatest campaign in its history. 
Every gas company in every city and 
village in the United States will sell 
gas equipment. 

Quoting from an article in the Post 
Intelligencer, March 8, 1946—“Carl 
Wolf, managing director of the Ameri- 
can Gas Association, will confer here 
today with Seattle civic and business 
leaders. The utilities man is on a 
nation-wide tour in the interests of 
the gas industry. He will direct ap- 
plication of a fund exceeding $1,400,000 
a year in a three year program of ex- 
panded research, sales promotion and 
advertising.” More competition for 
the electric companies. 

There have been many articles 
written and published stating the 
utility’s point of view on the electric 
range. The only excuse for promoting 
electric cookery is to prevent the pro- 
motion of other fuel in the home which 
may be used not only for cooking but 
also for water heating. We must not 
forget that the gas fuel is still a 
formidable competitor of electricity. 
There are approximately 50,000 gas 
accounts in this area. Practically 
every restaurant in Seattle was 
equipped with gas until about 1937. 
Up to that time the Department was 
not active in the commercial appli- 
ance field. We depended upon others 
to take care of our interests. A re- 
cent survey reveals that 85% of all 
commercial cooking and water heating 
is done by gas, oil or coal, and less 
than 15% by electricity. What a dif- 
ference between that and the residen- 
tial accounts where for the past 35 
years we have been actively taking 
care of our own business! It is an 
accepted fact that the surest way to 
lose business is to quit promoting it. 

We have explored all the theories 
and experiences of other electric utili- 
ties who do not directly merchandise. 
None have accomplished what this 
department has. 

Because we are in a water power 
area and rates are cheap in the Pacific 
Northwest is not sufficient reason to 
believe that ranges and water heaters 
will sell without an aggressive and 
vigorous all year around selling cam- 
paign. The electric range saturation 
of the Washington Water Power Com- 
pany is 32.7%. Portland General Elec- 
tric is 38.4%. Puget Sound Power and 


Light “is 36.9%. 
is 63%. This is quoted from the Fvo- 
nomic Research Bureau of New York. 
These figures indicate that it ta! es 
something else besides being located 
in a water power area to produce :|\c 
results we have obtained. 


Seattle City Licht 


t 


Subsidies Aid Dealers and Public 


In the past when dealer sales lager d 
the Department would subsidize 
ing and plumbing installations. 1 is 
would immediately increase sales 
everybody. In other words, we put 
the profits made from merchandising 
back in the business where the public 
and the dealers became the  bene- 
ficiaries. Most dealers have a kevn 
sense of appreciation of what we have 
done in the past and are anxious jor 
us to continue this program in the 
future. Subsidizing wiring and plum)- 
ing installations creates an ease of 
selling and expedites the installation. 
For the plumber and wireman it 
creates a great volume of business and 
eliminates their collection problems 
and other costs. In the years of 1940, 
1941 and 1942 we paid more than $324,- 
000 to the plumbing and electrical 
contractors. 

I have recently talked to utility « 
ecutives from coast to coast on thie 
subject of merchandising. They all! 
agree that if you want to build a resi- 
dential load the surest and fastest way 
is to sell major appliances through 
your own organization as well as 
through the dealer. I have never 
found a utility that went out of the 
merchandising business because it did 
not build load. I have found several 
who have gone out of merchandising 
because of outside pressure. 

A. utility executive in Chicago re- 
cently stated that his company has 
approximately 1,000,000 __ residential 
accounts, of which only 17,000 of them 
have electric ranges. The total kil 
watt hours sold per year per customer 
is 1,100, less than one-third of ours 
This company is laying elaborate 
plans to promote and sell major ap- 
pliances. It feels that this is the on); 
way it can increase its residential sales 

It appears to me that the attitude 
of a utility toward the sale of majo 
appliances determines public accept- 
ance. The cities of Chicago, New 
York and San Francisco, with a com- 
bined population of over eleven mi!- 
lion, have fewer electric ranges and 
water heaters in use than in Seattle. 

“There are over two million homes 
in New York. Almost all of the 
homes in New York City, both apart 


SMALL TOWN PIONEER: Sun-Kraft, Inc., quartz ultraviolet ray equipment pro- 
ducer, uses this streamlined motor bus to demonstrate and sell Sun-Kraft products in 
communities not usually reached by less vehicular methods. Company salesmen will 
use the bus to help teach retail salesmen the best methods of selling Sun-Kraft. 
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ments and houses, are equipped to use 
energy in two forms—electricity and 
xs. The census reports that 99.6 per 
cent of all homes do use electricity for 
fighting and that 95 per cent use gas 

r cooking. There are more coal 
rages than electric. The average 
-qnual residential use is 699 kilowatt 
yours.” Quoted from “Serving New 
york”, published by Consolidated Edi- 
son Company of New York, Inc. 


Utility Selling Builds Demand 


Mr. Kinsey Robinson, president of 
Washington Water Power, (conceded 
to be one of the smartest private utility 
perators in the country) has this to 
say: “Thirty years experience in 
active promotion of electrical mer- 
chandise has taught us that there is 
no substitute for utility participation 
in appliance selling, especially domestic 
equipment, as a means of securing cus- 
tomers acceptance and customers de- 
mand for appliances. This should not 

construed as meaning that the 


kilowatt hours per year per customer. 

This favorable position of City 
Light is a direct result of our extensive 
load building efforts. These efforts 
in turn made possible our low All 
Electric Rate, which is second lowest 
in the country. The appeal of this rate 
will accomplish customer acceptance 
of the all-electric laundry, for the auto- 
matic tank water heater has now be- 
come a companion piece with the 
automatic washing machine and clothes 
dryer. This rate will be responsible 
for thousands of combination sales of 
ranges and water heaters. 

Our program includes the free labor 
service on electric ranges and water 
heaters, including their electrical con- 
nection. This service saves the elec- 
tric users of this city thousands of 
dollars a year. 


Promotes Business for Dealers 


The City has been generous in its 
promotion program. We give freely 
of our money, time, talents, facilities. 


TOAST ON THE LINE: When 60 distributors visited the Toastmaster plant of the 
McGraw Electric Co. during the recent NEWA convention some of them stopped 
to watch the mass production of toast. Left to right: Mrs. Bramstad and J. Creadon, 
Toastmaster Products Division; Sol Sacks, Sacks Electric Supply, Akron, Ohio; J. A. 
Taylor, Independent Electric Co., Muskegon, Mich.; Sam Bordman, Franklin Electric 
Co., Phila.; E. J. Rueth, Frankelite Co., Cleveland; P. R. Schild, Miss Henk, Toastmaster. 


utility should dominate the field—only 
that we must be very definitely in the 
picture with new modern equipment 
to show and to sell. New types of 
appliances are discouragingly slow in 
gaining customer acceptance in most 
cases unless the utility places the force 
of its promotion and selling efforts 
behind them. Even when appliances 
have already attained customer ac- 
ceptance sales volumes do not rise as 
fast as they should without the con- 
stant pressure of the utility promo- 
tional program causing dealers to 
recognize a customer demand for elec- 
tric appliances. After the war, just 
as it was before, our primary efforts 
will be aimed at creating an interest 
for the fuller use of electric servants 
in the home—letting the sales fall 
where they may.”—Quoted from the 
Electric Light and Power magazine, 
June 1944. 

You will be interested in the annual 
residence use of electricity by City 
Light ‘customers in comparison with 
those of other leading utilities. In 
1945 the annual average residence 
customer on City Light lines used 
3626 kilowatt hours; Washington 
Water Power, 3,168; Puget Sound 
Power and Light, 2.685; Portland 
General Electric, 2,633; Idaho Power, 
2,555; Pacific Power and Light, 2,150; 
Pacific Gas and Electric, 1,345; and 
B. C. Electric, Vancouver, 1,100. In 
937 five of these utilities including 
Seattle were selling less than 1,300 


A large share of our $50,000 adver- 
tising budget is spent to promote busi- 
ness for the dealer. The Light 
Department has already spent large 
sums promoting the sale and accept- 
ance of appliances. More will be 
spent in the future. No other organi- 
zation has done so much for the 
dealers. 

In this city there are approximately 
85,000 electric ranges in use. It is 
presumed that more than 25,000 of 
them are ready for immediiate replace- 
ment because of obsolescence and other 
reasons. The same thing is true to 
an even greater extent of refrigerators 
and washing machines. The replace- 
ment of these three items alone will 
create several millions of dollars 
worth of business for the dealers. The 
Light Department played a very im- 
portant part in building up this great 
backlog of business. 

Millions of dollars more will be paid 
for other types of electrical equipment 
in Seattle because our low electric 
rates make their use economical and 
profitable. It would be folly to drop 
our present program when we know 
that our past activities have made 
Seattle the most outstanding city in the 
country from an electrical point of 
view. If we did discontinue our pro- 
motion of appliances and our service 
department, the private dealers would 
suffer as much as any one. 

We are now entering a period of 
inflation. The present cost of doing 
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business has increased very substan- 
tially over pre-war days. Further 
power developments may cost double 
our former horsepower cost. A utility 
has a choice of meeting this rising 
cost by increasing its electric rates 
to the public or by increasing the use 
of electricity so that the additional 
revenue will offset present and future 
inflation. We have chosen the latter. 


We must maintain tne privilege to 
sell and promote load building appli- 
ances to protect the city’s interests. 
We must carry on this program to 
preserve our power business and sus- 
tain a healthy growth. We must 
create a greater consumption ef elec- 
tricity at a favorable load factor if 
our low rates are to be continued in 
the future as they have been. 


June Appliance Production 
Sets New Post-War Record 


CPA Reports Range Output Jump of 
48°/,. Other Appliances Show Gains; 
Irons and Sewing Machines Slump 


High hopes for the production of 
consumer goods during the remainder 
of 1946 and the registration of a new 
post-war peak in industrial activity 
during the month of June highlighted 
Civilian Production Administrator 
John D. Small’s July report to the 
nation. “The whole picture, produc- 
tion-wise, looks very encouraging,” he 
declared, “ . . . we should get goods 
in tremendous volume as shortages are 
relieved. Coupled with his prediction 
of “a record volume of goods avail- 
able to consumers during the rest of 
1946,” however, was a fear of a serious 
labor shortage by the end of the year, 
a fear that has found growing expres- 
sion in his reports. 


Steel and Coal Recover 


Mr. Small credited most of the 
sharp upswing of production in June 
to the rapid recovery of the steel and 
coal industry from the effects of 
strikes. In the appliance industry 
this recovery was responsible in some 
degree for the increased output of 
electric ranges, washing machines, re- 
frigerators, vacuum cleaners, water 
heaters, and radios. Despite these 
improvements some materials short- 
ages pulled down the production of 
electric irons and sewing machines 
from the May levels. 

Inventory holdings of manufac- 
turers, wholesalers and retailers in- 
creased by $400 million during the 
month of June, rising to $28.5 billion 
despite the record volume of shipments. 
Mr. Small, aware of what happened 
in 1919-20 when inventory accumula- 
tions rose too sharply, has ordered 
inventory controls on some _ specific 
critical items which include refrigera- 
tors and washing machines. The order, 
issued July 17 under PR-32, affected 
those appliances for the first time. 


Appliance Production on Upswing 


Production increases of specific ap- 
pliances were, led by electric ranges, 
which jumped 48 percent to 46,000 
units from 31,000 in May and nearly 
attained the pre-war monthly total of 
47,000 units. A higher rate of pro- 
duction is held up, the report said, by 
shortages of steel, switches, plugs and 
copper wire. 

More than 225,000 water heaters of 
all types were produced during May, 
a 12 percent gain over the April level 
of 200,000 units and nearly 30 percent 
above the record monthly production of 
about 175,000 units reached in 1941. 

Washing machines continued to hold 
a big lead over 1941 production with a 


total of 193,000 units shipped in June, 
a four percent gain over May and 22 
percent over the 1940-41 rate of 158,- 
000 units. Shipments from January 
to June totaled 928,000 units. Frac- 
tional horsepower motors, copper and 
steel products, porcelain enameled tubs, 
and plastic parts are still in short sup- 
ply. 

Also above the pre-war rate were 
shipments of vacuum cleaners. Ship- 
ments in June amounted to 177,000 
units, a seven percent rise over May 
and 13 percent better than in 1941. 
Although total shipments from Janu- 
ary to June were 928,000, motor and 
steel shortages continued to block full 
production. 

Mechanical refrigerator shipments in 
June continued to climb and amounted 
to 210,000 units, seven percent more 
than May’s 196,000, but still some 32 
percent lower than the pre-war rate 
of 309,000. During the first half of 
the year about 843,000 units were 
shipped. Tin mill back plate, con- 
densers, motors and castings were still 
prominent on the shortages list. 

June shipments of radios were esti- 
mated by Mr. Small at 1,378,000 sets, 
or 16 percent above revised May ship- 
ments of approximately 1,185,000 sets. 
Small table models made the largest 
production gains. Shipments included 
88 percent table models, six percent 
consoles and six percent auto radios. 
Console and auto radio production was 
still below pre-war levels, despite the 
25 percent overall increase. 


Irons and Sewing Machines Fall 


Shipments of electric irons and sew- 
ing machines declined, although iron 
production was still 13 percent above 
the pre-war rate. The nine percent 
drop in iron production meant that 
430,000 units were shipped in May as 
compared to April’s 473,000. June 
shipments of sewing machines fell off 
13 percent to approximately 27,000 
units from the May level of 31,000. 
Shipments in June represented only 
about 40 percent of the pre-war level 
of 67,000. Total sewing machine ship- 
ments for the first six months of the 
year were 141,000. 

Although final figures were not 
available at the time Mr. Small’s 
agency prepared its report, he esti- 
mated that June shipments of frac- 
tional horsepower motors would show 
a decline from the May total of 1.65 
million units to 1.35 million. Material 
shortages caused shutdowns of two 
or three weeks duration in several 
plants during June and early July. 
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AN ATTRACTIVE COMBINATION: Sultry Jane Russell gets an Admiral com- 
bination radio-phonograph from W. C. Johnson, Admiral's manager of field activities, 
as a gesture of good will. During a recent personal appearance stint with her pic- 
ture “The Outlaw" in Chicago, Miss Russell was forced to remain in her dressing 
room almost all the time, besieged by admirers. If you can't understand this, shame 
on you! Anyhow, an Admiral radio phonograph was her constant companion. 


HISTORY AND THE HELICOPTER: Two electric appliance firms, Casco, and 
General Electric, participated in the recent celebration of the 20th anniversary of air- 
mail service by contributing to the cargo which was picked up in the street outside 
the Bridgeport, Conn., post office by a helicopter and flown to the Bridgeport airport proval a 


ETERAN: 


ora's retu 


for transfer to a regular mail plane. First of the smaller photos shows Postmaster Sonora R 


Russell Neary and Casco's director of merchandising, Jack Schenberg, handing their dh ati 
package of Casco heating pads over to the pilot for the history making flight. The ra 
version 


second photo shows Mr. Neary receiving a G-E travel iron for the flight from Robert 
E. Boian (right), sales manager of G-E's heating device section. The large picture 
shows the actual loading of the plane for the flight, first trip of its type ever made. 
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EUREKA PARTY: Happy smiles were the prevailing weather when Eureka Williams 
Corp. recently opened new eastern sales headquarters in New York's Empire State 
Building. Left to right: George H. Wilkens, eastern sales manager of the Eureka 
division; H. W. Newell, executive vice-president of Geyer, Cornell & Newell, Inc.; 
Mrs. John McQuigg; H. W. Burritt, Eureka president; and John McQuigg, vice- 
president and account supervisor, Geyer, Cornell & Newell. 


HOPE'S WHITE HOPE—SHE HOPES: 
When Bob Hope decided to hold a na- 
tional competition to find a successor to 
Frances Langford as singer on his radio 
show, this young lady responded—but 
fast. She's Patricia Pyman of Grand 


GEORGIA'S JOYFUL: Georgia Lange, 
MGM starlet and cover girl, likes the 
recent Bendix ad in which she appears, 
and shows it. L. C. Truesdell, general 
Rapids, Mich. secretory ia the pleat sales manager for Bendix Radio and Tele- 
of Lear, Inc., one of whose radios—a vision, seems to like the idea. The ad 
Learavian portable aircraft model—she's TIP FROM THE TOP: Harry Holbrook, sales manager for Norge electric ranges showed Miss Lange before a mirror re- 
taking along. demonstrates the company's new fully automatic model to two interested listeners. flecting a new Bendix radio-phonograph. 
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ETERANS' DELIGHT: Some of Son- 
ora's returned servicemen registered ap- 
proval as Joseph Gerl, president of 
Sonora Radio & Television Corp., Chica- 
go, crowns Miss Dorothy Cairns as Re- 
conversion Queen. Sonora gave a recon- 
version ball to honor its 61 ex-G.l.'s who 
have now all come back into the fold. 
680 employees paid their respects, and 
this was one of the ways. 
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Cochran, general manager of the elec- 
tronic blanket division of the Simmons 
Co., shows Miss Raye Donnelly that his 
company’s blanket can also keep warm in 
a cool place. Reaching through a hole 
in a special plastic door of the Kelvina- 
tor, Miss Donnelly discovers that the 
blanket maintains the warmth set on the 
dial despite zero surroundings. 


PROSPERS: The pilot Launderette at South Bend, Ind., is doing well, so well in fact 
that it has increased its facilities by adding 10 more Bendix laundries to its banks 
of machines. The store was franchised by Telecoin Corp. of New York as a proving 
ground test preparatary to establishing similar units in other cities. Miss Virginia 
Leonard, store manager, stands in the center of her 30 washers. 


TIE-IN FOR DEALERS: The Cory Glass Coffee Brewer Co., Chicago, is going to 
blow up its magazine ads into counter card reprints for dealers' use. Here Tom 
Chadwick, Cory's assistant sales manager (right), talks it over with Norm Schlegel, 
Cory ad manager (left), Ken Ring, Weiss & Geller account executive (standing), 
and Ray Johnson, new assistant ad manager of Cory. 


1946 


HOW TO KILL A CHILL: Raymond J. 


Tom. 


1321 PEACH ST. 


MALONE ALONE can hold the interest of prospective customers for Westing- 
house Laundromats, as demonstrated by this picture of the famous radio poetry 
reader at the only appliance booth at the recent Food Show in Erie, Pa. Standing 
tensely by is D. S. Pollock, WESCO branch manager. The booth was sponsored by 
Tom Quinn, appliance and refrigeration dealer of Erie. 


t 


SLUGGERS MEET: Former World's Heavyweight Boxing Champion, Jack Dempsey, 
left, congratulates Sydney R. Berens, former amateur champ and now president of 
the Minerva Corp. of America, for the production of the Tropic Master radio. Both 
men were guests at a recent broadcast of Gene Schoor's "Sports Club of the Air." 


THE AD THAT WON: A first prize winner in the annual advertising contest 
conducted by the Chicago Federated Advertising Club was this one of the ‘Meet 
Your Neighbor" series of the Hallicrafters Co. The reproduction held here by Ray- 
mond W. Durst (left), executive vice-president of Hallicrafters, and artist Tom Dolan, 
was selected for the best institutional campaign in color in class magazines. 
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NEW POSITIONS 


Sylvania Electric Products Inc. 


George C. Connor has been ap- 
pointed general sales manager of the 
electronics division of Sylvania Elec- 
tric Products, Inc., according to a re- 
cent announcement by Robert H. 
Sishop, director of sales for the com- 
pany. Mr. Connor, with the firm since 
1934, established the west coast sales 
office in 1943. During the early part 
of the war he was liaison agent be- 
tween Sylvania and the government on 
the engineering development of radio 
and radar products. 


G. C. CONNOR 


Sylvania Electric Products, Inc. 


The planning, organization and co 
ordination of fundamental and applied 
research and development for Sylvania 
Electric Products, Inc., will be di- 
rected by Dr. Bennett S. Ellefson, 
newly appointed director of the central 
engineering laboratories. Dr. Ellefson 


8. S. ELLEFSON 


has been active in pure and applied 
research for the company since early 
1937, specializing in the fields of glass 
and fluorescing chemical compounds. 


A. J. Lindemann & Hoverson Co. 


The vice-president of A. J. Linde- 
mann & Hoverson Co., H. A. Halvor- 
son, has announced the appointment 
of C. N. Westwood to the position of 
office and traffic manager. Mr. West- 
wood started with the electric range 
making firm in 1919 as sales corres- 
pondent and was employed in various 
sales capacities prior to his recent 
promotion. William C. Wright, in 
the parts and service department for 
23 years, has been named service 
manager. 
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Noma Electric Corp. 


At the annual meeting of the board 
of directors of Noma Electric Corp. 
held recently, John Bess, president oi 
the subsidiary, Refrigeration Corp. of 
America, was elected a vice-president 
of the parent company, and Howard 
S. Fisher, formerly assistant secre- 
tary, was elected secretary. James A. 
Marohn was named assistant treasurer 
and Etta Ribler became assistant secre- 
tary. 


Jack & Heintz Precision 
Industries, Inc. 


Wallace Sargis has been appointed 
general sales manager of the Jack & 
Heintz Precision Industries, Inc., 
Cleveland. Formerly director of con- 
tracts, Mr. Sargis will have charge of 
sales in all divisions, with the excep- 
tion of aviation products, including 
magnetoes, fractional horsepower mo- 
tors, electronic products, refrigeration 
units, ball and needle bearings, and 
the Jahco opposed piston motor. He 


WALLACE SARGIS 


joined the firm in 1940 and took time 
out during the war to serve with the 
Ist Marine Division. 


New Jersey Power & Light Co. 


Four executive appointments were 
announced recently by the New Jersey 
Power and Light Co. Harold S. Du- 
Sois has been named manager of the 
southern district. Sven E. Rystedt 
has become electrical engineer. Roland 
P. Borden has been named electrical 
superintendent. Walter E. Gess has 
been appointed manager of the western 
district. 

Raymond H. Rehrer, domestic sales 
manager for the utility, announced the 
appointment of Miss Ruth C. Barr to 
the position of home service and home 
lighting director. She succeeds Miss 
Helen L. Kirtland, resigned. 


National Enameling and 
Stamping Co. 


George C. Douma has been ap- 
pointed western district sales manager 
for the National Enameling and 
Stamping Co., thakers of Nesco 
roasters. His office will be in the 
Western Merchandise Mart and his 
territory will include the 11 western 
States. 


Ripley Co., Inc. 


Frank A. Rudolph, formerly general 
manager of the Greenwich laboratory 
of Aireon Manufacturing Corp., has 
been elected vice-president in charge 
of sales of the Ripley Co., Inc., Louis 
R. Ripley, president, has announced. 
Prior to 1941 Mr. Rudolph was asso- 
ciated with General Electric as a dis- 
trict representative in the appliance 
and merchandising divisions. He be- 
gan his career with the Ohio Public 
Service Co., moved to Cleveland Elec- 
tric Illuminating Co., and later worke¢ 
for the Ohio Electric Power Co. 


Graybar Electric Co. 


Two district managers have been 
appointed recently by A. H. Nicoll, 
Graybar Electric Co. president. They 
are C. H. McClean and Walter 


C. H. McCLEAN 


Frazier, northern district manager and 
midwestern district manager, respec- 
tively. Prior to the change, Mr. Mc- 
Clean was midwestern manager and 
Mr. Frazier served under him as dis- 
trict manager. In his new assignment 
Mr. McClean replaces E. C. Sharpe, 
retiring after 34 years of service. Mr. 


WALTER FRAZIER 


McClean began his career with the 
company in the telephone shop in Kan- 
sas City in 1913. In 1934 he became 
district manager. Mr. Frazier bezan 
as an office boy at the age of 13. In 
1916 he was sent out to cover the 
Oklahoma territory. In 1927 he was 
appointed merchandise manager in 
Kansas City and in 1927 he was named 
a district manager. 

C. S. Powell, vice-president of Gray- 
bar Electric Co., New York, N. Y., 
has announced the appointment of Ray 
Ade to the position of traffic appliance 
sales manager at New York headquart- 
ers. Mr. Ade comes from Jacksu1.ville, 
Fla., where he was Peninsular district 
merchandising manager. 

Appointment of Lester J. Hartman, 
former manager of Graybar’s lamp and 
lighting division in Florida, as merch- 
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andise manager for the Graybar Elec. 
tric houses, Jacksonville, Fla., has been 
announced by L. G. Fields, 


listrict 
manager. 


RAY ADE 


J. E. Carroll, 11 years a Graybar 
veteran, has been appointed manager 
of the Syracuse office where he has 
been serving as a salesman. Prior to 
his Graybar experience he was 4 
salesman for H. J. Gorke Co. and the 
John S. Maxon Co. 


Lyon Metal Products, Inc. 


The board of directors of Lyon 
Metal Products, Inc., Aurora, Ill, 
have elected a new executive vice- 


H. B. SPACKMAN 


president and general sales manager in 
H. B. Spackman. Prior to his election, 
Mr. Spackman was vice-president in 
charge of sales. He joined the firm in 


1937 from the U. S. Gypsum Co. 


Proctor Electric Co. 


Joseph Tiers has returned from 
Army service to his old position as 
assistant general sales manager of the 
Proctor Electric Co. He first joined 


JOSEPH TIERS 


the company in 1934 as a plater, work- 
ing upwards through the order, serv- 


ice, and advertising departments. 
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Immediate 


Shipment 


On Open Account to Well-Rated Firms 


$797 


Black and White 


No. 206 Super Deluxe 2 Burner 
6 HEAT TABLE STOVE 


with covered elements. Packed individually. 6 to master carton 


Sold Only O. P. A. 
in Lots of 6 List Price 
DEALER COST Plus 5% in Zone 2 


$1212 


Black and White 
+203 MASTER DE LUXE 2 BURNER 
4 HEAT TABLE STOVE 
3 Switches and Covered Elements. 


Sold Only O. P. A. 
in lots of 6 List Price 


DEALER COST Plus 5% Zone 2 


$7704 


Packed Individually 


$1Q70 


6 to Master Carton 


Sold 
in lots 


+201S3 
$ 3 92 


DEALER COST 


Black and White 


SUPER DELUXE 1 BURNER 


3 HEAT TABLE STOVE 


With covered element. Packed individually 
12 to Master Carton 


$596 


List Price 
Plus 5% in Zone 2 


Only 
of 12 


#201S Black and White 
Master De Luxe 1 Burner 
1 Switch Off and Oa. 


12 with covered Litt Price | Only, 12 Master 
DEALER COST Gement. arton 
$990 4% ome | $286 
in Zone’? Plus 5% Zone 2 


#201-S 


#201 Black and White 
DeLuxe 1 BURNER TABLE STOVE 
With covered element. Packed individually 


#2SC All Chrome 2 SLICE TOASTER 
Beautiful Chrome Finish 
Turns Bread Automatically 
Packed individually 12 to Master Carton 
Note: Toaster is sold — cord 


$ 347 Sold Only 


Lint Price 
Plus 5% 
in Zone 2 


in lots of 12 
DEALER COST 


$527 


#+2SP Black and Chrome Finish 


2 SLICE TOASTER 
Packed Individually 12 to Master Carton 


_ Note: Toaster is Sold Without Cord 

Sold Onl A, 

in Lots of 12 List Price 
DEALER COST Plus 5% in Zone 2 


$440 


+450 Radiator Type Room Heater 


Convection Type with High and Low Heat 
with Humidifier 


$1284 ora. $9075 


DEALER cost Plus 5% In Zone 2 


!'!|MMEDIATE DE 


#+15C KEN-ROD Electric Iron 
42 Ib. All Chrome Non-Automatic Iron 


Note: Iron is Sold Without Cord, September 
Delivery 
$347 
Plus 5% 


DEALER cost Zone 2 


LIVERY ON ABOVE ITEMS !! 


Open Accounts fo All Firms Rated in DUN - BRADSTREET 
Otherwise 20% With Order Balance C.O.D. Net F.O. B. 


Newark, N. J. 


72 Williams Street, Newark, N. J. "oe 


(Except +15-C) 


Seaton of Electrical Appliances and Lighting Supplies Since 1936. 
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NEW POSITIONS 


Automatic Washer Co, 


New vice-president and chief en- 
gineer of the Automatic Washer Co., 
Newton, Iowa, is Frank Breckenridge, 
whose appointment was recently an- 


Coroaire Heater Corp. 


Hot Boy, Inc., a wholly owned sub- 
sidiary of Coroaire Heater Corp., 
Cleveland, has a new manager in C. F. 
Breitenbach, recently appointed by A. 


FRANK BRECKENRIDGE 


nounced by president W. Neal Gal- 
lagher. Mr. Breckenridge joins the 
firm from the International Telephone 
and Telegraph Corp. Prior to that 
he was section manager of the ap- 
pliance engineering department of the 
Westinghouse Elecrtic Corp. 


F. L. Jacobs Co. 


Five national service representatives 
for Launderall washers have been ap- 
pointed by H. Douglas Stolcenburg, 
national service manager of the F. L. 
Jacobs Co., Detroit. The representa- 
tives and their territories are as fol- 
lows: Benjamin Van Dyke, Northeast; 
William C. Rayfield, Southeast; Lyle 
J. Burch, Central; Earl S. Buck, 
South Central; Ray Swanson, West- 
ern, All five men recently completed 
a special course in Launderall service 


training. 


Emerson Radio and 
Phonograph Corp. 


Harvey Tullo, recently returned to 
Emerson Radio and Phonograph Corp., 


HARVEY TULLO 


has been elected vice-president for 
He has worked with Kol- 
ster, Pilot and Emerson in purchasing 
capacities He recently left Zenith 
Radio Corp., 


purchasing 


where he was vice- 
president in charge of purchasing. 
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C. F. BREITENBACH 


W. Conley, executive vice-president of 
both concerns. 


Mr. Breitenbach was 
formerly assistant to Mr. Conley and 


before that was an executive with the 


May Co. of Cleveland. 


Mullins Manufacturing Corp. 


Charles W. DeVoe has been ap- 
pointed a regional manager for the 
Youngstown kitchen division of Mul- 
lins Manufacturing Corp., Warren, 


Ohio, replacing Dan Sembach who has 


CHARLES W. DEVOE 


DAN SEMBACH 


been shifted to the Chicago area. Mr. 
DeVoe has been with the company 
since 1939 in the distribution and 
markets department. He will operate 
in Iowa, Kansas, Oklahoma, Nebraska, 
Arkansas, Wyoming, and Missouri. 


~ 


Wisconsin Power and Light Co. 


L. W. Byron and M. R. Norton 
recently joined the general sales staff 
of the Wisconsin Power and Light Co. 
as merchandising supervisor and dealer 
cooperation manager, respectively. Both 
were former district sales super- 
visors for the utility. Mr. Byron 
will be in charge of the mer- 
chandising program, principally stress- 
ing stock control, coordination of win- 
dow and floor displays with the gen- 
eral sales program, and conducting a 


L. W. BYRON 


M. R. NORTON 


continuous training program for dis- 
trict salesmen. 

Mr. Norton will supervise a pro- 
gram of assistance to appliance deal- 
ers, contractors and plumbers. 


Pacific Electric Mfg. Corp. 


A. A. Browne has been named gen- 
eral manager of the Pacific Electric 
Manufacturing Corp. in San Francisco, 
according to Joseph S. Thompson, 
president. Mr. Browne was formerly 
manager of engineering and sales of 
the Joshua Hendy Co. 


General Electric Co. 


The appointment of C. K. Rieger 
as assistant commercial engineer in 
the home laundry equipment division 
of the General Electric Co. has been 
announced by C. E. Anderson, division 
manager. Mr. Rieger served as a 
test man in 1936 and transferred to 
the commercial department of the 
fractional horsepower motor plant in 
1937. In 1942 he was assigned to 
Dayton, Ohio, to take charge of G-E 
work at Wright Field, returning to 
Fort Wayne in 1944. 

D. G. Thompson was recently named 
manager of manufacturing in the 
Bridgeport and Allentown works of 
the company’s heating device division 
by M. B. Ross, division manager. 
Mr. Thompson, in turn, named W. P. 
Hauck as manager of the Allentown 
works. Mr. Thompson joined G-E 
in 1933 and in 1942 was named as- 


AUGUST 15, 


sistant superintendent of the appli- 
ance division. In 1945 he was made 
superintendent of the heating device 
division. 


Appliance and Merchandise Dept. 


E. R. Koester, with G-E since 1917 
and recently manager of the central 
planning section at Bridgeport, has 
been appointed manager of planning of 
the appliance and merchandise depart- 
ment of the company, according to 
J. W. McNairy, manager of engincer- 
ing and planning. 

G-E’s clock department has two new 
representatives—J. F. Stark in the 
Central district, according to an an- 
nouncement by H. A. Warren, appli- 
ance district manager; and Dallas H. 
Edwards in the North Central district, 
named by appliance district manager 
J. S. Strecker. 


G-E Lamp Department 


William H. Rademacher, manager 
of Mississippi Valley sales district of 
G-E Lamp Department since 1937, has 
just been named manager of the Con- 
tinental sales district, Philadelphia. He 
replaces Orville F. Haas, who suc- 
ceeds C. K. West as head of the At- 


W. H. RADEMACHER 


O. F. HAAS 


B. H, SULLIVAN 


lantic district of G-E in that city. 
Taking over Mr. Rademacher’s job is 
Bernard H. Sullivan, former assistant 
to the manager of the midland sales 
district, Chicago. 
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Home Fluorescent 


Trend Evidenced 


Shown At , 
17 Easily demonstrated advantages 


The New York Lamp Show, held in 
the New Yorker Hotel, July 22-26, had 
rte an attendance far in excess of expecta- of FIBERGLAS insulation ek 
tions, according to William E. Little, ‘ 
director, with a registration of 3,713 : 
as against 2,250 for the last lamp show, 
which was in 1942. 

A definite trend toward the use of 
straight fluorescent and Circline tubes 
was in evidence, although not many 
H. exhibitors had models to show. 
rv At the Certified Lamp Makers 
‘ booth, where a sample Certified floor 
lamp was on display together with an 
old-style reflector bowl lamp and a 
light meter to demonstrate the added 
light efficiency of the new Certified 
lamp, Don Julien, secretary of Certi- 
fed Lamp Makers, said 125 lamp 
manufacturers have indicated their in- 
tentions to make lamps according to 
Certified’s specifications. The pro- 
gram and specifications are ready, ac- 
cording to Mr. Julien, but they won't 
be released much before the first of 
the year, chiefly because the manu- 
facturers of the new components for 
these new lamps are having difficulty 
getting materials for production. 

Among the manufacturers exhibiting 
fluorescent lighting for the home was 
Colonial Premier Co., with a display of 
floor lamps using Circlines only and 
Circlines in combination with IES 
reflector bowls. The overall height of 
the Circline only lamps is only 584 
inches, and the shades only 7 inchés 
deep, giving a modernistic appearance. 
Shades on the combination lamps were 
only 9 inches deep. None of these 
lamps, however, will be available until 
after the first of the year. 

Richter Metalcraft Corp., Mt. Ver- 
non, N. Y. had a shadowless kitchen 
ceiling fixture with frosted glass ends 
in 14, 15, and 20-watt bulbs; an 8-watt 
student lamp in bronze and an 8-watt 
bed lamp, all of which are in produc- 
tion. 


Art Plastic Sales Co., 1133 Broad- ’ i _ 
kad You'll find you have a potent selling feature—a real 


with tue sales clincher—when you can tell customers “it’s 
5-watt bulbs, featuring plastic ends insulated with Fiberglas’’. For never before has any 
in color; a combination desk lamp | jnsulating material been such a standout—first choice 
with pen and pencil set in metal with a ith f distrib il d 
l4-watt tube; and a metal bed lamp with manufacturers, distributors, retailers and con- 
with a 14-watt tube. sumers alike. , 
ply High in insulating efficiency, Fiberglas is a “life- LOOK FOR THIS SEAL! 
ity, N. J., also had a kitchen fixture 
on display; and Majestic Lamp Mfg. time insulation won t rot—is In there for good! And Yes, look for this handsome yellow 
Co. New York City, showed a table it doesn’t settle or pack down—instead, tends to and blue seal on the home appli- 
lamp of modern design with a Circline | expand when subjected to shocks or vibration. ances you are selling. Used by 


tube, 
Just remember these salient points about Fiberglas, manufacturers, these seals help 


All manufacturers were keenly 
you capitalize on the sales value of 


aware of the importance of fluorescent then get them across with every customer. You'll 
for h i i i i ig- 
or home use, but most of them were find this a big help in closing sales—of ranges, refrig: Fiberglas Insulation. Look for them 


waiting for smaller size Circlines that erators, other home equipment from water heaters 
would adapt more readily to table lamp 


use, or were waiting for the materials to table cooking appliances. : 
situation to ease up before adding Owens-Corning Fiberglas Corporation, Dept. 853, 


fluorescent to their line. Toledo 1, Ohio. 


. and use them in your selling! 


a 


= 


In Canada, Fiberglas Canada Ltd., Toronto, Ontario. 


G-E Opens Two 
More Credit Offices 


Offices in Memphis, Tenn., and 

Birmingham, Ala., have been opened 
by the General Electric Credit Corp. as 
part of the company’s program to es- 
tablish additional representation for 
G-E dealers. 
: Chester E. Mighell is manager of the 
“4 Memphis office at 8 North Third St. 
and O. P. Pearson is manager in 
Birmingham in the Comer Building, 
Second Ave. and Twentieth St. 
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Selling Features: Broils, toasts, frys, 
grills; large broiling surface ap- 
proximately 12 in.; stainless heat- 
resistant legs and knobs: broiler 
has 2-heats—a high of 925 watts 
and a low of 350 watts; constructed 
of heavy gauge hard aluminum. 

Electrical Merchandising, August 15, 
1946 
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LAUNDERALL Washer 


F. L. Jacobs Co., 1043 Spruce St., 
Detroit, Mich. 


Device: Launderall automatic washer 
fills tub, washes, double rinses, 
damp-dries, drains, shuts itself off. 

Selling Features: Top-fil-dor for easy 
loading and unloading; safti-latch 
stops mechanism when door opens; 
Re-verso-rol washing action—as 
cylinder rotates the 4 vanes in cyl- 
inder lift clothes and drop them 
gently into water, and reverses the 
cylinder rotation four times every 
minute preventing clothes from 
twisting together and knotting; 
dual cylinder bearings—cylinder is 
supported at both ends with bear- 


WHITING Home Freezers 
Whiting Corp., Harvey, Ill. 


Models: F-1000 and F-2000. 

Selling Features: F-10000, 44 cu. ft. 
holds approximately 175 lbs.; 4 h.p. 
sealed unit; insulated with 4 in. 
Fiberglas to maintain constant tem- 
perature of zero degrees F.; white 
Duco enamel, 36 in. high, 27 in. 
wide and 32 in. long. 

F-2000, 11 cu. ft., has a capacity of 
475 lbs. ; powered by a % h.p. sealed 

unit, Fiberglas insulation; 36 in. 
: high, 27 in. wide; 60 in. long. 

Electrical Merchandising, August 15, 
1946. 


ings; 10 Ibs. dry clothes capacity; 
entire action controlled by “mechan- 
ical brain” transmission which elim- 
inates more than 15 parts used in 
other machines; automatic water 
temperature controls; Roto-Drier 
spins water out distributing clothes 
around cylinder; satin-smooth finish 
on cylinder makes it possible to 
wash even nylons; white baked 
enamel steel cabinet, 244 in. wide, 
244 in. deep, 36 in. high, complete 
washing cycle takes 38 minutes. 

Electrical Merchandise, August 15, 
1946. 


EVERHOT Fan-Heater 
Swartzbough Mfg. Co., Toledo, 6, Ohio 


Device: Everhot Air-Flo Fan-Type 
heater No. 910. 

Selling Features: Weighs less than 
54 lbs.; 4-blade fan and induction 
motor for quiet operation and mini- 
mum wear; functional design—no 
corners or projections; retractable 
handle placed at balanced point; 
1320 watts, 115 volts: dark 
maroon finish nickel plated grill and 
handle; 93 in. high, 94 in. wide, 74% 
in. deep overall. 

Electrical Merchandising, August 15, 

Device: Homecraft broiler-toaster. 1946, 


HOMECRAPFT Broiler 


Homecratt Electronic Products, 1208 S. 
Kedzie Ave., Chicago, 23, Ill. 
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REMINGTON Shaver 


Remington Rand Inc., Electric Shaver 
Division, Bridgeport, Conn. 


Device: Remington Foursome 78B 


with new twin Blue Streak shaving 
head. 


Selling Features: Equipped with 2 of 


the standard round heads plus the 
twin inside cutters of the new Blue 
Streak head—giving a combination 
of 4 shaving surfaces and 4 long- 
hair cutting edges that will take off 
all types of beards; each shaver is 
packed in newly designed satin-lined 
case with cord holders and cleaning 
brushes ; a.c.-d.c. 


Electrical Merchandise, August 15, 


1946. 
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QUALITY Range 
Roberts & Mander Corp., Hatsboro, Pa. 


Model: LE-5G range. 
Selling Features: Features triple time 


control clock which controls not 
only the large 20 in. oven, but also 
the “Econo-Cooker”, and the appli- 
ance outlet; “Warmolator” warms 
rolls, keeps cooked foods “just 
right”, and -warms finest china 
safely; signal light indicates when 
“Warmolator” or surface unit or 
“Econo-Cooker” is on; scientifically 
designed oven heat baffle, or “even- 
ator” distributes heat evenly in 
oven, together with automatic oven 
heat control maintains uniform oven 
temperature; oven is automatically 
illuminated when door is open; 
large storage compartment with lid 
rack; easy-rolling utensil drawer; 
high speed, 5-heat surface units, T-K 
or Chromalox rod-type; 1000 watt 
Econo-Cooker may be replaced by 
surface unit if desired; oven units— 
for preheat bottom 2000 watts, top 
2500 watts; for baking bottom unit 
only, 2000 watts; for broiling top 


AUGUST 15, 1946—ELECTRICAL MERCHANDISING 


Selling Features: 


unit only 2500 watts; Warmolator 
unit 150 watts; flush-to-wall de- 
sign; lamp lights entire top surface. 


Electrical Merchandising, August 15, 
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COZETTE Heater 
The Brown Fintube Co., Elyria, Ohio 


i) 


> 


Device: Cozette convector type room 


heater. 


Selling Features: 20 fins provide 500 


sq. in. heating surface; attains full 
heating efficiency in 2 to 24 minutes; 
1350 watts; grille fabricated from 
18 gauge expanded metal ; end panels 
from 20 gauge steel; bottom guard 
plate with Nichrome wound on 
ceramic core encased in 2-in. tube, 
replaceable if necessary; no red 
glow to attract children; 2 in. ex- 
panded metal grille protects element 
from tampering; easy to clean; 15 in 
long, 124 in. high, 8 in. wide: light 
weight; gray hammerloid or ivory; 
finish. 


Electrical Merchandise, August 15, 
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ELITE Water Heater 


Acme Laboratory Equipment Co., 506 W. 


124th St., New York, 27, N. Y. 


Device: “Elite” 2-gal., non-pressure 


type automatic water heater. 


For use in small 
homes, summer cottages, bungalows, 
beach homes; may be installed over 
sink or wash stand by means of a 
simple pipe connection to cold water 
supply; plugs into 110 volt a.c. cir- 
cuit; 1320 watts; built-in snap 
switch; neon pilot light actuates 
on-and-off periodically when desired 
temperature is reached; thermo- 
statically controlled; fibre glass in- 
sulation keeps stored water hot with 
no heat loss; satin finish, stainless 
steel cabinet; 12 in. wide, 16 in. hich, 
projects only 7 in. from wall when 
mounted. 
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NEW PRODUCTS 


TRILMONT Safety Switch 


Trilmont Products Co., 24th & Walnut 
Sts., Philadelphia, 3, Pa. 

Device: Double-pole, single-throw, 
push-through cord switch. 

Selling Features: Designed for use 
on appliances rated up to 2500 watts, 
ac. or d.c., 120 or 250 volts; switch 
mechanism consists of easy-to-push, 
snap action over-the-center spring- 
controlled tapered shaft, operated 
by red and black plastic push but- 
tons; tapered shaft passes, through 
plastic shorting bar with 2 silvered 
plates—shorting bar moves silvered 
plates into an on-or-off position, 
making or breaking power supply 
at 4 fixed silvered contacts. 


Mechanism enclosed in plastic 
housing with space provided for 
strain relief washers and for a neon 
lamp and a power resistor; lamp 
and resistor are connected only in 
the “on” position; 3 elongated open- 
ings in top of plastic housing makes 
tell-tale light visible from most 
positions and therefore light acts as 
warning that appliance is “on, 
thereby preventing accidents and 
prolonging life of appliance to which 
it is attached. 

Electrical Merchandising, August 15, 
1946, 


PACIFIC Room Cooler 
Pacific Mfg. Corp., 5308 Blanche Ave., 
Cleveland, O. 

Device: Self-contained window-type 

room air conditioning unit. 
Selling Features: Cools, filters, de- 
humidifies as well as ventilates; 4 


h.p. motor-driven, hermetically 
sealed, twin-cylinder refrigerant 
compressor, which with condensing 
coil is in section of cabinet located 
outside window; room-side section 
contains filter, cooling coil, outlet 
duct and motor-driven fan; enclosed 
in metal cabinet 224 in. wide, 344 in. 


lining of Fiberglas; 


Device: 


Selling Features: 


Device: 


long 13% in. high; cabinet is insu- 


lated against heat and sound by 1-in. 
conditioning 
unit is controlled by thermostatic 
expansion valve including a pressure 
limiting feature—thermostat opens 
and closes valve, varying refrigerant 
flow according to load under normal 
conditions. 


Electrical Merchandising, August 15, 


946. 


CASCO Electri-Craft 
Workshop 


Casco Products Corp., Bridgeport, 2, 
onn. 


Improved Casco Electri- 
Craft power tool kit. 

Packaged unit con- 
sists of an electric hand power tool 
and 35 accessories interchangeable 
encased in steel chest, walnut fin- 
ished with removable tool tray, 
roomy lower compartment for 
prints; accessories include grinding 
stones, drills, steel cutters, saw, 
mandrels, buffer wheel, abrasion 
discs, polishing wheels, brushes, etc. 


Electrical Merchandising, August 15, 
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ILG Ventilating Fan 


Ilg Electric Ventilating Co., 2850 N. 
Crawford, Chicago 8, 
Ilgvent 8 in. package-type 
ventilating fan for thin-wall kitchens. 


Selling Features: A 3% in. sleeve for 


mounting in thin wz alls is now avail- 
able; also suitable far installation in 
steel sash or other small panel win 
dow with unit replacing a pane of 
glass; beaded pull chain is used to 
open or close weather-tight ovter 
door starting or stopping operation 
of fan; capacity 350 cfim., will pro- 
vide a 2-min. air change in kitchens 
up to 700 cu. ft. in area; mounted in 
wall, the fan has all the advantages 
of a standard built-in model—fan is 
mounted in steel panel with sleeve 
which extends through the wall; unit 
has same dynamically-balanced fan 
wheel, solid framework, quict opera- 
tion as other Ilg ventilators. 


Electrical Merchandising, August 15, 
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The Product Consumers Requested 


HOME MILK 
PASTEURIZER 


Every Small Town Home a Prosped 


$ List 5% more in Zone 2 Sold only in 
F.O.B. Chicago Standard Cartons 


MASTER-DELUXE 2 BURNER TABLE STOVE MODEL 77 
COMPLETE RANGE OF 6 COOKING HEATS 


Tax Included 
NAPCO TABLE RADIOS 


$9.95 

An attractive five tube table model handsome all wood cabinet. 

Size 5 x 6 x 12 inches. Dealers cost :— 

Lots of six Each anes 


of 8 Stoves 


NAPCO ELECTRIC IRON (Model 300) 
List $5.15 
Beautifully streamlined non-automatic, all chrome finish, weight ‘% 
$3.65 


pounds, 550 watt. Standard packages of 12. Each Net... . 


ELECTRIC TOASTER 


A fine all-aluminum two slice flip toaster. Standard packages of_ 10. 
Each Ne 95 


IMMEDIATE DELIVERY on each of the above listed items 
Terms: Check with order or C. O. D. Net Railway F.O.B,. 


4754-56 CLARK 


SAFGARD 


Every Farm Home 


PENDING 


Statistics show that rural 
families want clean, safe, pasteurized 
milk, free of milk-bourne diseases. Now, milk can 
be pasteurized properly at home. The SAFGARD Home Pasteurizer 
is SO easy to Operate, so economical to buy that no farm home can 
afford to be without it. 
Two-gallon capacity . . . automatic, electrically operated heat- 
ing and timing controls . . . agitator that keeps milk at uniform 
temperatures .. . simple, rugged construction. 


Rural families are going to buy it. . . are you going to sell it? 


UPPLY CO. 


CHICAGO 40, ILL. 


The Product With A Profit Future OTHER SAFGARD 
PRODUCTS 


Because It’s 
© Electric Water 
Packed With Sales Appeal —_ 


© Electric Fence 
Controllers 
© Float Valves 


Dealer, Jobber Territory Still Open. 
Write for complete details. 


rs 
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‘ Farm 
Dept. E, 615 N. Aberdeen, Chicago 22, Ill. 
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G-E Musaphonics 


General Electric Co., Electronics Div., 
Syracuse, N. Y. 


Models Line comprises 4 basis 
models all operating from same 
type chassis. 

Selling Features 16-tubes including 
rectifier and tuning indicator; 
4-bands—standard and 3 short-wave 
spread bands as well as high and 
low band FM reception; newly de- 
signed audio system power two 10-in. 
permanent magnet Alnico 5 speak- 
ers; record changer will accommo- 
date 10-and 12-in. records inter- 
mixed and equipped with a shut-off 
switch; available in 8 _ cabinet 
styles Regency and Chippendale in 
walnut, mahogany and champagne; 
Sheraton in mahogany and contem- 
porary style in knotty pine. 
Electrical Merchandising, August 15, 
1946. 


G-E Phonographs 


General Electric Co., Electronics Div., 
Syracuse, N. Y. 


Models No. 14, portable record 
player, and No. 12 table phonograph. 
Selling Features: No. 15, 3-tube am- 
plier with crystal pick-up 8-in. 
Dynapower Alnico 5 speaker; 
leather-bound; No. 12, 4-tube man- 
ual phonograph; both models 
equipped with Electronic Repro- 
ducer. 

Electrical Merchandising, August 15, 
1946. 


G-E FM Radios 


General Electric Co., Electronics Div., 
Syracuse, N. Y. 


Models: Nos. 417 and 502 console 
radio-phonos and No. 303 table 
radio-phono. 

Selling Features: Model 417 has 10 
tubes, a 12-in. Alnico loudspeaker; 
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Selling Features: 


Meissner Mfg. Div., 


5 tuning bands—one for AM, one 
for each of the low and high FM 
frequencies and two for shortwave; 
cabinet of polished mahogany 18th 
Century style. 

Model 502, 14 tubes; 12 in. Alnico 
5 speaker and a “squelch circuit ;” 
tuning band arrangement same as 
No. 417. 

Both models are equipped with 
entirely new tuning system which 
makes use of silver-plated variable 
inductances, effective in the new FM 
frequencies and shortwave bands; 
both models are also equipped with 
the Electronic Reproducer which 
produces recorded music with very 
little needle-chatter or scratch. 

No. 303, table combination has 6 
tubes; Electronic Reproducer and 
a newly developed “fool-proof” 
record changer; 64 in. Alnico 5 
speaker. 


Electrical Merchandising, August 15, 
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LEAR Phono-Radio 


Lear Home Radio Div., Lear Inc., 110 


N. W. lonia Ave., Grand Rapids, Mich. 


Model: Tilt-front model automatic 


record changer and radio combina- 
tion in Early American design. 

A gentle pull on 
finger-touch panel above speaker 
chamber lowers a Lear all-wave 
radio to convenient angle for oper- 
ating standing or sitting; tiny 
jeweled warning light glows while 
set is in operation; luminous Re- 
flexograph dial can be changed from 


manual to push-button control by 
depressing a key; upper left pull 
drawer glides out to reveal a Lear 
automatic phonograph record 
changer which plays 10 or 12 in. 
records; radio is equipped with 8 
tubes including rectifier; a.c. super- 
het; ave; push-pull and inverse feed- 
back; 3-bands; 8 push _ buttons; 
10-in. electrodynamic speaker ; 
built-in loop; mahogany cabinet. 


Electrical Merchandising, August 15, 
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MEISSNER Radio 


Inc., Mt. Carmel, 


Device: Meissner table radio. 


NEW RADIO PRODUCTS 


Selling Features: 


Maguire Industries, 


Selling Features: 6-tube circuit fea- 


tures a built-in loop for broadcast 
and shortwave; 5-in. speaker; illu- 
minated dial in console shaped panel 
allows full vision from above; plas- 
tic; designed by Dave Chapman, 
Chicago. 


Electrical Merchandising, August 15, 
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NELGETONE Phonos 


Nelge Electric Ltd., 35 Montgomery St., 


Jersey City, 2, 


Device: Nelgetone automatic record 


changers E-16, BJ-7, BJE-3, and E-6 


Selling Features: E-16, portable, has 


3 controls, on-off switch with volume 
control, wide range tone control and 
start-reject knob; changes each rec- 
ord in less than 4 secs.; 2-posts; 
plays 12-10 in. or 10-12 in. records; 
automatic shut-off. 

BJ-7, 3 tube amplification; 5 in. 
P.M. speaker; lightweight crystal 
pickup; tone and volume control; 
needle cup; 110 volt a.c.; plays 10 
or 12 in. records; leatherette covered 
case; weighs 15 Ibs. 

E-3, 4-tubes; plays 10 or 12 in. 
records; leatherette covered case; 
E-6 wired record changer connects 
to any radio for latest automatic 
radio-phono combination; features 
feather-light tone arm; 2-post chang- 
er; single lever control, automatic 
shut-off ; mounted on leatherette 
covered wood base; 110 volts, a.c. 
weighs 13 Ibs. 


Electrical Merchandising, August 15, 
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LEAR Phono-Radio 


Lear Home Radio Div., Lear Inc., 110 
N. W. lonia Ave., Grand Rapids, Mich. 


Model: Lear desk radio-phonograph 


combination. 


One side of 18th 
Century style desk is a complete 
desk with smooth-sliding drawers; 
the other side contains a Lear radio 
and record changer with ample 
record storage—opening drawer 
louvre below built-in-radio automati- 
cally opens all three louvres for 
radio or record playing; mahogany 
veneer; top-grain leather desk top. 


Electrical Merchandising, August 15, 
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SAFGARD Milk Pasteurizer 


Guard-lt Mfg. Co., 615 N. Aberdeen St, 


Chicago, Ill. 


Device: Safgard home milk pastuer- 


izer. 


Selling Features:  2-gal. capacity; 


automatic, electrically operated heat- 
ing and timing controls; agitator 
keeps milk at uniform temperatures; 
operates on 60-cycle, 110-volts. 


Electrical Merchandising, August 15, 
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LIONEL Stock Watch 


Lionel Corp., 15 E. 26th St., 
New York City 


Device: Stock Watch fence control. 
Selling Features: Hermetically sealed 


operating mechanism in a molded 
glass housing renders unit impervi- 
ous to extremes of heat and cold as 
well as submersion in water; a bal- 
ance wheel whose _ sapphire-jewel 
bearings eliminate need for lubrica- 
tion; uses one “hot shot” type or 4 
No. 6 dry cell batteries. 


Electrical Merchandising, August 15, 
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RITE-WAY Milker 


Rite-Way Products Co., 1247 W. Belmont- 


Chicago 13, Ill. 


Device: Rite-Way milker, 
Selling Features: 


Natural calf-like 
milking action due to tapered, cush- 
ion nose inflations which massage 
the teats and base of udder aiding 
circulation, and to the uniform pulsa- 
tions of Rite-Way pulsator, which 
is so simple in design that it has 
only 2 moving parts—no springs, 
trips or gaskets; transparent milk 
tube makes milk flow visible from 
cow to pail; “see through” sanitary 


claw has straight, easy-to-clean open- 
ings; Roto-Matic pump with oil- 


seal rotor. 


Electrical Merchandising, August 15, 
1946. 
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Be ready when they 


ask about Zephyr 


Portable Electric Heater 


Now national advertising, informative tags, 
illustrated circulars speed your sales. 
Premium price and profit, full value. 
EARLY DELIVERY. Contact ZEPHYR CORP., 
Distributors, Plainfield, New Jersey. 


THE MIDGET THAT 


Zephyr WORKS LIKE A GIANT 


(A Ceram-l-Cast Product) 


INDEX TO ADVERTISERS 
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| SEARCHLIGHT SECTION 


_SELLING OPPORTUNITIES WANTED 


ELECTRICAL MANUFACTURERS: Detr« 


fixtures, and appliance field 
trician 
Detroit 6, Michigan. 


Detroit 
Electrical representative seeks connections 
with manufacturers in the electrical supply, 
Licensed elec- 
Irving Rollinger, 3219 Glywn Court, 


SALESMAN WANTED 


Manufacturer needs high type appliance 
salesman to contact chains on private 
brand household electrical merchandise. 


SW-951, Electrical Merchandising 
30 West 42nd St., New York 18, N. Y. 


LINES WANTED 


MANUFACTURERS AGENT 


Southwestern 
States 


Thorough, Aggressive, Experienced, 
High Type. Reliable. Representation. 


RA-950, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, Ill 


Wuere To Buy 


Parts, Services & 
Accessories 


WASHING MACHINE PARTS 
“For any and all makes” 


Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 


191 W. 7th St. St. Paul 2, Mina. 
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NEW KITCHEN DESIGN: In this Peninsular Kitchen the two main working centers 
—the sink and the range—are united in the |-piece counter projecting into the 
room. One of an infinite number of variations available in the St. Charles Custom- 


Built Kitchens. 


Macy's Opens Modern 
Kitchen Planning Center 


Cox, St. Charles and Modern 
Steel Cabinets Featured 
Variety of Uses 


First step in plans for an extensive 
appliance department was taken by 
Macy’s, New York City, on July 29th, 
with the opening of a vast Kitchen 
Planning Center—“Macy’s Kitchens of 
Today”—where customers can bring 
in rough floor plans of their present 
kitchens and laundries on _ special 
forms supplied by Macy’s, and get 
expert advice on how to plan a new 
kitchen or remodel an old one from 
experts with architectural background. 

A series of model kitchens and a 
well-planned laundry show a variety 
of readymade steel cabinets arranged 
with an eye to labor-saving in the 
kitchen. Refrigerators, ranges, wash- 
ing machines, home freezers and other 
major appliances are included in vari- 
ous groupings for the customer to 
compare and select what is best suited 
to her needs. 


U-Shaped Kitchen 


A U-shaped kitchen with its own 
gay dinette, for instance, uses steel 
cabinets made by Modern Steel Co., 
Geneva, Ill. These cabinets have a 
bonderized finish and feature such 
conveniences as drawers with four 
roller -bearings, to prevent sticking; 
adjustable stainless steel grille-like 
shelves for easy cleaning; double- 
bowl sink units with a Tracy stainless 
steel top and drainboards on either 
side; a maple board for cutting, and 
for resting hot dishes; and linoleum 
work surfaces bound with stainless 
steel. A G-E range and refrigerator 
are installed in this kitchen. 


Peninsular Kitchen 


A new functional design in kitchens 
is shown in the Peninsular kitchen 
where the two main work centers— 
the sink and the range—are installed 
back-to-back, and united in a 1-piece 
counter which projects into the center 
of the room, leaving wall space free 
for other units. This kitchen is 
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equipped with St. Charles custom-built 
cabinets, each built-to-measure. 


Laundry Unit 


An up-to-the-minute laundry de- 
signed to make every motion count 
includes a sink, a Westinghouse Laun- 
dromat and dryer placed along one 
wall with cabinets above for easy ac- 
cess; and a Westinghouse ironer 
nearby. A new item in laundry equip- 
ment, also manufactured by Westing- 
house, is the concealed, built-in iron- 
ing board with a trough to protect 
clothes being irened from dragging 
on the floor. 


Long Wall and Keystone Package Kitchen 


The long wall kitchen is done by 
Cox Kitchens, and the cabinets are 
all of wood. One of the features of 
this kitchen is the built-in-table that 
pulls out like a roll top desk to din- 
ette table length with concealed leaves 
that automatically adjust into position. 

A compact Keystone Package Unit. 
including a sink flanked on both sides 
by a group of cabinets set against 
vivid plaid wallpaper, completes the 
display. 

Cabinet features included in these 
kitchens are units designed for specific 
conditions, such as upper and lower 
corner units; a curved end unit; a 
recessed sink front for additional knee 
room while working at the sink; towel 
driers; vegetable tray and silver stor- 
age units; refuse receptacle ; flour, meal 
and sugar bins; bread and cake re- 
ceptacles; concealed lighting; lid and 
tin file and cabinet mirror. 


Canada Increases 
Refrigerator Output 


The Dominion Bureau of Statistics 
has reported that in Canada April pro- 
duction of domestic electric refrigera- 
tors reached 5,229 units compared to 
4,189 in March. Production has been 


increasing steadily from the January 
and February totals of 2,384 and 3,295 
respectively. Refrigerator imports in- 
creased from 632 in March to 752 in 
\pril. 


Only ten units were exported. 


TOUCH BUTTON 


CONTROL FOR GAS 
WATER HEATERS 


Where can you find a market so 
unsaturated. Every home owner - 
who uses a side arm gas water 
heater (and 2 out of 3 have 
them) can use and will buy a 
Sav-U-time once you tell him 
about it. A Sav-U-time gives all 
the advantages of automatic hot 
water with gas savings up to, 
50%,—touch button control 
from bathroom, kitchen and 
laundry turns on the gas water 
heater providing hot water quick- 
ly, economically and just when 
needed. 


Low Cost and 100% Profit for You 


Sav-U-time is priced at $39.50 
plus a small installation charge— 
and there’s a 100% for you. Low 
enough price to make sales easy 
and high enough profit to make 
it well worth while for you. 


Territory Open for Dealers 
Here is a wanted product with 
immediate deliveries being made. 
Dealers in St. Louis, Detroit and 
Philadelphia are ordering and 
reordering. Some territories are 
still available for dealerships. 
National advertising, dealer helps 
support you. Write or wire for 
details now. 


SAV-U-TIME SALES CO. 


66 MANHATTAN STREET x 
ROCHESTER 2, NEW YORK 
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HAVE YOU HEARD... 


FACT FINDER 


Not long ago Stacy May was econo- 
mist and assistant to the president of 
McGraw-Hill Publishing Co. Now 
he’s director of economics and research 
for the RCA International Division. 
He’s taught economics at Amherst, 
Columbia, Cornell and Dartmouth and 
in 1940 was director of the bureau of 
planning statistics for the National 
Defense Advisory Council, later called 
the WPB. 


EDUCATOR 


While their husbands are attending 
classes at Washington State College, 
wives of service veterans go to classes 
conducted by Sylvia Hemingway, serv- 
ice director of the Washington Water 
Power Co., who shows them how to 
cook on the one-burner units that many 
of them have in their trailer homes 
and in other ways helps them get the 
most ont of inadequate facilities for 
food storage, cooking and the per- 
formance of other appliance functions. 
The domestic education, Miss Hem- 
ingway says, helps the young couples 
adjust to the combination of college 
and home life and forestalls many of 
their electrical equipment troubles. 


INTRODUCTION 


When Shick, Inc., opened its sales 
campaign for the new Shaverest, a 
wall-holder for its shaver, it made a 
combination offer of a counter demon- 
strator for the Shaverest, together with 
the Super and Colonel electric shaver 
models. The offer was good for 30 
days. The orders poured in. Shick 
tripled its order department. The or- 
ders poured in. Shick canceled all 
trade advertising. The orders poured 
in. Then Shick had to wire all dis- 
tributors that the 30 day offer would 
be discontinued after the first week. 
Said Shick president Kenneth C. Gif- 
ford, “, We expected good re- 
sults... 
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AGENTS 


Advertising promotion for S. W. 
Farber, Inc., Brooklyn manufacturers 
of cooking utensils and appliances, will 
be handled by the Posner Advertising 
Agency, New York City. 


DEVELOPMENT 


A full meal of lobster, New Or- 
leans Gumbo, roast ribs of beef, and 
selected desserts formed a solid foun- 
dation for the speeches of presentation 
of the Naval Ordnance Development 
Award to the Emerson Radio and 
Phonograph Corp. at New York's 
Waldorf Astoria in May. Dr. Harry 
Diamond, chief of the Ordnance De- 
velopment Division, National Bureau 
of Standards, made the awards in 
behalf of the Navy for Emerson’s 
contribution to the radio proximity fuze 
research development program. Benja- 
min Abrams, Emerson president, re- 
ceived the award for the company. 


REVENUER 


M. E. Thompson, who used to be a 
school superintendent and supervisor 
and most recently held down a $6,000 
revenue office post, has been nominated 
to become the first lieutenant governor 
of the state of Georgia. Serving under 
running-mate Gene Talmadge he will 
preside over the state senate for a 
$2,000 a year salary. However, he 
plans to open an electrical appliance 
distributorship serving six counties 
near Valdosta some time next year. 
Maybe a man with experience in main- 
taining senatorial peace can placate 
appliance dealers. 


SHOWMAN 


Rollie Sherwood, sales manager for 
the Hallicrafters Co., has been elected 
to a two year term as a member of the 
board of directors of Radio Parts and 
Electronic Equipment Shows, Inc. 


GONE ELECTRON 


Reconversion note: The Electronic 
Corp. of America has notified all and 
sundry that its booklet, The Amazing 
Electron, is out of print and no longer 
available. Maybe it’s just as well. 
Atoms are all the style these days. 


SURVEYOR 


Central Surveys, a market analysis 
and sales survey organization headed 
by Charles Parker, has acquired the 
services of George M. Sheets, former 
sales supervisor of the Iowa-Illinois 
Gas & Electric Co., Iowa City. Mr. 
Sheets was commercial manager and 
new business manager of the Iowa 
City Light & Power Co. prior to the 
organization of TIowa-Illinois. He 
found his way into the power business 
after several years as managing di- 
rector of one of the divisions of the 
national trade promotion campaign of 
the American Association of Nursery- 
men. 


WIVES TOO 


The D. W. May Corp., New York 
Distributing firm, will host some 400 
appliance dealers and their wives on a 
six day trip to Canada starting Sep- 
tember 28. The dealers—and their 
wives—will board a train in New York 
and, arriving in Canada, will cruise 
along the Saguenay River. Mr. May, 
president of the firm, originated the 
cruises prior to the war and this sched- 
uled trip marks the first since the end 
of hostilities. Incidentally, Mr. May 
has been appointed to head the radio 
manufacturers division of the 41st 
maintenance appeal of the Travelers 
Aid Society of New York. Obviously, 
the Travelers Aid picked a good man. 


PLAQUE PRIZE 


Reddy Kilowatt, the jocund, jagged 
genie of electricity, presented his award 
for the best annual utility report re- 
cently to the New Jersey Power & 
Light Co. of Dover. The prize, a 
bronze plaque, was won by New Jer- 
sey’s 24 page, two-color booklet which 
was printed on colored stock and con- 
tained graphs, charts and photographs 
together with the text. Requirements 
for winning: simplicity, good-will 
building, dramatic effectiveness. 


CLUBBER 


Treasurer Ray Healey of the Ers- 
kine-Healey Mill Supply and Electri- 
cal Appliance Co. of Rochester is a 
busy man. During the war he kept 


RAY HEALEY 


his hand in as ‘treasurer of the 
Rochester U. S. O. Now that’s dying 
and Mr. Healey is going back to work. 
Recently he was elected vice-presi- 
dent of the Rochester Ad Club, vice- 
president of the Oak Hill Country 
Club, and a governor of the Rochester 
Club. Wonder if he gets time and a 
half for overtime. 


FIRE AND DEATH 


The electrical industry is mourn- 
ing the death of Rex M. Gaynor, 32 
year-old treasurer and merchandising 
manager of Walker-Jimieson, Inc., 
Chicago distributing firm, who was 
killed in the holocaust of the recent 
Hotel LaSalle fire. 


KEEPING COOL 


Shortages must be worse than we 
thought. Columnist B. M. Atkinson 
reported recently in the Louisville 
Times that W. P. Huff, vice-president 
of one of New Albany’s biggest furni- 
ture stores, sold his own personal re- 
frigerator because his store was sup- 
posed to be receiving a shipment of 
new ones. So, if you too, have guessed 
wrong, take comfort from the fact 
that at last reports Mr. Huff was still 
putting a block of ice each day in his 


garage. 


i. 


MITCHELL'S MERIT: Because Don G. Mitchell, right, president of Sylvania Elec- 


tric Products, Inc., has made a useful tool out of market research, as exemplified by 
his company's many surveys, Secretary of Commerce Henry A. Wallace, left, pre- 
sented him with an American Marketing Association Meritorious Service Citation at 
@ recent banquet in New York. Sylvania has conducted continuous surveys on the 
public's wants in home radios, electronics, and residential and commercial lighting. 
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NUTONE heine 


NEW COMBINATION DOOR CHIME 
AND ELECTRIC KITCHEN CLOCK! 


The different gift 
that’s remembered 
longest! 


Big, beautiful nine-inch-square Telechvon 
clock and melodious NUTONE 2-door 
chime... in one! Its dial, the biggest 
ever, gives you the right time... = . 
glance. Chimes softly and sweetly; twice 
for front-door callers, once for those at 
r. 
easy-to-keep-clean white 
enamel. Heavy chromium crystal — 
Imparts sparkling smartness to the 
kitchen, breakfast nook, or hallway. 
See and hear the double-duty “Time- 
Chime” at your favorite hardware, elec- 
trical appliance, or department — 
Other NUTONE Door Chimes are price 
from $3.50 to $59.95. 


Right combination 
for our dealers, too! 


At last! A big kitchen clock—actually 
the largest, easiest-to-read clock dial 
in either the clock or door-chime in- 
dustries! Plus a soft yet easy-to-hear 
NUTONE 2-door chime, together in a 
single smart unit that satisfies two 
specific customer needs. 


News of this two-in-one salesmaker 
contained in the ad at the left will 
reach your customers next month (in 
color) through the pages of the Satur- 
day Evening Post, Better Homes & Gar- 
dens, and American Home. 


It’s part of a consistent national ad- 
vertising campaign . . . the biggest 
ever put behind the best door chimes 
money can buy. That, too, is a good 
combination . . . the kind that opens 
your door to maximum profits. 
NUTONE, Incorporated, Merchandise 
Mart, Chicago 54; 200 Fifth Ave., New 
York 10; 931 East 31st St., Los Angeles 
11; and Terminal Sales Bldg., Seattle 1. 


NUTONE is the world’s largest 
maker of door chimes 


mes ave fair-traded 


| | 
Z | 
| | | | 
4 
ihe } 
ng = 
‘Si- j | § 
Lae 
7 | 
« ai 4 % 
ng 
ye 
le 
nt 
)- 
of . - 
d ‘ 
ll 
is 
P 
~ 
4 
\ 
SS 4 
THE ONE NUTONE all fair-trade stat. 3 
GREETING OF ALL... NU 
6 : 


PREMIER VACUUM CLEANER DIVISION 
GENERAL @ ELECTRIC 


1734 IVANHOE ROAD «+ CLEVELAND 10, OHIO 


It’s the big moment of the final Swimming Meet. . . and there goes the last dive . . . a flying 
arc of breath-taking grace ... and the Champion is sti// queen of the water! 


What you haven't seen is how she became a Champion long before she proved it... 
swimming day after day for speed and endurance . . . long hours mastering the spring- 
board . . . diving, diving endlessly, to get that final graceful precision . . . ‘til she 
had everything it takes to win! 


PREMIER IS PREPARING AHEAD OF TIME, TOO... so that every Premier 
dealer will be in championship form for the days ahead, when vacuum 
cleaners will have to be sold. FIRST, through its 36 years of experience in 
every demonstration and sales technique, Premier is providing material .. . 
such as demonstration films, sales kits, sales training manuals. .. that will 
qualify dealers as experts in selling Premier’s full line of vacuum cleaners. 
SECOND), an array of effective sales helps is ready now ... a dramatic 
de luxe display, brilliant neon-fluorescent signs, folders, novel on-the-spot 
displays, etc. And THIRD in this all-out preparation campaign, the story of 
Premier quality is being put over in 153,468,081 messages in leading national 
magazines this year...to your customers. You'll have everything you need 
to get set to sell! 
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